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Celler Exhibits 
Networks’ Share 
in Film Profits 


Film Versions of Top 


Net Shows Bring Long 
Skein of TV ‘Royalties’ 


WASHINGTON, Nov. 23—Intimate 
details about the operations of the 
television networks now being 
gathered for publication by the 
staff of the House anti-trust sub- 
committee include documents 
showing the variety of deals which 
networks carve out with the pro- 
ducers of tv programs. 

The full text of the exhibits 
which have been dug out by the 
committee will be available pub- 
licly in printed form, probably late 
next month. Meanwhile, the sub- 
committee has already entered into 
its files for inspection by the press 
a group of documents which in- 
clude the following: 

1. List of the rate of commissions 
earned by all network sponsors in 
1955 and the first half of 1956, 
including information indicating 
total payments for time by each 


2. Reports from each network on 
its profit participation in programs 
which it broadcasts or distributes. 

3. Reports on big-name talent 
under contract to each network. 

4. An analysis of network affili- 
ation contracts pointing up depar- 
tures from standard contracts 
which have been applied to in- 


(Continued on Page 120) 


SQUARED OFF—This dates pe is the opening ‘ined in Frigidaire’s ’57 

campaign to introduce the “Sheer Look” styling of its kitchen and 

laundry equipment. The models’ pose is the campaign symbol, il- q 

lustrating the straight, square design of the appliances. Kudner 
Agency, New York, is the agency. 


Fingertips Meet in ‘Sheer Look’ . 


HE | sHEER 
eter AAA fi 


CO? CORE OF ¥ 


After 25 Years of ‘Streamlined’ 
Appliances, Frigidaire Goes Square 


Color Trend Continues 
as Charcoal Gray Joins 
Ranks of Appliance Tints 


Dayton, Nov. 20—The “Sheer 
Look” will be the identifying 
mark of all Frigidaire appliance 
advertising in °57. Magazines and 
newspapers will be used in the 
campaign, “one of the most exten- 
sive ever scheduled” by this divi- 
sion of General Motors. 

The Sheer Look refers to the 


Swift Backs Store Promotion with 
TV Spec, ‘$20,000,000° Coupon Offer 


Contest for Dealers 
Underlines Store-Wide 
Merchandising Program 


(Picture on Page 8) 

Cuicaco, Nov. 21—Swift & Co. 
this week tickled its retailers’ 
profit palates by unwrapping the 
meatiest advertising, merchandis- 
ing and selling promotion in its 
history. 

Swift says its new year-’round 
program is “revolutionary” and 
“the biggest advertising support 
ever put behind any store-wide 
promotion by any advertiser.” 

Called “Operation Consumer 
Impact,” the seasonal promotion 
gets under way early in 1957 with 
a “$20,000,000 coupon offer,” fea- 
tured in a color spread in Life 
(Jan. 28), Look (Feb. 5) and La- 
dies’ Home Journal (February). 
The spread will contain $1.45 
worth of coupons redeemable at 
any grocer carrying Swift prod- 

‘The promotion for January and 
February will be built around 
store displays keyed to the theme: 
“Way to your family’s heart!” 
with giant red hearts, symbol of 


# On Feb. 3 Swift will stress the 
“heart” theme on an NBC-TV 90- 


minute color spectacular, “Ruggles 
of Red Gap,” with Michael Red- 
grave, Imogene Coca, David 
Wayne, Peter Lawford and Jane 
Powell. 

“Swift’s sponsorship of a com- 
plete tv color spectacular for the 
sole purpose of supporting a sin- 
gle store-wide promotion marks 
the first time that any food com- 
pany has given its dealers this 
kind of backing,” Swift told re- 
tailers. 

In addition, Swift’s store pro- 
motions will receive support on 
its six regular tv shows and one 
radio show. These shows are Art 
Linkletter’s “House Party” on 
CBS-TV and CBS Radio; “The 
Tennessee Ernie Ford Show” on 
NBC-TV; “The Bob Crosby Show” 
on CBS-TV; the Garry Moore 
show on CBS+TV; “The Lone 
Ranger” on ABC-TV, and “Dis- 
neyland” on ABC-TV. 

Swift also is offering $26,000 in 
prizes to dealers in a contest for 
the best selling display on any of 
20 Swift products. Prizes include 
seven 21” RCA Victor color tv 
sets and 140 prizes of $140 each 
in cash in seven zones. 

Swift promises more store-wide 
events in the coming year, “each 
supported by its own color tv 
spectacular.” 

McCann-Erickson, Chicago, is 
handling the promotion. 


new styling which characterizes 
all Frigidaire refrigerators, ranges, 
washers and dryers this year. 
“Every line is straight, every cor- 
ner is square, the whole look is 
sheer—to bring the beauty of mod- 
ern simplicity into present kitch- 
ens, or the kitchen of the home- 
you-hope-to-build,” according to 
the ad copy. 

With the appliances, all the ads 
picture Sheer Look girls—posed 
with one forearm vertical, the 
other forearm horizontal, finger- 
tips meeting in a square angle— 
to symbolize the squared-off lines’ 
of the appliances. This pose has 
been adopted as the Sheer Look 
symbol and is repeated in the sig- 
nature of the ads, with the slogan, 
“Look for the Sheer Look in the 
57 Frigidaire appliances.” 


s The campaign also introduces 
“fashion-first charcoal gray” for 
appliances, as well as Mayfair 
pink, Stratford yellow, Sherwood 
(Continued on Page 8) 


Press Release Battle Warms Up... 


Grove, AMA Declare 
Citroid ‘Cold’ War 


Studebaker Sets Up 
New ‘Merchandising’ 
Unit Headed by Orr 


SoutH BeEnp, Nov. 23—Stude- 
baker-Packard Corp. has created 
a new department to administer 
advertising, sales promotion and 
sales training, and has named a 
comparatively new man to head it. 

James Orr, who until last Feb- 
ruary was Chicago zone promo- 
tion manager for Nasi: (American 
Motors Corp.), has been named 
director of merchandising, in 
charge of the new merchandising 
department. Since February he 
has been sales promotion manager 
of the Studebaker division. 

Mr. Orr succeeds Frank W. No- 
ble, who has resigned as assistant 
sales manager in charge of the 
Studebaker division’s advertising, 
sales promotion and training. The 
38-year-old Mr. Orr, however, will 
have charge of a “merged” depart- 
ment encompassing both the Stude- 
baker and Packard branches of 
the company. He will report to 
Carl Revelle, general sales man- 
ager, who became head of a 
“merged” sales organization three 
months ago (AA, Sept. 3). 


= Commenting on the change, Mr. 
Orr told AA that henceforth “the 
agency will do a lot of the creative 
work which the advertising de- 
partment formerly did.” Since the 
resignation of D’Arcy Advertising 
as the Packard agency two months 
ago, Benton & Bowles has been 
assigned to handle all of the cor- 
poration’s advertising. 

Mr. Orr also said that Ken Stead- 
man will have direct charge of the 
advertising function, as “super- 
visor of advertising budget and 
coordination.” He formerly was 
assistant advertising manager of 
the Studebaker division. 


Last Minute News Flashes 


R&R, Geare-Marston Discuss Merger Plans 


New York, Nov. 23—Ruthrauff & 


Ryan today confirmed reports that 


merger discussions are in progress with Geare-Marston Inc., 28-year- 
old Philadelphia agency. Geare-Marston has 18 accounts, about 80 
employes and some $6,000,000 in billings. R&R, which has offices in 
12 cities and currently is expanding its operations, has never had a 


Philadelphia office. 


Lentheric Goes to Three Chicago Agencies 
New York, Nov. 23—Lentheric Inc., newly acquired division of He- 
lene Curtis Industries, Chicago, has appointed three Chicago agencies 


—all of them Helene Curtis agencies—to handle its advertising. Earle 
Ludgin & Co. gets Tweed fragrance and the Lentheric men’s line (in 
its Nov. 5 issue AA incorrectly reported that Ludgin had been award- 
ed all Lentheric products); Gordon Best Co: is assigned Tweed hair 
spray, and Weiss & Geller will handle Tweed Soft Fragrance shampoo. 
Grant Advertising, New York, replaced Cunningham & Walsh on the 
$1,000,000 Lentheric account last January. 


Sen. Byrd Will Receive NBP’s Silver Quill 
WaAsHINGTON, Nov. 23—Sen. Harry F. Byrd (D.,Va.) has been 
picked as the winner of National Business Publications’ 1956 Silver 
Quill award, to be presented at a “State of the Nation” dinner here 
Jan. 26. The selection was based on service to business and industry 
“through untiring devotion to sound fiscal policies for the government 
and unswerving support of tax measures that have helped to make 
a the best free enterprise benefits for the American people.” 
(Additional News Flashes on Page 121) 
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Ginve Head Says AMA* 
Articles Were Backed 
by Maker of Anahist 


New York, Nov. 23—Grove 
Laboratories Inc., leading maker 
of bioflavonoid cold tablets, and 
the American Medical Assn. aimed 
squarely for the whites of each 
other’s bleary eyes today with the 
publication of two studies in the 
Journal of the American Medical 
Assn. reporting that bioflavonoids 
have “no effect” on colds and the 
countercharge by Grove that one 
of the AMA studies was financed 
by “a competitor of ours.” 

Increasing the tempest in a pill- 
box are (1) a press release fired 
off by Ted Bates & Co., agency for 
Anahist Co. (the “competitor”), 
publicizing the AMA report and 
(2) the swift counter-dispatch of 
a telegram by Dowd, Redfield & 
Johnstone to all print and broad- 
cast media on its schedule for 
Grove’s Citroid compound, urging 
no publicity on the Bates release 
“until all factors on both sides can 
be analyzed.” 

The extent of the Bates mailing 
could not be learned, since the 
agency’s offices are closed today. 


® The AMA press release on the 
studies reported in the Nov. 24 is- 
sue of the Journal is headlined: 
“New Remedy Shown to Have No 
Effect on Colds.” It begins with 
the sentence: “Citrus bioflavonoids 
with ascorbic acid, recently pub- 
licized as a common cold preven- 
tive or treatment, has no effect on 
the course of the common cold, two 
different groups of 
(Continued on Page 121) 


Condict Named Ad 
Head of Newhouse 
13-Paper Chain 


Sr. Lovurs, Nov. 21—Wilson W. 
Condict, vp and advertising direc- 
tor of the St. Louis Globe-Demo- 
crat, a unit of the S. I. Newhouse 
newspaper chain, has been named 
national advertising manager of 
the 13 Newhouse papers. He will 
leave the Globe Jan. 1 and go to 
New York to take over his new 
position. 

Mr. Siiitied Nepees-tlb asia 
per career with the Dallas Morning 
News as a reporter, switching over 
later to the position of advertising 
salesman. He joined the Globe- 
Democrat in April, 1923, as auto- 
motive advertising manager 

ta 1608 Re wen samed sonnel 


a vp of the paper last June. 

In his new capacity, he will have 
charge of national advertising for 
all the Newhouse newspapers, lo- 

(Continued on Page 117) 
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Wallach Criticizes ‘Head-in-Clouds’ 
Business Press; Urges Housecleaning 


Doctors, Lawyers Can 
Eject Unethical, He Says; 
So Can Business Papers 


New Yorx, Nov. 20—An addi- 
tional year ©’ observation and ex- 
perience har served only to confirm 
Philip C. Wallach’s impression 
that some portion of the business 
press indulges in practices of 
“questionable integrity” when at- 
tempting to sell advertising space. 

On Nov. 21, 1955, the director of 
public relations and advertising of 
H. K. Porter Co. made that charge 
before a meeting of the t.f. Club 
of Chicago (AA, Nov. 28, '55). 


~~" Yesterday, speaking to a gathering 


of that organization’s New York 
group, he repeated his accusations 
and added a few words of con- 
demnation for some business paper 
editors as well. 

In an attempt to clarify last 


* year’s remarks, which had caused 


NARTB Unit Adopts 
Compliance Symbol 
for Its Radio Code 


WasHincTon, Nov. 20—In an ef- 
fort to breathe new life into the 
long-neglected standards of prac- 
tice for radio, a committee of the 
National Assn. of Radio & Tele- 
vision Broadcasters has agreed on 
audio and visual symbols for use 
by stations interested in inform- 
ing the public about their com- 
pliance with an industry code. 

Although the radio standards 
were adopted by NARTB long 
before television came _ along, 
the radio group has never at- 
tempted to implement compliance 
with the association’s. code. In 
recent months, radio members 
have indicated increased interest 
in the standards as a means of 
meeting criticism from groups 
which complain about over-com- 
mercialization and programming 
abuses. 


® Following a special meeting 
here last weekend, a committee 
on implementation of the stand- 
ards of practice for radio revealed 
that audio signals for use on the 
air and visual symbols for use on 
letterheads and promotional ma- 
terials have been selected. They 
will be announced following re- 
view by the radio board when it 
holds its next meeting in Febru- 
ary. 

The group handling the prob- 
lem includes Worth Kramer, 
WJR, Detroit, chairman; Carleton 
Brown, WTVL, Waterville, Me.; 
Cliff Gill, KBIG, Avalon, Cal., 
and Walter E. Wagstaff, Pioneer 
Broadcasting Co., Portland, Ore. 


a small furor in the business paper 
werld, Mr. Wallach this time said, 
“A small percentage—substantially 
under 10%—of the space salesmen 
who call on me use unethical, dis- 
honest tactics.” 

Noting that some 300 represent- 

(Continued on Page 58) 


‘Never Agreed with 
Wallach and Siill 
Don't,’ Says Buehler 


Cuicaco, Nov. 21—George Bueh- 
ler, Chicago representative of 
Machinery, today denied the state- 
ment by Philip C. Wallach, of 
H. K. Porter Co., that he had first 
approved, then criticized Mr. Wal- 
lach’s 1955 commentary on busi- 
ness publications. 

Contacted by AA, Mr. Buehler, 
who was t.f. Club president when 
Mr. Wallach spoke, said Mr. Wal- 
lach had his facts confused. “I did 
not speak to Mr. Wallach follow- 
ing his talk in Chicago,” Mr. Beuh- 
ler said. “I didn’t get a chance to.” 

The letter of appreciation and 
gift that Mr. Wallach received from 
the t.f. Club of Chicago were sent 
by Frank Cornyn, of Pit & Quarry, 
who was program chairman at the 
time, Mr. Buehler said. This is a 
routine form letter and the same 
gift that is sent to all speakers, he 
added. 

“I heartily disagreed with Mr. 
Wallach at the time he made his 
talk, and I still disagree with him,” 
Mr. Buehler said. “This should set 
the record straight as far as I am 
concerned.” 


Canterbury Press Standardizes 
Format of Three Magazines 

Beginning with the first issues 
of 1957, Canterbury Press division 
of Maher Publications, Chicago, 
will publish its three magazines in 
a standard 7 x 10” type page size, 
8% x 11” page size format. The 
three magazines, vertical export 
trade magazines, are Bebidas, 
Elaboraciones y Envases and Ra- 
dio y Articulos Electricos. 


Abell Joins Associated Ad 

William J. Abell has joined As- 
sociated Advertising Counsellors, 
Oakland, Cal., as an account exec- 
utive. Before his recall into the 
U.S. Navy in 1953, he was with 
Geoffrey Roberts Inc., New York 
agency. He was released to inac- 
tive duty in September. 


Tate to Gregory-Giezendanner 
Dick Tate has joined Gregory- 
Giezendanner Co., Houston, as an 
account executive. He formerly 
was with the Houston Chronicle 
and was publicity director of 
Louisiana State University. 


NEW HEAD—William A. Phair (left), editor of Hardware Age, has 

been elected president of the Society of Business Magazine Editors. 

He is shown here with the outgoing president, Richard H. Morris, 
editorial director of Technical Publications, Chicago. 
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Are you giving your husbands 
“Grounds for Divorce”? 
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HUSBANDS & WiVES—Joseph Martinson & Co., New York, coffee roast- 
er and distributor, is using this ad approach to open new markets 
for Martinson’s coffee in central New York state. The ads are being 


used two to three times weekly 


in newspapers in Albany, Troy, 


Schenectady and Glen Falls, N. Y. The campaign, which includes 
both 600 and 1,800-line ads, was preceded by 150-line teasers the 
evening before the series started. Al Paul Lefton Co. is the agency. 


Stamp Saving Led 24% of Housewives to 
Switch Stores, BBDO Panel Study Reveals 


New York, Nov. 20—A consum- 
er study on the pros and cons of 
trading stamps and premium cred- 
its will be released Nov. 26 by Bat- 
ten, Barton, Durstine & Osborn. 

The 32-page brochure reports 
that 24% of the housewives who 
save trading stamps have switched 
patronage from one store to anoth- 
er to take advantage of a premium 
credit plan; 76% said they did not 


switch. 

The study also reports that 80% 
of the housewives interviewed said 
they saved either st?mps or p-emi- 
um credits, and 59% said that 
their husbands also save. 

The booklet is based on a study 
conducted among members of 
BBDO’s Onondaga Consumer Re- 
search Panel, in central New York. 

(Continued on Page 119) 


Point of Purchase 
Will Be $1 Billion 
Field in ‘57: Jackson 


New York, Nov. 20—The point 
of purchase advertising industry 
expects to be a $1 billion baby 
in 1957, according to a survey of 
Point-of-Purchase Advertising In- 
stitute members. 

Norton B. Jackson, executive 
director of Popai, told trade press 
editors today that an institute sur- 
vey of members, to be completed 
Nov. 28, indicates a 20% rise in 
dollar yolume next year. 

Surveys have shown that the 
field this year is past the $800,- 
000,000 mark in dollar volume, he 
said, and that next year it will 
hit $1 billion. 

Of the membership, 60% have 
reported in the current survey, he 
said, and 85% of those reporting 
say they expect more point of 
purchase to be used. Another 10% 
figure it’ll remain the same, and 
5% say use will decrease. 

Those expecting an increase, he 
said, place the rise between 10% 
and 30%, averaging out to 20%. 

Part of the anticipated increase 
in dollar volume next year is at- 
tributable to a trend to more cost- 
ly, semi-permanent displays, us- 
ing plastics, metals and wood, he 
said. 


® Stanley L. Wessel, president of 
Popai and of Stanley L. Wessel & 
Co., Chicago, reported on the 
three-month-old code of ethical 
trade practices adopted by mem- 
bers. 

Two points of controversy in the 
code relate to plagiarism and 
speculation, he said, adding that 
advertisers, agencies and suppliers 
are observing the suggestions on 
these two points. 

“It had been the practice of 
several national] advertisers to 
take an original design display 
and shop around,” he said. “Ad- 
vertisers are cooperating, several 
saying it has meant a complete 
change of suppliers and a switch- 
around for them.” 

The speculation point asks that 
members be compensated fur la- 


bor and material involved when 
suppliers lose out on-a job. 

“Five, six or seven suppliers 
sometimes were called in to pitch 
speculatively for a display piece 
by an advertiser,” he explained. 
“One of the seven gets the final 
order, with the cost put into the 
losing suppliers’ general overhead 
—meaning unnecessary cost for 
these suppliers and other adver- 
tisers. Advertisers seem to be lim- 
iting their approaches to fewer 
suppliers now.” 


® The advertising fraternity as a 
whole is a pretty good police force 
over itself, he said. The code is 
still being violated here and there, 
he said, but plagiarism and spec- 
ulation aren’t as rampant and 
complaints aren’t as numerous or 
as serious as heretofore, he said. 

The Popai-member label ac- 
companying display roughs, Mr. 
Wessel explained, has been com- 
pleted and will be distributed to 
members for their use next week. 


James A. Ward Moves Office 

James A. Ward, publishers’ rep- 
resentative, has moved to a new 
office at 8 S. Dearborn St., Chi- 
cago. 


Dow Exec Says 
TV Wrapped Up 


Saran Success 


Frisselle Tells Chemists 
How Company ‘Lit Fuse, 
Held Breath’ for ‘Medic’ 


New York, Nov. 20—The semi- 
annual conference of the Manufac- 
turing Chemists Assn. was told 
today what market research, ag- 
gressive advertising and long- 
headed public relations can do for 
a product in the chemical field. 

Perhaps the most exciting ac- 
count—and an eloquent testimonial 
to research and to the power of 
television—was the rise of Saran 
wrap. 

Parker Frisselle, manager of 
Dow Chemical Co.’s market re- 
search department, described the 
development of Saran wrap for the 
group, pointing out that it began 
15 years ago as. a heavy, yellow 
oily film that smelled and kept 
moisture away from guns. It was, 
he pointed out, Dow’s first venture 
into the consumer field. 

After testing in Toledo, Colum- 
bus and Cincinnati in 1952, after | 
further work with housewife pan- | 
els and door-to-door surveys, after 
grocery audits through Burgoyne 
and after special work with the 
Chicago Tribune panel, national 
marketing began in 1953. 


s From research, the company had 
learned whether the consumer 
wanted such a product (35% of 
housewives had bought it); how 
long the roll should be (to price it 
between 31¢ and 37¢ the company 
put it in 25’ rolls); what kind of 
box it should have (tuck-in lid— 
since only 18% of housewives 
wanted a trunk-lid box); that 
(Continued on Page 46) 


Yardley Schedules 
Yule Gift Campaign 


PHILADELPHIA, Nov. 20—Yardley 
of London will break the biggest 
advertising campaign in the com- 
pany’s history early next month. 

The drive will feature Yardley 
gift sets of toiletries for men and 
women. Four-color spreads will 
appear in the Dec. 8 issue of The 
Saturday Evening Post and the 
Dec. 10 issue of Life. Page ads in 
b&w and color also will appear in 
the Post, Ladies’ Home Journal, 
McCall’s and The New Yorker. 

Color page ads also will run in 
the Metropolitan Sunday News- 
papers, New York Times Magazine, 
Parade and ten other Sunday sup- 
plements. The gift sets also will be 
promoted on the Garry Moore 
show (CBS-TV). 

N. W. Ayer & Son is the agency. 


ARDLEY 


Se HER Fragrant. feminine Christmas gifts"! 25 to (2han 


for HIM Chetmas cifts fur goad greeming—1. 0 we "A008 


Bee 


HIS AND HERS—Yardley of London features its gift sets of toiletries .- 


for men and women in this four-color spread in the Dec. 10 issue 
of Life and the Dec. 8 issue of The Saturday Evening Post. Yardley 
also will use other magazines, Sunday supplements and network 
tv in its Christmas promotion. N. W. Ayer & Son is the agency. 
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RCA’s Yule Push 
for TV, Radio Sets 
Uses Seven Media 


CaMDEN, Nov. 20—Radio Corp. 
of America will use seven media 
in an extensive pre-Christmas ad 
campaign for its tv sets, radios and 
Victrolas. 

Color commercials on NBC-TV 
and ads in mass-circulation maga- 
zines will carry a good share of the 
load, and network radio and news- 
papers will be used. 

Color tv receivers will be pro- 
moted heavily for Christmas. Ad- 
vertising also will promote the 
company’s personal and portable 
tv sets, b&w tv models, high fidel- 
ity Victrolas, Stereotape players, 
transistor radios, clock radios, 
portable radios and tape recorders. 

RCA-prepared material for out 
door posters, direct mail, local ra- 
dio and tv spots, newspaper ads, 
window displays and in-store pro- 
motions is being offered distribu- 
tors. 

RCA Christmas gifts will be 
featured in color commercials on 
NBC-TV’s “Producers’ Showcase” 
Dec. 10, the Saturday “Color Car- 
nival” productions of “High But- 
ton Shoes” Nov. 24 and the Sonja 
Henie ice show Dec. 22. RCA also 
will co-sponsor the Perry Como 
show in color Nov. 17, Dec. 1 and 
Dec. 15. 


® The network radio schedule in- 
cludes spot commercials each 
weekend on NBC’s “Bob & Ray 
Show” and “Monitor.” A total of 
22 comsumer magazines will be 
used, including Life, The Saturday 
Evening Post and Collier’s. The 
Dec. 7 issue of Collier’s will fea- 
ture a Dutch fold ad permitting 
readers to flip from a b&w illus- 
tration of a newscaster to a color 
picture of Sonja Henie. 

A two-page four-color ad for tv 
sets will appear in the Dec. 3 issue 
of Life and as a one-page ad in the 
Christmas issues of Esquire, Farm 
Journal, Progressive Farmer, Sun- 
set Magazine and Town Journal. 
Radio and Victrola merchandise 
shoppers will appear in Life, The 
Saturday Evening Post, Seventeen, 


(Continued on Page 118) 


‘Careless Error’ Led 
to Misleading Ad, 
Carson Pirie Says 


Curcaco, Nov. 20—A “careless 
error” in the advertising depart- 
ment of Carson Pirie Scott & Co. 
resulted in a misleading ad thai 
appeared last week in a loca: 
newspaper. The Carson’s ad wa 
the subject of an AA editoria: 
last week (AA, Nov. 19). 

A Carson’s spokesman told AA 
that a buyer for the store had set 
up the wrong photograph of an 
Admiral portable tv set for the 
ad and did not have time to re- 
place it with the correct photo- 
graph. The tv set pictured in the 
ad was advertised as selling for 
$89.95 when it actually sells for 
$109.95. 

“Carson’s has specific written 
policies that forbid such mislead- 
ing advertisements,” the spokes- 
man said. “Mistakes such as this 
one are unfortunate, but they do 
occur occasionally in ads run by 
department stores. The ad was 
made up at the last minute and 
slipped through our ad depart- 


ment.” 


WGN Inc. Names Mark Munn 

WGN Inc., Chicago, operator of 
WGN and WGN-TV, has appointed 
Mark Munn assistant sales promo- 
tion manager. Mr. Munn recently 
was continuity editor and an in- 
structor in radio and television 
writing at KWSC, State College of 
Washington, Pullman, Wash., and 
held a similar position with Indi- 
ana University, Bloomington. 


——- ee 
VARIETY—RCA promotes tv sets from the Personal at $99.95 to a 


deluxe color set at $850 in this Christmas ad scheduled for Life, 
Dec. 3. Kenyon & Eckhardt is the agency. 
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Paul (Drink an Orange) Armstrong 


Scans 40 Years of Sunkist Promotion 


Enters Retirement at 
65, After 25 Years as 
Sunkist General Manager 


Los ANGELEs, Nov. 20—When 
Paul S. Armstrong, general man- 
ager of Sunkist Growers, retires 
Dec. 5, he can look back to having 
come the full circle in the market- 
ing of citrus. 

The year he joined Sunkist— 
1916—was the one which saw the 


Paul Armstrong 
origin of an idea which revolution- 


ized the citrus industry: “Drink 
An Orange.” The idea was based 
on the premise that when people 
drink orange juice, they consume 
three times more oranges than they 
would if eating fresh fruit. 

The effect of this change in con- 
suming habits exceeded anyone’s 
expectations, and there ensued a 
period of extensive planting of 


orange groves in both California | 
and Florida. It is the Sunkist view | 
that many groves of today would 
not be in existence if it were not 
for the “Drink An Orange” idea. 
From that time until a few years 
(Continued on Page 78) 


Molson’s Brewery 
Appoints MacLaren 


Toronto, Nov. 20—Molson’s 
Brewery (Ontario) Ltd. is moving 
to MacLaren Advertising effective 
Jan. 1. J. P. G. Kemp, executive vp 
of Molson’s, made the announce- 
ment. 

Mr. Kemp stated: “In view of 
the competitive nature of our busi- 
ness and the difference in the law 
governing brewery advertising in 
Ontario and Quebec, it was felt de- 
sirable to have the creative, mer- 
chandising and research staffs of 
two Canadian agencies to work on 
the advertising plans of Molson’s. 

“Cockfield, Brown, Montreal, 
will continue to handle all adver- 
tising in Quebec,” he stated. 

+ . * 

Another major change is the an- 
nouncement by J. E. McConnell 
Jr., president of McConnell, East- 
man & Co., that that firm has been 
appointed to handle Underwood 
Ltd. It will handle advertising and 
merchandising for Underwood 
typewriters and Underwood Sund- 
strand adding-figuring machines. 

Jas. Lovick & Co. has been 
named to handle Freshie, the pow- 
dered fruit drink base handled in 
Canada by Harold P: Colfan Co. 


| 


Judge Eyes ‘Flaws’ in Model's Suit 


+ ‘Who Owns Ad Art? That's Issue as 


Photographers, Artists 
File Amicus Briefs in 
Model-in-Bed Hassle 


New York, Nov. 20—Who is the 
legal owner of artwork used in ad- 
vertisements? 

This thorny question was argued 

here this morning in New York 
state supreme court, as fashion 


Now Motivational 
Research Has Rival: 


Tonsorial Research 


New York, Nov. 20—Guess 
who’s making surveys now? The 
nation’s most gregarious and gar- 
| rulous group—the 10,450 members 
of Associated Master Barbers & 
Beauticians of America. 

Don’t be surprised if, between 
|snip of shears and scratch of the 
| straight razor, the barber leaves 
|your chair and takes pencil in 
| hand. 

He’ll be filling in a question- 
naire from the Lucky Tiger Mfg. 
Co., which has taken opportunity 
by the forelock to whip up “a 
workable fund of information on 
men’s hair styles and grooming 
habits.” 

If you can get the lather out of 
your eye and peek over your bar- 
ber’s shoulder, you may learn how 
he sizes up such things as: 


e Whether patrons change hair 
styles mainly (1) to hide receding 
hair lines, (2) to cover bald spots 
or hide bumps or marks or (3) to 
suit the shape of their heads and 
faces. 


e Tipping habits of patrons. 


e How often men visit the bar- 
ber shop. 


“This survey,” says Stephen 
Harris, president of Lucky Tiger, 
“should be a boon to barbers, giv- 
ing them greater recognition as 
arbiters of men’s grooming habits.” 


Sunset Line Names Sturges 

Sunset Line & Twine Co., Peta- 
luma, Cal., maker of fishing tackle, 
has appointed Sturges & Associ- 
ates, San Carlos, to handle its ad- 
vertising. An expanded campaign 
with emphasis on consumer pub- 
lications and dealer merchandising 
is being planned for 1957. Conner 
Co., San Francisco, formerly han- 
dled the account. 


Features in This Issue 


Paul Armstrong, retiring general 
manager of Sunkist Growers, 
can look back on 41 years of 
boosting oranges from a “lux- 
ury” fruit in grocery bins to a 
widely consumed fruit. Part of 
this success is due to Mr. Arm- 
strong’s pushing the health fac- 
tors in consuming oranges, es- 
pecially through the “Drink An 

CNG oi6's o'e:5 5 0's Page 3 

James Knight, newly elected pres- 
ident of the Southern News- 
paper Publishers Assn., reached 
the job of general manager of the 
Miami Herald and publisher of 
the Charlotte Observer, with the 
help of some amebic dysentery. 
This uncomfortable disease 
forced him to quit Brown Uni- 
versity after six menths and 
conyalesce in Florida. From 
there, he went to work on his 
dad’s paper, the Akron Beacon 
Journal. Now he’s exec vp of 
Knight Newspapers....Page 60 


Patrick Dolan originally put his 


wartime OSS experience to 
good use establishing Foote, 
Cone & Belding International 
in London. When he split with 
FC&B, after raising interna- 
tional billings to $5,000,000, ne 
established, first, his own pr or- 
ganization, later his own agency 
in Europe. The agency current- 
ly bills an estimated $4,000,000 
IE ss secicewicode .Page 98 
Gene Duckwall, vp and director 
of media and research for Foote, 
Cone & Belding, Los Angeles, 
explains his basic media buying 
principles. These involve “in- 
trusive” media (which make an 
impact on the consumer with- 
out his being active) and “di- 
rectory” media, to which con- 
sumers go who are actively seek- 
ing a product. He also explains 
his concept of “first” and “se- 
cond” money in budgeting ad- 
SE Ge eee Page 103 


chine, installed in the garage of 


one Reg Coughlan, helped one 
agency grind out a presentation 
theme for a $3,000,000 account 
in 14 hours, where a month 
might have been needed. Mr. 
Coughlan’s marvelous “machine” 
is the most complete clip file 
on advertising ideas used since 
1920 in most product categor- 
ies 


REGULAR FEATURES 
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model Mary Jane Russell fought 
another round in her omnibus suit 
against Springs Mills Inc., Marboro 
Books, C. L. Miller Co. (Springs 
Mills’ agency), Friend-Reiss Ad- 
vertising (Marboro’s agency) and 
the Ladies’ Home Journal, Look 
and Promenade (AA, Sept. 10, Nov. 
5). 

Solomon M. Cheser, attorney for 
Marboro and Friend-Reiss, asked 
for dismissal of the amended com- 
plaint submitted. by Emily Marx, 
attorney for Mrs. Russell. Charg- 
ing Miss Marx with “recklessness,” 
he stated that “almost every para- 
graph” of the new complaint con- 
tained “irregularities,” 
evidentiary matter, irrelevancies, 
errors of fact and unwarranted 
conclusions. Miss Marx’ first com- 
plaint was -rejected for similar 
reasons. 


® On the substantative issues, Mr. 
Cheser said Mrs. Russell has no 
case because she signed a standard 
model release form which gives 
the advertiser “unrestricted” use 
of pictures. Marco Shemario, at- 
torney for the other defendants, 
supported Mr. Cheser’s motion. 

The “model-in-bed” suit is now 
one year old. The events leading to 
the action are not disputed. Mrs. 
Russell, one of New York’s highest- 
paid fashion models, posed for a 
picture to illustrate a Marboro 
book ad. In the picture, she is 
shown in bed with a male model. 
Both are reading books. The Mar- 
boro ad, which ran in the New 
York Times and the Reporter, was 
headlined, “For people who take 
their reading seriously.” 

Marboro subsequently sold the 
picture for $200 to Springs Mills, 
maker of Springmaid bedsheets. 
The picture was retouched slightly 
and used by Springs Mills in a 
bedsheet ad carried by the. three 
defendant magezines. Mrs. Russell 
alleges that she was libeied, ridi- 
culed and professionally injured by 
the ad. She alleges that Marboro 
had no right to resell the picture 
and Springs Mills no right to use 
it without her consent. 


@ Mr. Cheser told Justice Matthew 
Levy today that the release form 
signed by Mrs. Russell is ‘‘clear and 
unambiguous.” It reads as follows: 
“The undersigned hereby irrevo- 
cably consents to the unrestricted 
use by Richard Avedon, advertis- 
ers, custoriers, successors and as- 


(Continued on Page 119) 


AT 7:30 P.M 
"TV's Happiest 


Malt Hoar* 
Tez 


ROSEN ee 
CLOONEY 


Sow with 

y NELSON RIDDLE and his Orchestra, 
the sensotione! HI-LO'S QUARTET, 
and Rosemary's special guest— 


TONY CuRTIS 


PLUS—Ohio Casualty Insurance Co. 
has opened its first consumer ad 
campaign. In this newspaper ad in 
Cincinnati, Hamilton and Middle- 
town, Ohio promotes not only its 
tv show but an “Added Attraction” 
—the commercials. Rowe & Wy- 


man Co. is the agency. / 
y. 
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Smart Marketer Is 
a Girl Watcher, Says 
‘Seventeen’s’ Hodges 


Cuicaco, Nov. 20—Teen-age 
girls offer a bigger retail market 
than many business people realize 
and census figures show they’re 
going to be infinitely more impor- 
tant in the next decade, according 
to Frances Hodges, merchandis- 
ing director of Seventeen. 

Because of the low birth rate 
of the 1930s, Miss Hodges told an 
American Marketing Assn. meet- 
ing here today, the next decade 
will see a 7.8% drop in the num- 
ber of women between 26 and 40 
years old. And because of the 
plethora of postwar births, she 
said, the teen-age segment of our 
society will increase by 50.6% in 
the next ten years. 

What this will mean to the busi- 
ness world, she pointed out, is 
that the 25% increase in national 
population expected by 1965 will 
be accompanied with a major 


The NEWS of the Rockies 


First nine months this year we gained 
292,859 lines in retail advertising. 
Denver's evening paper lost 190,670. 
(Media Rec. rds) 


In Honolulu 9 out of 10 
read the Star-Bulletin 


Everyone in Hawaii enjoys outdoor living because of early 
working hours and ideal, year-round, sub-tropical weather. With 
an effective buying income of $6,745, Honolulu families read 
and shop their evening Star-Bulletin when and where they will. 


This outdoor living is another reason why other media cannot 
begin to match the Star-Bulletin’s saturation coverage of the 
Hawaii market. 


Hawaii’s families welcome your 
advertising in the... 


Honolulu Star-Bulletin 


Represented nationally by O'MARA & ORMSBEE 
New York * Chicago ° Detroit * San Francisco * 
A member of the Metro Comici Network 


los Angeles 
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shift in the nature of the popula- 


tion—fewer women 26 to 40 but| i 


more women over 41 and many 
more between 13 and 19. 

“Increased business in the next 
decade,” Miss Hodges said, “must 
come from the young or old. Ob- 
viously, the youth market is the 
better—growing, active, impres- 
sionable youth.” 


= But before business people catch 
up with this fact, she warned, a 
great many of them first will have 
to learn what this teen-age market 
is. Many people don’t understand 
this market at all, have at best a 
hazy idea of teen-age girls and 
are certainly unaware of their 
buying power, she asserted. 

Illustrative of their buying pow- 
er, she said, is the estimate that 
girls between 13 and 19, who com- 
prise less than 12% of the total 
female population, consume over 
21% of the total national soft 
goods product. 

Miss Hodges described the con- 
temporary teen-age girl as “in- 
fluential and powerful, both so- 
cially and economically.” She is 
more mature and more practical 
than her forebears were at her 
age, Miss Hodges asserted, be- 
cause she has grown up in a fast- 
moving, prosperous and crisis-rid- 
den era. 

In spite of this, however, Miss 
Hodges went on, teen-age gals are 
still intensely conscious of styles, 
fashions and fads—and they still 
want to be pretty. 


@ The teen-age girl market at 
present consists of some 8,500,000 
between 13 and 19. About 80% of 
them are in school (71% in high 
school, 9% in college) while 39% 
work (12% fulltime, 27% part- 
time), Miss Hodges said. 

She cited U.S. census reports 
and Starch data to show that 
“teens come from better than 
average income families—actually 
30% greater—dad is probably at 
or near his peak earning capacity 
—mother is working (more moth- 
ers with teen-age children are 
in the labor force than mothers 
with children in any other age 
group)—the girl herself is on a 
job—in sum, money is available 
for the teens’ needs.” 

The average teen-age girl spends 
$9.53 a week from her own earn- 
ings and allowante, which means 
a total teen-age spending of $4 


DON SMITH, formerly advertising 
and sales promotion manager of 
Wilson & Co., Chicago, has joined 
the Chicago office of Wesley Aves 
& Associates as director of mer- 
chandising and public relations. 


billion a year, Miss Hodges said. 
And this doesn’t include spending 
on mom’s charge account or mon- 
ey gifts she gets from parents and 
relatives. 


® Most of the teen-ager’s spend- 
ing has been going for clothes, 
cosmetics and food for entertain- 
ing her own friends, she said. But 
a new trend influencing this 
spending, she noted, is the grad- 
ual lowering of the average mar- 
riage age of girls. 

She cited data showing that 
17.2 years is now the median age 
for engagements, 18 is the median 
marriage age and more girls mar- 
ry at 17, 18 and 19 than at 20, 21 
and 22. 

Some practical sales opportuni- 
ties these girls represent, Miss 
Hodges said, are suggested by 
these figures: 

1. 16 to 16.5 years is the median 
age for starting hope chests. 

2. 95% of all engaged girls own 
or expect to get a diamond ring. 

To show how influential teen- 
age gals are becoming in the food - 
market, Miss Hodges noted that in 
1952 women under 20 spend $2.5 
billion on food. Of this, she said, 
$2 billion was for family food 
and the remainder for their own 
parties. 

This was four years ago, when 
there were 1,000,000 fewer teen- 
age girls. The food spending fig- 
ure is doubtless much higher now, 
she added. 


com-muni-ca’tive™ 
is the word for the Newsweek reader 


Sen 


com-mw‘ni-ca‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


— 


BH&G readers have more, buy more. For instance, only 
23.6% of all people in the U. S. live in households 
where there’s an automatic washer. But among very 
frequent readers of “‘the book’’, 46.4% live in house- 
holds that own an automatic washer! An average issue 
of Better Homes and Gardens is read by 15,500,000 
people. One third of the 123,800,000 people in the 
U.S. 10 years of age or older read one or more of every 
twelve issues. That’s 44,150,000 readers of BH&G— 
and over 40% of them are men. Meredith Publishing 
Company, Des Moines 3, Iowa. 


1 


4,250,000 COPIES EACH MONTH 


during the year... 
2 of America 
reads Better Homes & Gardens ! 


* A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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6 
Communication Slips 


Cause 80% of Errors 
in Business: Wulfeck 


New York, Nov. 20-—“More than 
80% of the errors ir, business are 
directly attributable to failures in 
communication, and they are most 
frequently blamed on other 
causes.” 

Wallace H, Wulfeck, vp and as- 
sistant to tke president of Wil- 
liam Esty Co., came up with this 
view in a talk on communications 
before an American Marketing 
Assn. workshop. He shared the 
speaker’s platform with Harrison 
M. Rainie Jr., vp, Stewart, Doug- 
all & Associates. 

Dr. Wulfeck said that the sub- 


ject of communications is thought 
to be so dull, automatic and obvi- 
qus that “you can’t create any in- 
terest in the problem.” For that 
reason, he said, communications 
often break down. 

Describing them as “broad gen- 
eralizations,” he made six points 
about the subject which, though 
they seem obvious, are not always 
adhered to, he maintained. The six 
points were as follows: 


e A simple, continuous system of 
communications is necessary for 
the proper flow of information. 
The average communication sys- 
tem is sometimes so formidable 
that it breaks down of its own 
weight. Agencies, which spend 
much time in the creation of ideas, 
spend little time on the process 


involved. 


e Don’t underestimate the person- 
nel elements in communications. 
“The nature (and position) of the 
person to whom you are communi- 
cating frequently determines the 
nature of the communication.” 


e Care is essential in communi- 
cation, and accuracy is a prereq- 
uisite. 


e Employes should know their or- 
ganization, beyond the simple post- 
ing of charts and listings on bulle- 
tin boards. Training programs 
should outline the channels of 
communication. 


e “There is no place for mind- 
reading in business.” People often 
don’t think of telling others, and 
the latter are subsequently accused 


Advertising Age, November 26, 1956 


of having bad memories. “Every 
executive must continuously ask 
himself, ‘Who ought to know 
about this?’” 


e The problems of semantics. The 
average person’s vocabulary rare- 
ly exceeds 1,000 words. Communi- 
cations should be simple and basic. 


® Dr. Wulfeck pointed out that on 
one account, sometimes as many 
as 50 people in the agency and a 
like number in the office of the 
client are directly concerned with 
the outcome of any meeting which 
might take place. Unless the pro- 
ceedings of such a meeting are 
carefully put down on paper, 
“there is a great deal of lost mo- 
tion involved.” 

The agency executive-psycholo- 


Toe ae 


San Francisco ts sotd on KRON-TV 


CINEMA 
SHOWPLACE 
MTW 10:30 P! 

AVAILABLE 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 - PETERS, GRIFFIN, WOODWARD 


MAURICE E. NORRELL has been named 
exec vp of Maurice A. Kimball Co., 
Los Angeles and San Francisco 
publishers’ representative. Mr. 
Norrell, with the company four 
years, formerly was vp in charge 
of the business paper division. 


gist suggested a written form to be 
followed at meetings. 

It would include: (1) A state- 
ment of the problem, (2) the per- 
sons present, (3) points of agree- 
ment and disagreement, (4) deci- 
sions made and (5) actions to be 
taken, and who is to take them. 

Dr. Wulfeck emphasized the im- 
portance of writing in the margins 
the names of people involved in 
taking an action, as a flag-down 
device to busy executives who 
don’t always read entire memos. 
“All action points,” he said, “are 
marked clearly with the name of 
the person who is to perform the 
action.” 


@ Mr. Rainie told the workshop 
group that the salesman is often 
neglected as a key factor in infor- 
mation and communication. He 
listed three questions which com- 
panies ought to ask themselves in 
this area. 


e What information can our sales- 
man supply? 


e What are his channels of com- 
munication? 


e What obstacles are there to the 
smooth flow of this information 
and subsequent action? 


20 States’ Entries 
in; ‘IM Data Book’ 
Contest Nears End 


Cuicaco, Nov. 21—With many 
wait-to-the-last-week entrants 
still to be heard from, contestants 
from 20 states already have en- 
tered Industrial Marketing’s Mar- 
ket Data Book contest, according 
to Edwin Slocum, promotion man- 
ager. 

Ertries have been received from 
as far away as Switzerland and 
Belgium, with letters from both 
advertisers and agencies outlin- 
ing how they are using the 580- 
page reference book to plan pro- 
motion programs and to select 
markets and media. 

First prize in the contest for the 
best letter on “How I use the 
Market Data Book” is a $1,500, 
3-week all-expense tour to Hawaii 
for two. Side trips to nearby is- 
lands and stays at such spots as 
the Royal Hawaiian Hotel are on 
the itinerary, arranged by Happi- 
ness Tours. The winner will have 
his choice of overseas travel on 
the luxury liner S.S. Lurline or 
by plane. 

The contest closes Dec. 1, and 
the winner will be announced in 
time to spend Christmas holidays 
in Hawaii if he chooses. Twenty 
additional prizes consisting of 
Eastman Kodak movie cameras 
are to be awarded. 

The contest is open to any ad- 
vertiser or agency man using the 
Market Data Book. No entry blank 
is required—merely a letter. En- 
tries should be addressed to: Ed- 
itor, Industrial Marketing, 200 E. 


Illinois St., Chicago 11. 
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Eastern Office . . . 260 Madison Ave., New York 


How well do you know 
Detroit Media? 


Can you answer the three questions below? Try jt— 
then keep reading to see if you’re correct... 


1. Which newspaper has the largest trading area circulation? 


[_] News [_] Times 


[| Free Press 


2. Which newspaper carries over 50% of the dep’t. store linage ? 


[_] News [__]} Times 


3. Which newspaper carries over 50% of the total linage? 
[__] Free Press 


[_] News [__] Times 


Answer to Question 1 is The News. In 
the 6-county trading area, where 98% 
of Detroit’s business originates, The News 
delivers 98,000 more weekdays than The Free Press, 
and 175,000 more Sunday . . . 68,000 more weekdays 
than The Times, and 128,000 more Sunday. 


Answer to Question 2 is The News, which carries 
53% of the department store linage. The Times carries 
26%, and The Free Press 21%. 


Answer to Question 3 is The News. For the first 9 
months of 1956, The News carried 51.1% of the total 
linage. The Free Press carried 25.5% and The Times 
23.4%. The reason for The News’ leadership is basic— 
it produces results. 


Whatever your product is, The Detroit News can 
do the most effective selling job in the great Detroit 
market, where business is GOOD! : 


The Detroit News 


THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) Weekday 459,160—Sunday 573,37 5 


Chicago Office . . . 435 N. Michigan Ave., Tribune Tower, Chicago 
Pacific Office . . . 785 Market St., San Francisco Miami Beach . . . The Leonard Co., 311 Lincoln Rood 


[_] Free Press 
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‘Mr. Sun’ Pulls 
12.8 Trendex 
for Bell System 


New York, Nov. 20—The first 
of a unique series of television 
documentary films, combining ed- 
ucation with entertainment, was 
presented last night by the Bell 
Telephone System. Entitled “Our 
Mr. Sun,” it was telecast over 158 
stations of the CBS network and 
over 24 Canadian stations. 

Produced and directed by Holly- 
wood luminary Frank Capra, the 
program balanced its content be- 
tween amusing cartoon sequences 
>~abetted by the familiar voice of 
the late Lionel Barrymore—and 
photographic shots of aspects of 
the sun’s function as the sole source 
of earth’s energy, power, food and 
life. The presentation was nar- 
rated and explained by Dr. Frank 
Baxter, University of Southern 
California professor noted for his 
tv Shakespeare courses. 

The hour-long color film also 
employed the acting talents of Ed- 
die Albert, in the role of a fiction 
writer, whose creations, Mr. Sun 
and Father Time, engaged in dis- 
cussions with Dr. Baxter to give 
rise to the scientific commentary 
which the program offered. 


es “Our Mr. Sun” was the first in 
a series of similar programs which 
will be presented on an indefinite 
schedule in the future. Four addi- 
tional programs are now in various 
stages of production, with “Hemo, 
the Magnificent,” a film about 
biood circulation, the next to be 
shown. Work on the entire series, 
and on “Our Mr. Sun” in particu- 
lar, was begun miore than four 
years ago. Final sequences, shot 
early in 1956, were those relating 
to the development and current use 
of the Bell solar battery. 

Although they were not unre- 
strained in their praise, New York 
newspaper tv columnists generally 
paid tribute to what one of them 
called “a long forward step in en- 
lightened use of television.” 

The film was particularly cited 
for its aptitude in presenting com- 
plicated scientific discussions of 
atomic reactions, ecology, iono- 
spheric disturbances and other 
such matters in terms easily digest- 
ed by laymen of all ages. In fact, 
one columnist noted his regret that 
in the East the program went on 
at 10 p.m., “a late hour for many 
youngsters who would have profit- 
ed” from seeing it. 


# In the course of its one-hour 
run, the film went into such varied 
topics as the worship of the sun 
by ancient man; photosynthesis in 
plants; the hoped-for substitution 
of solar energy for the earth's a 
pidly dwindling fuel supply; the 
promise offered by chioreila as a 
food source for future generations; 
the creation of energy through a 
hydrogen explosion; the possibility 
that your grandchild’s wallpaper 
will absorb sunlight all day and 
reflect it back to him all night; the 
fact that when you open a can of 
salmon you're really eating sun- 
light. 

There were dramatic shots of 
gracefully flying birds, golden grain 
cmtly waving, explosive activities 
of the sun’s corona, eclipses and 
scientific equipment. There were 
whimsical explanatory cartoon se- 
quences of what happens to 400 oz. 
of hydrogen when it’s attacked by 
a hunk of carbon. (Curious? They 
complete the so-called carbon cycle 
and find that they have lost 3 oz., 
which has been Gansteemed into 


energy.) 


@ This mixture of factual presen- 
tation and Disney-like animation, 
however, did not sit too well with 
some of the local writers. One 
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DOUBLE FEATURE—Swift & Co. is using a “$20,000,000” coupon offer 
to promote its food products in a campaign for early next year. The 
pre-Valentine appeal uses “A way to your family’s heart” as its 
theme and also promotes Swift’s tv showing of “Ruggles of Red 
Gap.” A color spread, similar to the promotion piece shown here, 
is scheduled for Life, Look and Ladies’ Home Journal. McCann- 
Erickson, Chicago, is the agency. (Story on Page 1.) 


(Continued from sae 1) 


without requiring expensive room 
or cabinet alterations. The com- 
pany predicts this will touch off 
an industry-wide trend toward 
free-standing appliances with the 
built-in look. 

Opening spread in the campaign 
is running in the December 
Ladies’ Home Journal and Living 
for Young Homemakers, The Sat- 
urday Evening Post, Dec. 1, and 
January Better Homes & Gardens. 
The schedule is not set past March, 
but for the time being it also in- 
cludes Ebony, Farm Journal, 
House Beautiful, Household, Mc- 
Call’s, Progressive Farmer and 
Sunset Magazine. Ads also will 
appear in approximately 115 news- 
papers in the top 50 markets. 


After 25 Years of ‘Streamlined’ 
Appliances, Frigidaire Goes Square 


In addition, the Sheer Look girl 
will be featured in mailing pieces 
and store displays, in some cases 
life-size. 


@ As part of its merchandising 
program, Frigidaire is sending a 
30-foot “dream kitchen” on a na- 
tionwide tour to be used for sales 
to builders and on-the-spot deal- 
er franchising. 

The company also is making 
available to dealers a demonstra- 
tion center, which it reports is 
unique in the appliance industry. 
The center is made up of three 
self-contained sections displaying 
the Sheer Look kitchen and home 
laundry equipment. The sections 
can be displayed separately or as 
a “family” group and can be ar- 

ed in combinations—straight 
, L shape, island, etc. 

Kudner Agency, New York, is 

the Frigidaire agency. 


called it “an uneasy compromise 
between the animated cartoon for 
young viewers and the minutes of 
the last convention of astrophysi- 
cists. Mr. Capra sought to educate 
and amuse, simultaneously. There 
are times when one prefers straight 
facts, and the devil take the 
laughs.” 

Another critic took exception to 
the length of time the program took 
to get started, adding, “At the out- 
set [it] was on the irritatingly pre- 
cious and condescending side” and 
that the sponsors were “apparently 
fearful that the audience might be 
driven away by something sub- 

stantial.” 

Whether it was or not might be 
judged from the show’s Trendex 
rating, which averaged 12.8 for the 
full hour, while its competition— 
“Robert Montgomery Presents” 
(NBC-TV) and the “Lawrence 
Welk Show” (ABC-TV)—were 
scoring respectively 12.5 and 18.4. 
The second half-hour of “Our Mr. 
Sun” scored a Trendex rating of 
11.9, against 13.7 in the first half. 

The program was produced and 
placed by N. W. Ayer & Son, New 
York. 

Edison Chemical Picks Agency 
to Launch Dermassage Drive 

S. M. Edison Chemical Co., Chi- 
cago, has appointed Stern, Walters 
& Jaster, Chicago, to kick off a 
$450,000 consumer and trade cam- 
paign for Dermassage medicated 
skin treatment. The drive is 
planned for the first quarter of 
1957. 

Milton G. Peterson Advertising 
and Martin J. Simmons Advertis- 


ing, both Chicago, formerly han- 
dled the company’s advertising. 


$30,000,000 of 
Field Estate Goes 
to Field Foundation 


New York, Nov. 21—The Field 
Foundation, a philanthropic organ- 
ization set up in 1940 bk: the late 
Marshall Field, will receive more 
than $30,000,000 from his estate 
under terms of his will filed in 
Suffolk county court, Long Island, 
today. 

The money, most of it in stocks, 
bonds, notes and similar assets, 
includes Mr. Field’s shares of pre- 
ferred stock in Field Enterprises 
Inc., an organization Mr. Field es- 
tablished in 1944 to consolidate his 
publishing enterprises. These in- 
clude the Chicago Sun-Times, 
World Book Encylopedia, Child- 
craft books and Parade, Pocket 
Books, Little Golden Books, Func- 
tional Music Inc. and the publish- 
ing house of Simon & Schuster. 

The foundation also gains Mr. 
Field’s interest in Cross Country 
Reports, a small farm weekly 
which is not part of Field Enter- 
prises. 

Controlling equity stock in Field 
Enterprises is still in the Field 
family, as Mr. Field had given it to 
his son, Marshall Field Jr., and 
other family members before he 
died. 

The will also bequeathed $1,100,- 
000 and three homes to his wife 
Ruth, $100,000 to each of his 11 
grandchildren and a total of $50,- 
000 to five longtime personal em- 
ployes. After specified bequests of 
cash, real estate and personal prop- 
erty, Mr. Field’s residuary estate is 
left to Marshall Field Jr. 


Advertising Age, November 26, 1956 


Erratic Distribution 
Hurts Garden Goods 
Marketing: Johnston 


Cuicaco, Nov. 20—The garden 
supply industry, which for the 
past ten years has been sailing 
uncharted seas of a fast-growing 
new business, will be glad to know 
that a few elementary industry 
“maps” are now available. 

They confirm a few dark sus- 
picions—(1) that the retail out- 
let pattern varies tremendously 
across the country, (2) that ef- 
fective sales promotion has to be 
handled on an area basis and (3) 
that present merchandising of gar- 
den supplies is woefully weak. 

Norman M. Johnston, marketing 
editor of Garden Supply Mer- 
chandiser, detailed this informa- 
tion here yesterday at a special 
meeting for agency account exec- 
utives on garden supply accounts. 
The meeting was held in connec- 
tion with the National Garden 
Supply Show. 

The data -he presented was 
among the first fruits of research 
that the Merchandiser and its af- 
filiate, Garden Foundation, have 
been conducting over the past 
two years to analyze an industry 
that now claims to do more than 
2% of all retail business in the 
Uv. S. 


= Owing to the relative newness 
of the business (since World War 
II) and to its proximity to the 
agricultural supply business, Mr. 
Johnston said, garden goods have 
found their way into consumers’ 
hands through many kinds of re- 
tail outlets. 

Hardware, paint and electrical 
stores as a group account for the 
largest share of sales—38.2%. 
Power equipment sales and serv- 
ice stores handle 13.1%, seed and 
farm stores 12.5%, department, 
general and variety stores 8.5%, 
lawn and garden centers 7.7%, 
nurseries and landscapers 4.8%, 
lumber and builder materials 
yards 3.2%, florists 19% and 
miscellaneous retailers 10.1%, he 
said. 

The trouble with these percent- 
ages, Mr. Johnston pointed out, 
is that they are national figures. 
The regional percentages vary 
radically. Garden stores do 12.1% 
of the garden supply business in 
the mountain states but only 3.6% 
in the west north central states. 
Hardware and lumber stores do 
only 10% of the business in the 
west south central states but 55% 
in New England, he said. 

Thus, Mr. Johnston emphasized, 
sales efforts must be geared to 
local conditions—there is no safe 
national pattern. 


® The market itself, he said, con- 
sists of an estimated 22,322,000 
owner-occupied detached non- 
farm dwellings: (38% of the na- 
tion’s homes), which comprise the 
garden supply industry’s primary 
market. These homes are concen- 
trated heavily in New York, 
Pennsylvania, Ohio, Michigan, Il- 
linois, Texas and California. These 
states alone, he said, constitute 
more than 46% of the national 
market. 

Other data about this market 
is contained in a pamphlet, “The 
Garden Supply Market,” just pub- 
lished by the Merchandiser as an 
aid and guide to marketers in the 
field. 


s Some contemporary headaches 
of merchandising in the garden 
supply field were summarized by 
two academic researchers who re- 
ported studies carried out under 


Merchandiser auspices, of mer- 
chandising practices among gar- 
den supply retailers. 

Dr. Max E. Brunk, of Cornell 
University, reporting on how re- 
tailers handle garden merchan- 


dise, cited eight common mer- 
chandising faults by which 
manufacturers weaken the efforts 
of retailers: 


e Point of sale material is fre- 
quently too complicated and tech- 
nical; it over-emphasizes how to 
use the product and short-sells 
consumer benefits. 


e Too many advice booklets 
available to customers are be- 
clouded and weakened with brand 
name mentions. 


e Much point of sale material 
doesn’t get beyond the store man- 
ager. His customers don’t see 
much of it, and even his own 
clerks are short on product in- 
formation because of this. 


e Much national consumer adver- 
tising is aimed at a key selling 
point but rarely do the store 
clerks ever find out what it is and 
how to follow it up. 


e Information about products and 
about the benefits of advertising 
were very weak in most of the 
stores checked. 


e Mat services don’t take into 
account the wide range of store 
types retailing garden supplies, 
and consequently the mats are not 
usable by many retail outlets. 


e Much advertising materia] is 
poorly timed, considering the sea- 
sonal nature of the business. 


e Many manufacturers spend too 
much time talking retailers into 
handling their lines and not 
enough teaching them how to sell 
the merchandise to the consumer. 


Ford Seeks 1,200 
Dealerships for 
Its New Edsel Car 


DEARBORN, Micu., Nov. 20—Ford 
Motor Co. hopes to have about 
1,200 new dealerships employing 
30,000 persons by next fall for its 
new middle-range-priced car. 

This week Ford disclosed that 
Edsel would be the name of its 
“E” car, which has been under 
wraps since about 1948. The name 
came as no surprise (AA, Nov. 5), 
since speculation on the name of 
the car gravitated to the name 
Edsel, in honor of the son of Henry 
Ford, the company’s founder. Ed- 
sel Ford headed the company from 
1919 until his death in 1943. 


8 The Special Products division, 
which has been handling develop- 
ment of the car since April, 1955, 
has been renamed Edsel also. 

Last February, Eoote, Cone & 
Belding was named the agency to 
handle the account (AA, Feb. 13). 

According to Ford, an original 
list of 18,000 possible names was’ 
trimmed to 40 before the name Ed- 
sel was selected. 

The car is expected to be ready 
for the public by next fall. It rep- 
resents Ford Motor Co.’s bid to 
capture some of the market held 
by General Motors, since Ford has 
not previously had a car which in 
price range falls between the Ford 
and its higher-priced Mercury, 
Lincoln and Continental models. 


Hirsch, Tamm Gets All of Old 
Judge with Airline Division 
Hirsch, Tamm & Ullman, St. 
Louis, which was appointed to 
handle advertising for the Good- 
win division of Old Judge Foods 
Corp. effective Nov. 15 (AA, Nov. 
19), has added Old Judge’s Airline 
division, Brooklyn, to give it the 
entire account. The agency also 
handles an Old Judge subsidiary, 
Old Judge Coffee Co. Ruthrauff & 
Ryan formerly handled the Good- 
win division and handled the Air- 
line division, which recently has 
had no agency, until about a year 


ago. 
A Goodwin campaign is now be- 


ing planned, to be followed by a 
big instant coffee drive. 
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Milwaukee has more 


consumer units With the noney 


tor good ving 


Here are the 25 largest U. S. counties (in population) and their 


ranking in the percentage of Consumer spending units in each in- 


come group—from Sales Management Survey of Buying Power, 1956. 


Under $4,000 


COUNTY % 


Suffolk, Mass............ 
San Diego, Cal... .... 
Philadelphia, Pa... 
Hamilton, Ohio... 


Baltimore, Md.......... 
St. Louis, Mo............ 
Dist. of Columbia..... 
San Francisco, Cal... 
Cees, Ws. .25k:,.5 
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Harris, Tex..:............. 
New York City........... 
Los Angeles, Col...... 
Middlesex, Mass........ 
Allegheny, Pa............ 
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King, Wash.............. 
Alameda, Calif.......... 
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Milwaukee, Wis. 
Wayne, Mich............ 
Nassau, N. Y............ 29. 
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$4,000 and Over 


COUNTY % 


Nassau, N. Y............ 70. 


Wayne, Mich........... 


ORE AaeAE eee es 60 
Cae MB ek 58. 
ROR SE ee 56. 
Alameda, Cal........... 55. 
King, Wash... 55. 
Hennepin, Minn........ 55. 
Allegheny, Pa............ 54. 
Middlesex, Mass........ 54 
Los Angeles, Cal... 53 

New York City........... 52 
a aa 52. 
VR eo eee 51. 
San Francisco, Cal.... 51 

Dist. of Col.mbia..... 50 
St. Louis, Mo............ 50 
Baltimore, Md.......... 50 

Hamilton, Ohio......... 49 

Philadelphia, Pa..¢.... 48. 
San Diego, Cal.......... 45. 
Suffolk, Mass............ 44. 
fe | Sere eee 43. 
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$4,000 to $6,999 
COUNTY % 
Wayne, Mich............ 41.4 
Sele, HPQ ciceetick 39.8 
Cuyahoga, Ohio....... 38.8 
pe Whos ieee 37.1 
King, Wash.............. 37.1 
Nassau, N. Y............ 37.0 
Hennepin, Minn........ 37.0 
Allegheny, Pa............ 36.5 
Alameda, Cal............ 36.1 
Geaen, 1, 255s 35.7 
Middlesex, Mass........ 35.6 
Los Angeles, Cal........ 34.9 
Harris, Tex................ 34,7 
St. Louis, Mo............ 34.3 
Baltimore, Md... ....... 33.9 
Hamilton, Ohio......... 33.7 
New York City........... 33.6 
Philadelphia, Pa........ 33.4 
San Francisco, Cal.... 32.9 
Dallas, Tex................ 32.8 
San Diego, Cal.......... 32.3 
Suffolk, Mass............ 31.7 
Dist. of Columbia..... 30.7 
Dade, Fleas. .iciceccc. 28.6 


$7,000 and Over 


COUNTY % 
Nassau, N. Y............ 33.3 
"2 SOS 23.8 
Wayne, Mich............ 23.2 
SS cies ss 5, cess 23.0 
Cuyahoga, Ohio....... 22.2 

Milwaukee, Wis. 20.3 
Dist. of Coiumbia....... 20.2 
Alameda, Cal. .......... 19.4 
New York City........... 19.3 
Middlesex, Mass........ 18.5 
NE Oi i 18.4 
San Francisco, Cal... 18.3 
Los Angeles, Cal...... 18.3 
Hennepin, Minn........ 18.2 
King, Wash.............. 18.2 
Allegheny, Pa............ 18.0 
SOMONy POMi.36:.<.. icc: 17.9 
tS 16.8 
Baltimore, Md............ 16.8 
St. Louis, Mo............ 16.5 
Hamilton, Ohio......... 15.5 
Philadelphia, Pa........ 15.3 
Dade, Fla................. 14.5 
San Diego, Cal.......... 13.5 
Suffolk, Mass............ 13.1 


In this better-income market with 1,100,000 now in the metropolitan 
area, The Milwaukee Journal is read regularly in 9 out of 10 homes. 


THE MILWAUKEE JOURNAL 


National Representative—O’Mara & Ormsbee, inc. 


bees er 2. a ce. ee ee ey Be ee ah ig ea eS 3 eS Oa ole imo S 
a: oe . oe 2 a 8 oo ees eg 
ie , , . ee 2 ‘ 4 
; p és 
es 
| ie 
ic 
ee : 
= 
} : ‘ 
Si; 
| ee 
{ , iy 
} 
~ * 
Dade, Fla. NIB E ES : 
Milwaukee, Wis. 62 te 
Cuyahoga, Ohio 61 3 
az 
} id 
| a : 
en : 
) 
‘ 
Henrepin, Minn........ | ‘ 
Cl ee. ae @ 
hoga. Ohio oy 
| : = 
x 
} + 
ws, 
, ee - 3 
| a ; 
| “ 
4 -, 
_* 
= - - ee naprerempenaunenn ngmarcas serene mmmemnanmees ———— ae On 
eT RN ey Sn a NE eer ree ach: = 
aie i . : r ‘ _ RIS i i iio 
Beers ‘i ' ae see ae 6S ee 2 | SS eee! eee =~ : 5 ere ae) LOS Se tage ‘ on 1 ORS : 
Se Bi ee ae ee = a. eo es ri a, Sa Eg parma” ia 7 eee = ae amy ae \ eS eee Sana oan wr 38 
a a ee ee Bi.” eee eS SRO i ae ae 5 Ua ea a. ee ee ee ger pS 
a - ie. =a vey ree: poe 4 Be a ge — ee: ee Oise ee ote eres, “eat ‘ Peet Bia oe ee ers wae ap ades 


i RADIO 
ROMEIKE | REPORTS, Inc. 


é (world’s largest press ‘ (monitoring service for the 
clipping service) radio and TV industry) 


Reports for the 12 months ending February, 1956: Reports: 


“Clippings for “Number of U.S. broadcasts and re- 
‘U.S.News & World Report’ broadcasts by network affiliates quoting 
‘U.S.News & World Report’ during the 

single month of January, 1956 5,547 


“For next most quoted news or 

management magazine client 3 “... More than twice as many quotes 

as we picked up for the next most quoted 

" news magazine . . . almost nine times the 
For most quoted mass weekly number of quotes we recorded for the 

magazine client __ third ranking news magazine.” 


Cease StU nbdninton 


N. J. RUBEN | ROBERT E. WILLIAMSON 
Romeike Press Clippings Manager, Washington Office 


Z — ili etal , 


Advertishig offices at 45 Rockefeller Plaza, New York 20,.N. Y, Other offices in Boston, Philadelphia, Clivelind. 
Detroit, Chicago, St. Louis, San Francisco, Los Angeles, and Washington. 


PR ie tert, Pek bonne 8) ct She 12 eC SS Se t ae Pe Soy! Sao (eee ss, eee ee ee (fo 2 ae ‘a 7 
a 2 ewe PF Re ERS aki care Ue Rod a EAS A rot ag ib Se ana : Ri ae : a eee Beier © =e «1 > ee ia eee vs : ars =, ae 
4 ews wy , ’ “ be . eo: . i. 4 ae sci TEENS. “7 Sie. naa i | 
ao ete : ; a. a : — 
a i Bites 
a 
ei , oe y 
7 
mie bes — . + FS 485 _ RG eS 
cay ae LO ee ONS aes Be © lea Rye cee ™ ia epee ee : eine te See, 7 at e 53 x 2 Saal ~— whos ai 4 ete wea! ae std Sent ein ~ pa 
te or : ty . ~ we ig } ee 
=k we ; 
a A, Mg je a ri 2 te he 
oe: ‘ SECON GER ia seas Fars = | “<4 
wey A ar at 3 ae . ee vit - : x 
bts ’ 
gn r an tet le —_ ? F at a oa “ 
poker: ae ; 
ane zi ‘ * : ; : 
et oe y 
st ‘ . : | , ‘ 
uae: $i. ‘ de i ; Kb S 
ae eri a ke a | | = 
ace iN : i 
ere ee 4 ; ; 
ee : , - : 
ae a + 
on, a bus , oe 
tes ae 2s or 5 by 
Beer 3 
 — 4. xi . 
ae Z : - : 
Pa ‘ . a tee gg 7 * bee 
wg Ay pe Le, og ia a : ea 4 
Sn Pe . x geal "is Ace. oa a fi r 2) a a ; . 2 
= es ~ a . * Lie er ni By He é 2 - ee 3 ie 
eget ; IP eae ae E Bi K S. ‘ 3 : 
es ‘i Rc hedueae oe ie ; ee eg ae ae be ‘ = z ce | 
he y 7S ieee a oe ae - Uh A i a 
cn My ne rs f ; 
ede 7 at el ahd i. : i 5 J ee y ee Z 2 
Tae nd sat, : y wee fae a i 
gee = ; t ig Maes ye ae Be aod 
es Sete hy ; : : ‘ 
ea a eae Re aw : 
as aie. * 
a - * 
aie As 
eee 3 ; 
oy, ie Bec t 
oo: ae A é 
eA yi ; : 
= is 
fe iG ms ; 
mia ” he v ee f 
st . aM.) 2 i 
pt ea® ‘ 
Wa ye, ; 
A Be = ' 
es : ! 
/ P34 
e oe WJ re 
Vis 4 ms p hye 
‘ao Psa ¢ y ; Lo 
a ; ee Pare sas a 
OM bit c : ee a c 
he ted ee ‘ 
- P y can | 
’ y ‘ an cc q ! 
~ | 
aie AY ye } 
Pig  * we : 
Ae id —_—_—_—_—_—_—_—__ | 
pare: 4s R 
< 4 ‘ . 
™ a : ; 
3 
Ss) ‘ 
a ee / 4 
wae , «| 
7: d. ot 
A; : . ot 
a) oS “a | 
eae 
PP re 
Ra ‘ 
ab : | 
et ne u » j 
Nisa 5 . : 
Le Mw 4 ; A 
Pea he eh | 
ee, Sal\ “Es q 
‘a ae > : 
aoe Fg i} 
ae Fe ; | 
is 4 bt y - 
Ss . : { 
es: te 
a } 
ae + of t 
Loe é 7 
Riss 1h ee : : ' 
“4 me é —--e—_enenns nn ss el eRe 
cee “ 4 é 
hry et 
IAS Mt 4 
Ph “Af 
es Bey . , : :) 
on ee ™ f | 
eR rat { 
- ‘ | 
oa Pe ak 
pie. “2 " 4 ey a 
eae ; : 
et eg ; . \ 
~~ ve. 2 r 
me 4 
cree ~ ‘ 
ae oe rs Z — , : 
ee S308 S, : } : . ; : 
AS ne * a : : . 
ghee e i ; | 
. ", P 
As ane J hs oa. R 
£ oo oe i F mJ r ‘ 
eraas ow a > : : : 
aq Ss 
WS ec! See ip. 
Fass 5 
aes oe : 
‘sia be ; 
Ss coe 
et a3 vu 4 
Ape. 
see Cy Ss 
ee ves 
Ric j 
(ae Ree 
2: ’ 
es Stang 
~S ‘ 
Bue ‘ 
peat \/ 
aS { ‘ 
<r y- 
te a ‘3 t 
=F 85, ‘ 
De ; 
“ea ss 
en * = 
ese : js 
be 
a Pike > ae 3 
pay ae 
lets Vikan Libby cutee ad Vite : os nd uy ane Erm PH ES see eerecsiiieiaaaia i a ee CO Ra ee 
Uy ete y “ Want Ph othe ° x. ans ae Pup . 2 Do a pees aie : ll ae we : ae Se ee ees L {ae me 
: we ee | ate oe ee ae ee nt eo Ul ee) I ae. | BRS ee | eens 
> oe ee pie CECA -lciere eee ll ae 3 at: - ee i Socaee tsetse ; ——e 
MEP SERIE ars Se me 5 ey eh I lee a eS i eee Sea oe Cigar ices. oe ee alps? See "a She Be (aed 
a ERR gt he ed Se See esis at, eee, So eee : oe: ee Saree a 7 aieeee Se ot) oes 
oe a a eee SF aa oe Be aa ; : ro aaee arr ete == “ 4 Et eae ae ea ag 
ON ee Sy iro alles pas rea Mk ice, RN eae Ne i ae ar See tt, 3 # ae a = aS a: a ‘bal ee SMe 


oe, 


ea i Ms Lae 


* ; 


because its news Is 


L/ORIGI 


U.s.NEWS & WORLD REPORT” concentrates on news essential to impor- | 
tant people—more of it than is reported anywhere else, much of it = 
reported nowhere else. The intensive readership commanded by such 3 


ba 


| 


news is a powerful advertising benefit. 

A reflection of this vitality is seen in the extent to which “U.S.NEWS 
& WORLD REPORT” is quoted, week after week, in the nation’s press, 
on radio and TV. Editors and commentators are trained to know such 
news—original and useful news—when they see it. 


This is essential news reporting that has doubled a 
U.S.NEws & WorRLD REPoRT’’ circulation in six years, Ul. S.News USEFUL NEWS BS 


to more than 850,000 weekly. % 
This is essential news to America’s most important & World ort. FOR one 
memes §=€=6 PEOPLE 


people. In poll after poll of America’s key leaders in 
business, industry, government and the professions, 
“U.S.NEws & WORLD REPORT” consistently receives the 
most votes as the magazine ‘‘most useful in my work’’ 
and “‘the magazine in which I place the most confidence.” 

This is essential news that commands their intensive 
readership. This kind of readership, by this kind of 
people, helps explain why the advertising growth of 
“U.S.NEws & WoRLD REPoRT’’—in terms of page gains 
and new advertisers—is just as impressive as its circu- 
lation growth. 
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pee (ete ON 


An essential magazine 


Cee =. 


a aes 


Essential to more and more readers 


Essential to more and more advertisers 


> ae 


Now more THAN 850,000 wet Paip cIRCULATION ff 


... @ market not duplicated by any other magazine in the field. 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
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A Trend to Be Encouraged 


As we leaf through the personnel items in this and other publica- 
tions these days, we get the distinct impression that one important 
change has taken place: 

Whereas the typical “success story” in the advertising business 
used to be mirrored in news items which showed Joe Doakes, for- 
merly advertising manager or assistant advertising manager of some 
manufacturng or merchandising organization, moving onward to join 
a medium or an advertising agency, it is much more typical (or at 
least less untypical) to find that the onward-and-upward path 
seems to consist of leaving a medium or an agency for a post as ad- 
vertising manager or marketing manager, or whatever it may be, 
with a “client” or a “sponsor.” 

This, we believe, is a trend to be applauded and greatly encour- 
aged. When we entered this business a quarter of a century ago, the 
trend was pretty much one way—the low man on the totem pole 
was the advertising manager—the “client”; media space salesmen 
were the “middle men,” and agency account executives and others of 
that ilk were the top-of-the-heap people. 

There were exceptions, as there always are. But generally, the ad- 
man measured his success by how close he had come to agency 
status, or at least by the number of agency jobs he had turned 
down or been offered. 

And this has aiways seemed to make relatively little sense. In 
the typical situation the advertising manager—the fellow who was 
supposed to be administering the advertising dollars which made 
life sweeter or more pleasant for media and agencies—was automat- 
ically at a disadvantage in dealing with the better paid media rep- 
resentative and the much better paid agency executive. Under such 
circumstances, he tended not only toward an inferiority complex as 
big as a normal man’s head, but from the purely practical standpoint 
he was under some necessity for being prudent and polite to the 
people who had something to sell to him, since they might con- 
ceivably also open the doors to personal advancement for him. — 

We are delighted to report, therefore, that there are growing indi- 
cations that things are changing. The millenium has by no means 
arrived, but there are increasing indications that advertising man- 
agers, as such, have gained enormous ground on their confreres in 
media and advertising agencies in the past decade or so. 

Advertising jobs with advertising companies have been growing 
steadily in stature and in pay, and as a consequence not all the 
onward-and-upward traffic now moves in one direction. 


Growing Demands for Audits 


dt is pleasing to see that an increasing clamor for audited circula- 
tion figures is being voiced within the advertising business, and with 
particular attention to the business paper field, in which the prob- 
lem is most intense. 

Without in any way attempting to get involved in the discussion as 
to which specific type of auditing is best, we want to go on record 
categorically as believing that in this day and age the very least any 
advertiser ought to settle for is some sort of independent audit re- 
vealing the number of copies of a publication being circulated. 

No one in his right mind would buy a thousand pairs of shoes, or 
600 cases of canned goods, and simply take the seller’s word for the 
quantity delivered. He would want some sort of verification of the 
quantity actualiy delivered by the seller; and by the same token no 
advertiser in his right mind should be willing to take the unveri- 
fied statement of a publisher for the number of copies of that pub- 
lisher’s product which are being circulated. 

The publisher obviously has a perfect right to refuse to furnish an 
audit, and a perfect right te consider a request for an audit as an 
unwarranted invasion of his' privacy—but we really think advertis- 
ers will get such statements if they insist on them. And they should. 


Advertising Age, November 26, 1956 


Gladys the beautiful receptionist 


—Albert R. Dwyer, The New York Times. 


“He’s in the reception room, coat off, beating my typewriter. Says 
he’s the man from Cunningham & Walsh.” 


What They're Saying 


Part of the Economy 

I cannot view advertising, or 
any creative advertising work, as 
an individual’s private function, 
sealed off from the economy for 
which it comes into being. Adver- 
tising should be dedicated fully 
to the success of the honest selling 
purposes of its sponsors. And the 
sponsor’s successes, I believe, 
should be dedicated to a higher 
standard of living (and a higher 
standard of life if possible) for 
all—if for no other reason than for 
the sponsors’ ultimate good. 

A higher standard of living 
comes from a coordinated balance 
among six factors in our economy. 
They are mass production, high 
wages (earned), low prices, high 
employment, progressively in- 
creasing productivity per man 
hour, and—last but not least— 
mass selling, which is advertising. 
To the extent any of these falter 
or fail, the economy and its pur- 
pose fail. To the extent any person 
cheats in any of these areas of 
our economy, or is only partially 
effective—whether through selfish 
design or ignorance—he becomes, 
not part of the answer to main- 
taining an improving economy, but 
part of the problem itself. 


—Clyde Bedell, creative advertising 
consultant and AA columnist, speaking 
before the Advertisers Club of Cincin- 
nati. 


Figures Are Often Flabby 

... Another popularly held illu- 
sion is that polls are more precise 
than conventional forms of politi- 
cal reporting because their results 
are expressed in figures. 

One main support of the legend 
of “scientific” polls is their heavy 
reliance on statistical tables, with 
their pretension that they measure 


public opinion with mathematical 
precision. 

But if I can be forgiven the met- 
aphor, polls are like women with 
girdles. Their figures may seem 
trim and streamlined, but on closer 
examination often prove rather 
flabby. 

Built into the sampling methods 
used by most polls is an admitted 
“probability error” of 2 to 3%. 
This may not be important in fig- 
uring which soap housewives will 
buy. 

It is, however, a fairly large 
margin for voting, since most elec- 
tions are determined by only a few 
percentage points. 

—Samuel Lubbell, in his syndicated 
newspaper column. 


But Not in Maine 

There was a bit of billboard con- 
fusion at a state Chamber of Com- 
merce luncheon yesterday. 

Development Commissioner 
Louis Shapel suggested Maine 
needs more billboards, but was re- 
minded that tourists object to such 
signs because they hide the state’s 
natural beauty. 

“Oh, not more billboards in 
Maine,” said Shapel, “I mean more 
billboards in other states to adver- 
tise the state of Maine.” 

—AP dispatch from Portland, Me. 


‘No Experimental Evidence’ 

We have no experimental evi- 
dence to support the idea that chil- 
dren go into crime as a result of 
watching violent television shows. 

Of course, a very small per- 
centage of children do “go wrong,” 
and yet nearly all children today 
watch television. 


—Dr. Robert S. Allen, Emory Univer- 
sity, Atlanta, quoted in an INS in- 
terview. 


Rough Proofs 


“Business men abroad fly first 
class,” reports the world’s greatest 
advertising journal. 

Maybe the people who don’t 
aren’t traveling on expense ac- 
counts. 


Norman Strouse says velocity is 
the new dimension of our economy. 

And almost everybody is plan- 
ning to break the speed limit. 


Media people say agencies are so 
eager to get a lot of free merchan- 
dising for their clients that it’s 
now beginning to be called moo- 
chandising. 


Drew Pearson is having a fine 
time saying things in his Post se- 
ries that newspaper publishers 
haven’t been willing to let him say 
in his syndicated column. 


Wes Nunn intimates that agency 
commissions might be paid on 
point-of-purchase material if the 
agencies ever got around to doing 
15% of the work. 


Paul West says that one basic 
audit is needed for business publi- 
cations. 

What kind is needed for two- 
thirds of the business publications 
which don’t have any audit at all? 


Ben Duffy thinks that expensive 
tv programming doesn’t necessari- 
ly mean good programming. 

That’s right—a lot of the so- 
called comics don’t register on the 
laugh-meter 


Advertising men and psycholo- 
gists are both trying to find out 
more about the learning process, 
opines Steuart Britt. 

And some advertisers would like 
to find out how to slow up the 
unlearning process. 


The most expensive copy that 
ever ran in ADVERTISING AGE was 
published by the San Francisco 
Chronicle, which used a full page 
in which to insert these immortal 
words: “See back page.” 


“I merely want to hold the mir- 
ror up to business life,” explains 
Harvey Howells, who writes those 
tv plays about advertising and 
such. 

But that mirrored reflection is 
making some admen a bit self- 
conscious. 


“Sell goods, not ratings, radio- 
tv men urged.” 

The rating services say that 
like love and marriage, you can’t 
have one without the other. 


BBDO denies it tried to make an 
actor out of Ike in his television 
performances. 

Regardless of that, the show had 
top rating in most places on Nov. 
6. 
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more advertisers 


place more linage 


in THE INQUIRER 


than in any other 


Philadelphia newspaper , 


Advertising linage is the final measure 
of a newspaper's sales power 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT CAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. e 3460 Wilshire Boulevord 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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RECREATION IS A 


hamily Affair 


All work and no play? Not today’s family! They know the importance of fun. 
And wherever you find them enjoying themselves, you find them doing it as a 
unit. Sharing the fun means a lot these days — helps keep family ties strong. 
It’s another important facet of today’s richer, fuller family life. 


THE AMERICAN WEEKLY IS A 


hamily Affair 


One kind of fun the whole family enjoys is reading The American Weekly. 
it sparks their thoughts, tickles their ribs, gives them hours of exciting enter- 
tainment. Years of specialization have made it a real “pro” at family affairs. 
Each issue is crammed with new things to do, new ways to use family leisure. 


But family play runs into money. And 
the 10 million-plus families who read 
The American Weekly are big spenders 
on this happiness trail. 

For example, 9 million American 
Weekly readers vacationed away from 
home last year. Five million went to 
the movies at least once every two 
weeks. Six million did some hunting and 
fishing. Close to 9 million now own TV 
sets — and over 900,000 plan to buy 


new ones within the next 12 months. 
The vast majority of these free-spend- 
ing American Weekly families resides 
in the wealthy Blue Ground of Sales— 
the fabulous buyer-rich area where 7 
out of 10 retail dollars are spent. 
Have you been giving this phenome- 
nal family market the concentrated 
attention it deserves? Better call your 
American Weekly representative and 
get all the facts today. 


Te K WERICAN WEEKLY 


The Magazine of Family Affairs 


Distributed by these 32 fine newspapers: 


Albany Times-Union «+ Baltimore American + Boston Advertiser « Buffalo Courier-Express * Chicago American 
Cincinnati Enquirer « Cleveland Plain Dealer * Columbia, S.C. State * Corpus Christi Caller Times + Dallas Times 
Herald + (Denver) Rocky Mountain News « Detroit Times * Houston Chronicle * Huntington, W. Va., Herald-Advertiser 
Knoxville Journal «+ Los Angeles Examiner + Miami Herald «+ Milwaukee Sentinel +¢ New Orleans Item 
New York Journal-American + Philadelphia Bulletin + Pittsburgh Sun-Telegraph + Portland Oregonian + St. Louis 
Globe-Democrat +» St. Paul Pioneer Press +» San Antonio Light +» San Francisco Examiner + Seattle Post- 
Intelligencer + Syracuse Herald-American * Tampa Tribune * Washington Post & Times-Herald * Wichita Beacon 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N.Y. 
BRANCH OFFICES: ATLANTA + BOSTON + CHICAGO + CLEVELAND + DETROM » LOS ANGELES + SAN FRANCISCO 


i Mn a Bee ie he en. es Te ¥ . =r ee 1 yo ea i A ¢ eh eae re Mies fi. i €e | Ce eee ae ee ee “a + PP 
wg OOS Sa SS Nar eee eae fe (Syn ete ; a oo) a i er ee ee ne)! SE ee Pe Aa hs, Be ae * 
My tS ee . : % wh Pe ti Sie F ¢ Ce ees Ei eS are ical apes 
Oli i ’ . ae 
ras 5 
Se os acts $ ¢ ee 7 oe. P 
a hi * joe 7 ’ # Dae 
3 —s a . eo i al 
Dae ‘ - Pe 2. : - 
f , ae . ‘ ‘ z J Ke 2 
i a 4 F ‘ie. 
ae ‘ee Be it oe re in ; 
‘ff ae Ge ee P é . a a 
ee, ae ? ae 4 rae a ; . 
ae oF es a ek ‘ if 
& ar te: ie a *s oT eee ae a 
hes | a To i . 
A bate Jie ot a oe } 
Ec i ce ‘elem aaa Opp a a (Eph } 
a j F paar a ee 7 YES oon) ye ah og m 
3 rs ; : (ian? a ot) oo a Seg) ema i 
ee ‘ 7, Ae ahs 7 ia * ah arr 
“A f ce 5S ¥ j a A ot : ess a ae ? Cage 
aK: Se a, >) 2 4 “aa 
Ria et _ | i, os "ae 5 ce 
- ’ —— ee as le i a 
“(2m re oie ode in oi) eae : fs ey 
3 ‘ . q Bee ed ek ees \ 
: ‘ Phe tee <= aa rs sige VEN 
he . » on ee at 
ca a Sate a Aol ‘ - 
ie: ae: es ane el 
_ a ete a Se en Ee a 4: 
a6 ee i yr. LS Bs : abe ty ee . Mehta 
ea i “39 ee ee , , ‘ 
ae: re 75) ees ares - ~ Sa 
: eae ee. a 
i PT gi os Vee he nae Re 7 - 
be _ en tae ee 4 RR eee oS, > re ‘ j 
ie fio a koe aera . —_ 
hee tee oy ay ea eae MMe ae 8 o-~ 
| ee eS i Bes alse Q 
1] oe a es) er ae eel ¢ \ 
fe: Baete se ec, | eee — . ‘ 
5 BE aa ek. . ¥ * 2 
gules ag Se 1 a aS cs ie S. 
jm, or aed - a ee ee 
dat ee ah } nt,  ,  *___a pee ; 
13 | a. Cl ee > 
if, ee Behan, ee. “ee : a: ae by * Gee aaa, a 
4183 ea See a 
yee page oe: oc) eee a a a” | > 
ae oi oo ee aS er} ericee: cme pais we 
ee as ees ee ee W -  a ; ; tu -<ifil 
ae jane D Se ) . ABET Ee hi rw Li yrs © 
a. Pt ee i. oe Pe ee 2 za oe is i & - 7 ¥ ! Ay 
= ¥ Fei eA " ats ean Paice i? te é ; ne 
ee Bee | par co. 43 iy ra Sif 
rr A ee hott diag Sas : Fs * 
ls aes isa Soae — |. ae Li ; =e SS 
i : é : ar cee : ae 7 eg : ay od \ as ed 
SS ee a <2 
ea ge? ea a «ay ae ‘a cs 
aati ie oe ele 2 * ae 
5). CH. hee re ie fier be | eee ae ai ‘ 
=< ee eS a ar ee a. ae : 
ae ms Reece) | a > Ree re 
ee Lo Pe ee es - es = es oe ee 
5 te ae on fe ies Z Te ae ne * * fe 
Bee +2. as ae i) A : 
a he ae er, ee eg) dee oa 0 
ee = pS lowal ee i 2 eee mee See ee ” Spa : 
a . Riaoiee es Dek: 2° 7 Mee eee Uae arrest, “hee : a 
ee one * Hy Br ; af ee Pe ae 7 
+ AS at a foie = Co me oe Sea: ‘So 
vi TO an ee te fa : 
yen, pe: ee a ae eee! Se eee 1. i 4 
bi ay eee ie ee, ee , cacy il ; 
9 ie: <i pee iam ge 8 OR — wid 
rae, oe ap? ie Te a are ota, a oe ee Wines a] 
ve ie ne GS als 3 2 ee aligge i 4 ae “3 
ee ee ae: ce aa ae aes ee | foe 
oe ei : = —— ips < ; ax aan i 
ie: =a oF a4 1. oh ee eee : rey te a . a P 
int Yas tae Kae ght 3 ee Ree 2. 
ig’ Pe tee a ne Oo ‘ 
sei PS See — PAS 
aM 7 eee eee een ns eee, Be sae 
oe ae eae of) | Cet ay ket! ee} ’ 
ce as |. ee 
fide aga a “5 Paes: ; 
igs: ae es 2 i a t. : 
eye: : ie 7 ots 
oS ‘on a _ 
har: es 2. Na : hee ia es 
apo 2 fe ; = 
Mata =. tee i a : aa : 
een: b. ie po > ae : °c # ; ti a D Beer = 
ee .. . we ae | 
a. , Te nn 5 oie “ne : 
fie at ki oy Me EN ce ie tak sd 
: ‘ene ; ee jt fee — . 
~ paige Sel — ia lr Oe 
re: Pro aM, eee?) |) ee ss * fag _ 
Le ne hn gr a me.) iar faba cn ee Rete ee ee E : a e 
7 SO Sa ee ee ‘ 5 ae 
’ pas Ley f meee ee Slike = oe 
. * ates ee Mr a Sos, 4 1 eee Fe S r _ 
ee nai Wee woes art : Z ae La pa ea : a 4 bes 
ts e6 Po a ie ‘ Seo, sti = 4 ar q te 
Ps Bf » sa ~ ie aie ae coe a Bi a i { < 
fares ator uae o = ines 2 ~ po eg j 
Dey i Sees cae Oe a ae = + 
+5. BY ae oe: ce i ee “3 Sos 
eee e ‘ ae Ct eee ‘aT . sf . 
Ang + me -: at gn + seer awe: ‘ Vee “ag r 
Seng ia een tle Cope ce See Ale * eo 4 
re pie Se a ae ae, 5 aN pee aa FF 
: co. a a . 
eae i i eee,  . ane. 
Vek a pul a cataleee Sa rl ares ee a Fo oe . 
ie ee = ac: le ee dee. 4} ke ‘oa oe : 
re a ies, hee ae |: eae aa — = OG 
ae i ale Ba aly 6 OSS ee) teen ees — i ; me 
ae as . a ee gee ee, ey we ee A Bi 
ms SS Came S| aM Re er ee 4 wi 
mee fo RR = | eee oc ee ae } 3 ie 
atts : oe oh a aes ete ak ee ie (ooo ad © 7 
ae ie — ae oe : 
ee a reer : Ps aa ae Ce on nn 
evs a hh: ae Pay tS eee ere oa a E Be 
ves a a an ee oe 3 “s wd 
kde = aa tae ar CP akso: Cee ae a : is 
oe! “aA ee? aaa A espa ae alae - Se 0 mis a - 
me ye Re SS a aed i ae ed 
—e on hs e. ae se She oe a 7 ee 
RSs ee eo Were oe ll . rh 
on fet am Sage Pah eg oe cee ee ~ 7 
1 a Ce ee ie ee ig 
al - oe Semi ee ee i 
a Re ae a So Se St . 
go i. 55S % a ‘aS so Mes 
a e.: = a Re Bie se oe ape 
<3 ae ie Be ab cee @ 
ue at <a ae ey 
8 iia ee Bie). Pog ane . “ ose 
i _ a. bog: Se .- 
fais = rs: ‘eee eae toe ee: = - 
“oe i a ; e ; , 
LENS a P 
i Fr 
cae 4 * : : te ae 
eyes - ‘ al ¢ 
cee” ? f 
Perr. 7 
ct Ms 4 c? 
"a ee <3 7 
i t Py we « @ S 2 
Bese! ‘ de "© : 
ue - 4 
ae € @ e%_y*t? os r 
es « ee 2 
a e% « ® re . 
Se aa at i 
“eae So ee es 
Me 7 ee 
s es : A . ? 
a J: ee 
na . : 
ae me 
yee ~ 
bog 
. im x 
icek 371 counties that produce 8 out of every 10 super 
Di market dollars. ..7 of more out of every 10 doliers 
ie spent at retail, The American Weekly penetrates this 
5 ae Blue Ground more deeply then any standard national 2 
i ae . a2 a : : 
ee a 
Be perk ‘eu ae = ae : “7 ae 
ae ade x rs er Pe ee ee ee ms Cage Mie hy 4 ~~ ~~ 
ple: Rute i anes eee ape ke Tt 
tah te ~ 
pe 
Eat 4 ; 
SP ese Set ne ly RS SELON as, eee FO Yn a en I ah oe on Ree he 2 ee ‘a = ahh OS a Srey: ae 
ogy) 7 EN eR ies gOS es oe “ 3 Tics te me star ; Bary oo Bert. i tea EN ye cane ee ¥ = fe Fe ne : -_ 7 age. ees 
Ae "Ne Rn ae Ameer Be te eemraeRt meee A ER oes rite 33 te oot at : a AS” ie ae ee ae ae aad ti ee ants ae Bie Si eee 
eco wey ‘Ries ges ait Of te eS A ep SR FR ie : i amen Ee fea, se ae A oo eae a TS eee i ee a 
6 0, diene tas a ag Sa emi, bie i Ee ae ee : ee). = ae ; EE cr Se oe | < Aare ee a = ae a a on 7 


MORE OF EVERYTHING — ED ~ COST-—IN THE AMERICAN WEEKLY 
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70.3% of all Z/é Magazine 


Ford's ‘Digest’ 
Gatefold Ad Cost 
Cool $198,870 


New York, Nov. 20—The Read- 
er’s Digest, which recently offered 
advertisers gatefold units, will 
carry its first one in the Decem- 
ber issue—a six-page ad placed by 
J. Walter Thompson Co. for Ford 


Advertising Age, November 26, 1956 


Getting Personal 


When Great Sotth Bay Center, Babylon, N.Y., dedicated a memo- 
rial plaque to Walt Whitman, an appeal was made for relatives of 
the revered poet to take part. Up stepped Walt Whitman Swertfager, 
Bronxville, N.Y., the good gray poet’s only namesake relative, and 
an executive in the sales promotion division of Sinclair Refining 
Co. He’s a great-great-grand nephew of Whitman, and his mother 


households surveyed OWN — [M225 ©. os comprises twe 


. b&w copy pages which open like 
their own home. he pa 
: Ford Sunliner convertible. 

96% of all Elks Magazine households have white womced pt for the a 
an electric refrigerator; 50.2% have an Pang egg, gpl 
electric range; 55.3% have an automatic 

washing machine; 98.9% have an electric 

iron. In these appliance classifications, 

The Elks Magazine leads all other 
magazines appearing in the report. 


for the name Ford. A side view 
of the convertible stretches across 
all four pages. 

Ford is paying $198,870 for the 
insert. But there have been mul- 
tiple-page ads that cost more. For 

1,176,014 Elks comprise a mass market 

with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 
publishes the Philadelphia Inquir- 
er, Seventeen and other publica- 


, the Chrysler ad in the 

Nov. 11 Life; eleven four-color 

New York + Chicago + Los Angeles - Portland, Ore. |tions) and operates radio and tv 
stations. 


is apparently the closest living relation. His father, Walter Milton 
Swertfager, is senior vp of Lennen & Newell. . . 


pages and one b&w introductory 
page cost Chrysler $369,178. 


‘TV Guide’ Plans B 

TV Guide has broken ground for 
a new national headquarters 
building in Radnor Township, Del- 
aware County—about 13 miles 
from the heart of Philadelphia. 
The one-story building—on part 
of an 8-acre tract—is expected to 
be completed by August. Room for 
the addition of two wings will be 
allowed. TV Guide is a division of 
Triangle Publications, which also 


MISSION COMPLETED—These giant tuna (589 and 412 Ibs.) were taken 

off Block Island, R. I., by Ray Patten (left), Household, Warren 

Bahr (second from right), Young & Rubicam, and Dick Whiteman 

(right), Capper’s Farmer. The boat’s skipper and first mate (cen- 

ter two) vouchsafe that the 412-lb. fish was boated in the near 
record time of 24 minutes. 


John S. Hayes, president of the Washington Post broadcast divi- 
sion, Washington, D.C., has been appointed chairman of a newly 
created broadcasting- telecasting advisory board for the Bureau 
of U.S. Naval Personnel. Other broadcasting executives on the 
board are Niles Trammel, president, Biscayne Broadcasting Co., 
Miami, and former NBC chairman; Elliott M. Sanger, exec vp, 
WQXR, New York; Robert E. Dunville, president, Crosley Broad- 
casting Co., Cincinnati; Donald W. Thornburgh, president, WCAU, 
Philadelphia; Todd Storz, president, Mid-Continent Broadcasting 
Co., Omaha; G. B. Larson, president, KDYL, Salt Lake City; Phil 
Lasky, vp, Westinghouse Broadcasting Co., San Francisco; Harry 
Novik, president, WLIB, New York; Jack W. Harris, vp, Houston 
Post Co., radio & tv division, and William Grant, president, KOA, 
Denver. . . 


ae gmt t NERS 


KENTUCKY FLAIR: 


Here you see Dave Garroway driving up to 
Kentucky's magnificent new $16,000,000 State 
Fair and Exposition Center—where for two days 
in September he originated his Today show. 
In a State that’s known for showmanship, Ken- 
tuckians look to WAVE-TV for the best in 
television showmanship. Here's the proof: 
PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV gets audience preference! 
COVERAGE: WAVE-TV has 66% greater coverage 


scout AWARD—George R. Dunham (right), general manager of 

WNBF Stations in Binghamton, N.Y., is shown receiving an award 

from the Binghamton chapter of the Boy Scouts of America in ap- 

preciation for the service the station has rendered the youth of 

the community. Charles Pierson is shown presenting the plaque 
as Nick Donlick looks on. 


Four committee posts in the National Council, Boy Scouts of Amer- 
ica, have been given to O. A. Hanke, vp and assistant publisher of 
Watt Publishing Co., Mount Morris, Ill. He’ll serve on the committee 


LOUISVILLE'S 
on finance service, editorial board committee, committee on relation- 


WAVE-TV 


on 


FIRST IN KENTUCKY 
Affiliated with NBC 


@ 


SPOT SALES 
Exctusive National Representaives 


than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (914' above 
sea level)! 2,437,000 people are served 
by WAVE-TV in 70 mid-Kentucky and 
Southern Indiana counties! 
EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, in 1948. Its experienced 
crews have the know-how to help your 
programs and your commercials sell! 


Let NBC Spot Sales give you all the facts! 


*Metropolitan ARB, March, 1956 
*ARB Louisville, Feb., 1956 


ships and the committee on rural service .. . 

Hazel Ludwig, a member of the market research staff of D’Arcy 
Advertising Co., St. Louis, since 1920, has retired and plans to settle 
in St. Petersburg, Fla. A gold watch was presented to her by agency 
principals. She’s a past president of the Women’s Advertising Club 
of St. Louis and of the Federation of Women’s Advertising Clubs . 

Doug Elliott, formerly pr director of the Franklin Institute, Phila- 
delphia, and now vp of Wilson College, was recently elected to the 
Pennsylvania Senate from Adams County... 

H. Taylor Vaden, tv sales promotion director of WCAU-TV, Phila- 
delphia, is the father of a new son, Christopher Scott .. . 

Sally Benham, daughter of Clyde S. Benham of the Chicago Trib- 
une ad department, is engaged to Thomas P. O’Keefe, account exec 
of Foote, Cone & Belding. They'll be married on Feb. 2... 
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IN NORTHERN CALIFORNIA ITS 
THE SAN FRANCISCO EXAMINER... 
\ 


First in circulation and first in advertising 
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Outdoor 
Advertising 

\ creates 

package 
identification 


Put your Advertising Outdoors and Watch America Go Buy! 
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y None picked fresh 
| packed faster! 


Rotary cut-out painted display 
Designed by J. Walter Thompson Company 


and appetite appeal for LIBBY | 


Libby, McNeill & Libby uses Outdoor Advertising in a selected group of major 
f cities for its value in dramatically presenting a family of food products to an 
entire market. Rotating painted bulletins provide “advertising on the move” — "ig 
affording the opportunity to circulate and merchandise Libby’s displays month ' 
by month in all key buying areas. The huge, three-dimensional cut-outs, beau- 
tiful reproductions of Libby’s foods, create appetite appeal and excellent 
customer remembrance. 
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MASS AUDIENCE AT LOWEST COST 
Outdoor Advertising is unmatched in ability to deliver more messages at less cost * 
than any other major medium, 
Check the T.A.B.* study: in a typical market area 93% of people SEE OUTDOOR. 
Average person SEES it 22 times per month. 
Yes, Outdoor Advertising reaches more people, more often than any other medium. ig 


Be sure you include OUTDOOR in your plans. 
*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA © BOSTON « CHICAGO « DETROIT »« HOUSTON « LOS ANGELES 
PHILADELPHIA ¢ ST. LOUIS ¢ SAN FRANCISCO ¢ SEATTLE 


Copyright 1956 Outdoor Advertising Ine, 
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WATE-TV is NBC, but let's talk 


{Affiliate) 


about local programing 


In Knoxville, from 7a.m. to la.m., People 
Watch The Best in Shows on WATE-TV 


pasties 


Mary Storr, Eost Ten- LITTLE RASCALS, singing personality Roy Sneed : 
is visited on the set each weekday at 5:00 p 
by pre-schoolers. They sing and talk with Roy 


well os watch “Our Gang” comedies. 


) Wessee’s number one homemoker, prepares popular 
- @rd practical dishes on-camera showing each step 
; of every recipe weekday mornings at 9:30. 


 WATE-TV NEWS, Worldwide U.P. Fox Movietone 
ro Mews film plus local sound-on-film coverage and 
i Bepable announcers make WATE-TV's news shows 


es 
MOVIETIME, some of the finest films ever 
produced by 20th Century Fox, David O. Selznick, ~~ 
Warner Brothers and other top studios ore on 
WATE-TV’s late movie every night. , 


a the " ‘ R : 
_ Sell *Knoxville........lennessee's . 


2nd Largest Metropolitan Area! — 


"Mae 19,7 1956 Sales Management Survey of Buying Power 
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I= “Knoxville, Tennessee 
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ad Affiliated with WATE Radio 
[= Represented Nationally by AVERY-KNODEL, INC. 
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Advertising Age, November 26, 1956 


Sesl-Asecky™ 
| *LISTEN... | 


BACK IN TIME—University Loudspeakers is 


translating its slogan, “Listen, University 
sounds better,” into other languages—liv- 


cm 
Ye 


=al 


ing and dead—to attract attention to its 
small-space ads. The Egyptian hierogly- 
phics here were “spelled out” with the aid 
of Cyril Aldred of the Metropolitan Mu- 
seum’s department of Egyptian art. A few 
liberties were taken, such as adding a 
symbol for a loudspeaker, and dropping 
“University” as inappropriate because it 
means “school for scribes.” Hieroglyphics 
read from right to left. 
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British TV Homes 
to 40.4%: Nielsen 


Lonpon, Nov. 20—The propor- 
tion of British homes equipped 
with television sets rose from 
32.5% to 40.4% during the first 
year’s operation of commercial tv. 

A. C. Nielsen Co. Ltd. reports 
this growth in “Measuring-Up,” a 
booklet highlighting some tv audi- 
ence trends, as reported by Nielsen 
Television Index. 

At the start of commercial tv 
operations, in September, 1955, 
there were 4,820,000 British homes 
with television sets. One year lat- 
er, after three commercial chan- 
nels were started (in London, Bir- 
mingham and Manchester), the 
number of tv homes stood at 6,- 
040,000. 

In the areas where commercial 
programs can be received, almost 
half of the homes—47%—are now 
equipped with television sets. The 
study thus shows that “as com- 
mercial service was inaugurated, 
the audience increased very rap- 
idly in each area.” 

The Nielsen study indicates that 
commercial tv has made a big dent 


in the British Broadcasting Corp. 
audience. For example, in October, 
1955, the average tv home in Lon- 
don had the set on 3.5 hours per 
weekday—1.9 hours for the com- 
mercial channel and 1.6 for BBC. 
In September, 1956, the division 
was 2.3 hours for the commercial 
channel, as against 0.8 for BBC. 


8s British commercial tv is limited 
to spot announcements. Outright 
sponsorship of programs is prohib- 
ited. Nielsen has found that the 
15-second spot is the most popular 
with advertisers, followed by the 
30-second spot and then the 60- 
second. 

What kinds of products have 
been advertised on British tv? 
Household commodities account for 
between 19% and 23% of commer- 
cials, followed by beverages (11% 
to 17%), food (14% to 20%), toi- 
let preparations (11% to 12%) and 
automotive (9% to 10%). 

An interesting development is 
the use of tv by newspapers and 
magazines for circulation promo- 
tion. On the London commercial 
channel, newspapers and maga- 
zines accounted for 7% of total 
commercials during the first year. 
Cigarets and tobacco accounted for 
only 3%. 
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Would you rather 
sell 4 out of 5 builders 


or the builders of 
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Ask any sales manager of building products how many customers 
ordered his products last year, and the odds are he won’t know... 
but he will know to the last dollar the amount of business they 
produced. 


Use the same yardstick to measure advertising media, and it 
becomes obvious that it’s not the number of readers that counts, 
but the amount of business those readers do. In home building, 
where 20% of the builders put up 80% of the homes, large num- 
bers of builders alone mean very little to the advertiser. 


Wise advertisers of building products know this... which is why 
they invest more advertising dollars in House & HoME than in any 
other home building magazine. Only House & HoME helps them 
get their sales message to the builders who build and remodel the 
most homes. . . plus their architects, lenders, realtors and sup- 
pliers. HousE & HoME’s readers count in orders, not just numbers, 
because they finance, specify, supply, install and sell the most 
products for the most homes. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA. NEW YORK 20, N. Y. 


1. construction 

gn and specitication 
ppraisal and finance < 
4. merchandising and sales 
5. supply 
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THE BIG BATTLE 


, 


Our skyrocketing population and tremendous sub- 
urban migration are creating a sewage problem 
—and it’s not a pretty one. Untreated sewage 
poisons vital water supplies, causes epidemics and 
stifles the growth of cities. We’re battling to con- 
trol this problem with a 10 million dollar a week 
construction program to expand sewage treat- 
ment facilities. Involved in the battle are all levels 
of government plus outside engineering and con- 
struction firms and private industry. 


Planning, designing and building of sewage 
treatment facilities is complex and costly. And yet 
it only amounts to about 1% of total construction 
spending! That’s because construction, today, is 
a 60 billion dollar a year industry . . . the biggest 
business in America. It’s a sprawling, fast- 
moving industry constantly starting and complet- 
ing job after job practically every minute of the 
day. It’s an industry made up of men who must 
stay abreast of new techniques, new ideas, new 
materials, new trends. It’s the only industry that 


THE HUGE AERATION TANKS shown under construction 
in this illustration are part of New York City’s 

Bowery Bay sewage works where a 20 million dollar 
expansion job is under way. It is only one of New York’s 

14 sewage treatment plants. The expansion was 

planned by engineers of the New York City Department 
of Public Works. EN-R has over 13,000 subscriptions 
going to employees of all levels of government who plan 
and supervise public works construction. 
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AGAINST WATER POLLUTION! 


has to have a publication as vast and as fast as 
Engineering News-Record with its staff of more 
than 200 editors, reporters, correspondents and 
statisticians. 


As the great mass medium of construction... 
as the one way to reach practically every impor- 
tant construction man at one time . . . as the mag- 
azine in which more advertising dollars are 
invested than in any other industrial publication 
in the world ... Engineering News-Record is the 
one basic advertising medium most essential to 
anybody with a product to sell to construction. 


In building and construction . . . . 
if you're important, you either read 
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A McGRAW-HILL PUBLICATION 
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No other trade territory is more 
completely covered with a single 
mewspaper buy, than is offered by 
the Herald-Pest and Times . . . in 
the Fabulous Southwest. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


$1.18 Billion for Fun... 


Michtom Sees 
4% Increase in 
‘56 Toy Volume 


Stores Thwart Fair 
Trade, Omit Brand Ads, 
Says Ideal Toy Chairman 


New York, Nov. 20—The tem- 
perature’s still up in the 60s in 
some parts of the country, but it’s 
not too early for the annual inva- 


Advertising Age, November 26, 1956 


sion of the nation’s toy depart- 
ments to begin. 

Despite industry efforts to spread 
sales evenly through the year, 
some 70% of the annual retail toy 
volume still is concentrated in the 
five weeks before Christmas. A 
toy-buying incentive equivalent to 
the morning of Dec. 25 has not 
been—and most likely never will 
be —found. 

Benjamin F. Michtom, board 
chairman of Ideal Toy Corp., pre- 
dicts that toy sales, as they have 
for several years in a row, will set 
a record in 1956. He estimates they 
will soar over the $1 billion 
mark to $1.18 billion—approxi- 
mately 4% above 1955. 

Ideal, the largest doll and plastic 
toy manufacturer in the country, 
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STEUBENVILLE, OHIO 
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expects sales of its five divisions 
(doll, plastic toy, stuffed animal, 
hobby and inflated vinyl) to ex- 
ceed $20,000,000, according to Mr. 
Michtom. 

The toy executive cited several 
reasons for the continued steady 
growth of the industry: 


e Increases in child population 
(another record in births this 
year) and total U. S. empioyment. 


e New records in disposable in- 
come and Christmas club savings, 
with resultant increases in the 
sales of seasonal toys. 


e The suburban hegira, providing 
more play room and the need for 
a variety of play equipment. 


e A recognition by parents that 
toys, besides being entertaining, 
are necessary to the proper devel- 
opment of children. 


e Unit prices of toys are increas- 
ing as better and more durable 
items are being turned out. 


The best selling category of toys 
this year, Mr. Michtom said, con- 
sists of dolls, with sales up more 
than 35%. Generally, dolls ac- 
count for nearly 20% of all toy 
sales. 

Although it is a mere 3% of all 
toy volume, the hobby business 
is by far the fastest growing 
branch of the industry, he said. 
This year’s sales will be nearly 
50% better than the 1955 record 
“and the limit still is nowhere in 
sight.” 

Originally limited to antique 
automobiles, ships and airplanes, 
scale model kits may now be 
bought for practically every type 
of distinctive vehicle ever de- 
signed, ranging in price from 20¢ 
precision miniature automobiles to 
$10 scale models of the S.S. United 
States. 


= Mr. Michtom appraises the situ- 
ation in some other toy categories, 
as follows: 

Plastic toys—Plastic now is used 
in more toys than all other types 
of material combined and is still 
the fastest growing material in 
toyland. U. S. toy makers are turn- 
ing out better quality plastics, 
making greater use of metal parts 
for durability and using new types 
which permit making larger toys 
for the same dollar cost. 

Stuffed toys—Comprising one of 
the most competitive areas, stuffed 
toys are fighting to keep up with 
1955 sales figures. New materials 
and new chemical processes which 
destroy and inhibit bacteria should 
help this picture. 

Games—tThis is the biggest year 
ever for the game business, with 
adults contributing heavily to this 
group. 


® Toy makers generally find 
themselves with few problems te 
worry about. One, according to Mr. 
Michtom, which continues to be a 
source of friction between retailer 
and manufacturer, is discount sell- 


ing. 

Policing by manufacturers has 
been “a general failure,” he main- 
tains, asserting that retailers are 
purposely holding back store ad- 
vertising of brand name merchan- 
dise in order to eliminate compar- 
ison shopping. 


Two Join Ogilvy, Benson 
Norman L. Peterzell, formerly 
an account executive with Batten, 
Barton, Durstine & Osborn, has 
joined Ogilvy, Benson & Mather, 
New York, as an account execu- 
tive. George F. Decoo Jr., previ- 
ously a copywriter with Doyle 
Dane Bernbach Inc., has joined 
Ogilvy, Benson’s copy department. 


Prendergast Joins KH]-TV 
Joseph Prendergast Jr. has been 
named an account executive of 
KHJ-TV, Los Angeles. He had 
been with KSD and KSD-TV, St. 
Louis, since 1953, most recently as 
assistant to the manager. 
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upho|stery fabric, curtains, 

| kitchen cabinets, tablecloths, 
glassware, trays, pots and pans, 
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towels, shower curtains, rugs and lamps. 
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Immediately, 76 top 
were crowing 


Anaheim: The Broadway 
Los Angeles: The Broadway 

Los Angeles 

Hollywood 

Crenshaw 

Westchester 
Oakland: Breuner’s 
Panorama City: 

The Broadway-Valley 
Pasadena: The Broadway-Pasadena 
Sacramento: Breuner’s 
San Francisco: The Emporium 
Stanford: The Emporium 
Stockton: Breuner’s 
Stonestown: The Emporium 


CONNECTICUT 
Bridgeport : Read’s 
FLORIDA 
Lakeland: Maas Bros. 
Miami: Jordan Marsh-Miami 
St. Petersburg: Maas Bros. 
Tampa: Maas Brothers 
Downtown 
Gandy Blvd. 


Hillside: Carsons-Hillside 

Wilmette: Carsons-Edens Plaza 
INDIANA 

Hammond: Carsons-Woodmar 


1OWA 
Waterloo: Black’s 


Lake Charles: Muller’s of Louisiana. 


MASSACHUSETTS 
Boston: Jordan Marsh Co. 
Framingham: Jordan Marsh Co. 
Lowell: The Bon Marche 


MICHIGAN 
Grand Rapids: Herpolsheimer’s 
Jackson: Field’s 
Pontiac: Waite’s 

MINNESOTA 
Minneapolis: Donaldson’s 
Rochester: Donaldson’s 
St. Paul: The Golden Rule 


MISSISSIPPI 
Jackson: Kennington’s 


MISSOURI 
Clayton: Vandervoort’s 
Kansas City: Peck’s of Kansas City 
St. Louis: Vandervoort’s 
Springfield: Heer’s 


Great Falls: Paris of Montana 


Paterson: Quackenbush’s 

NEW YORK ; 
Buffalo: The Wm. Hengerer Co. 
Flushing: Gertz 
Great Neck: Stern Bros. 
Jamaica: Gertz - 
New York City: Stern Bros. 
Syracuse: Dey Bros. 


OHIO > 
Akron: Polsky’s of Akron 
Cincinnati: Rollman’s 
Cleveland: Sterling-Lindner-Davis 
Columbus: Morehouse-Fashion 
Springfield: Wren’s 
PENNSYLVANIA 
Connelisville: Troutman’s 
Easton: Laubach’s 
Greensburg: Troutman’s 
Harrisburg: Pomeroy’s 
Indiana: Troutman’s 
Levittown: Pomeroy’s 
Philadelphia: Snellenburg’s 
12th & Market 
Oregon Avenue 
Pittsburgh: Kaufmann’s 
Pottsville: Pomeroy’s 
Reading: Pomeroy’s 
Scranton: The Globe Store 
Warren: Metzger-Wright Co. 
Wilkes-Barre: Pomeroy’s ~ 
Willow Grove: Snellenburg’s 
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Dallas: Titche-Goettinger ~ 
Houston: Joske’s of Houston “y 
_ San Antonio; Joske’s of Texas” 
_uTAM 3 
Ogden: The Bon Marche 
WASHINGTON at 
Seattle: The Bon Marche. 
Spokane; The Bon Marche — 
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e In 97 window 
displays 


e In 138 major 
in-store displays 


¢ In 31,571 lines of 


newspaper 
advertising 


Cece. ee eee - — sf. ae oe — Re a meee 
be Se fa = “a = i. iia oe ca @ aw ee ES ee — oa ‘aes ees me oa Ps. me a Ss ae SS ce 7 “ ats is Se a ee 
pes ae ae eee = foc, . oe ee a Sl (it : 8 eee 
-_ " oe <i aed ee > a S . iy oe. ee ae Ria 2. ae i > ae 4 a a a ‘ ee bars 
me oe " a " ‘ Se. ae remo pues ee Pe oe! a, a | ee + oe eet, : i. 
. - om 
*s@)-°@ 
. ~ + 
ce fae rep . * . 
pee a ia = * a % 
* (ae nora : 
. oe em or ° oe i es 
oe tee ek ae , oe igi | 5 
ee ee Rs a 
J cat ee. es 2, 
. te oy ee *'s bs - os . & * S 
i ae ee ae 
ee ec .. pe! A Ee - | 
er ee oS i AR Ty : 
; Pace ty “oe, Pee . .: ad oae 
- Ping? ae. i ie ee pea 
| Ae: Sg Ee aes x “= eee y — Be we? i 
| ee *, oo on ay oc ae ’ 
ee “a ; " . see — ae oe 2 
8 re ca oe 5 
0° 00-8) ae ® jg me 
ee eae \e/ aN ile aa a. 
pe ae ov" oe or “ 
WAN ar IN] or\% » | | _a , ; 
eae 2 = 
WOW, eS : 
y @) ‘ . hi —— 74 ie ae / | 
i Coe a. vt ” } | ) a Be, \ K 
;  « ' - “4 ae ake = Ec ‘ 
| tate “a? 1, a ROO a ‘ 
-* . sf ; <7 
 .. nnn DO © aia Pan ; 
; ” « eta 0 wg ete aa ne: of 
. “eg te > : ge > ; % i as 
¥ a BS, cd a 
; pe. 6 > Mae me t 
SH Ps - { Oy e's ae oe 
. ie # f PS .! ; - “ 
| 4 ae oa oy : 
: * Nashville: Cain-Sloan Company — Yy 
be ae 4 . 
Bs _ 
# - t 
< a ey 4 e 
‘ a : . 
OxS 
2 Ves q a 
= Fe a ; 
*« ee me es 
‘ as ae ; : ie 
1 aa ALS? 
ce op i, eae : 
‘ ; . Beg ; 
} ey ‘ ee : ed 3, fas ean es : 
4 &: EON aa is es A See . 
ee oS is BURY eee ; 
i be ©) ~ \\ () = : + ats ? ? 
Ny % 
\ | : = 
 ; 


—<— 
PPP OPEL SE CLS 


S5ASAS 4544 349 


f 


ratvrrrvrrr 


ie Ookland, Cal 


ago 


+ 
we) 


la 


take Charles 


to...) ohana 


4 oe teerees) 
ia 4 £008 


2 eee 1 Sn A a = 
ual ee eee Se Te a Oe Sao Tk 1 See 
SS age a 2 Oe ae eee * oc ct eee eT is 
os Av ERG Sees ae Ee ome eee Ta sie: fee a ss 
Pee oi Bs #8 ‘ Sct ik : ale Se ce eg eae a ee ee ‘en >is i re eee Bs weeny  F, > oie 
ee ce a. ae ies 
a a 2s Se ee ea a : 
a +.) a : 
os ser ee” 
rim ey 
ae 3. 
ae “ 
ia (A 
yee ; ‘bey 
tan? vy 
taj) es sf 
ee ¥ 
| aan ee 9 a> > - 
Ameo tee. 
foe ‘ eee es 
jaa ” oo 
Lis o i = 
ie: 
ee ee. a ee 
Sets oo f 7 e = 
Pec am sige ce : ¥ ey =. > 
ni ere he ae : : ~ t 
lange a “8” } an eg ‘ Aah tie f 
Bate ee 2 ieee , 
= yiaee 2 : > Sa eg 
Ew at Se : 4 ae e.. i 
| Mert. a 
ig A Saha ae ree . ce as 
ive, ; ae Sis me . eR . aa aed 
pes es a 
ee ae ote ob a .y : . os eles, Calif 
ge ‘a we 
Ae +S ae 
paehe ir a ies 
‘ge os ex 
hei ' a 
es ; Pig: | Pee ) 
— ais <a * - 
= oe S : ar! 3 + - il ‘ 
a es & ie — _ ‘ 
Awe ¥ ae ee ie = > J ’ t : 
ee. : zest ee S~< he 
Pac ee : Sees - 
ee gl es ‘Ss " a” a : ’ 
ot é ae . : : ae 
oe ae “2 tau 5 a 2 Te. €: ' eo i 
ee 4 : .. . — eee : , ' 
St ARE eee ae. Fs nee, eee 
aS: cl wee et S ) 
i es ce | aa > == 
sight Tea , i fe * Ny ae ee —i 
lah eS bs .. ' . . eee ee 
seen . = 
i ‘. * fy. te : > oO »< 9 
Biles y : oe . Pos | > ee, G 
ay ie ere S, is : . ~ 7 7 } ‘ j do: H M E £ ° ‘ 5 
ee B “é = = * a Be one a. a ; ! > >> r . . 4 ‘ 
* re i i ‘s j a ae -- te 3 Bee . oe =. j e + ads 
eee FeO io > i a i sian a LS a a 4 
— a a $ Zz ead =~ eee — tf soa ll Se. : 
ma we a By. tages it ey A oo ‘ae ‘i or Me , ht 4 | e 7 
a ‘Ss as Se 4 3 ~< ate ey Roos 4 F 
e. 6 kes wee wet Ge ae ee ee yt | ies 
See Aes — ay By ote “© Sprina! eld. Ob hk: 33> oe | # { = ' } 
Es ee oe le ag mee es 2 q 5. io o2: P F i 
E> i eae es SS an ‘i ~ Se ».¢ h 
ear 2 . - mm + Spee me Oooo . >) o i 
aet “  —_— Me i 9O~«¢ . : ‘ $ 
Pate i Sa a ite 7 - ">. o Baba. 1 
ao Mele ae ~ ot ae ree ¥ 4 a , 
ee ereh. 2 ps re a >. - « ‘ Z 7 r* i 
ean = 7 Te? eS Pr Poors 1 ess ; ! 
oy aaa -: e a mais eke e af » F as ad oa 
oa ; eee : ¥ : } ; i. 
ee : #i j ae ri j a. sf ae + as 4 : 2 4 
eet. ‘Se F i a © a Hes, ‘ 
aN + J ie HOMET 4 ome, “44 Sos wis gh’ fr eae gies 
ae ie ” « L eo : ot on, pe i i) es = Ae 
Soe on - ME Fs a Rae 3 > poe st 
ey *) ; 2] ee sera i 3: ———. 
are 4 €\ ,* eee > ene ee _ 
Eee es. «= Se! . ym an & ¥ whe A ey Paty” Be ; 
mae 2 ™ , a oe . ez % i ie >, - } 
ete al op j . . ee ie ee ,. " ‘ ~ - ‘ ! 
ae  O2~ —. ae Cnr ¥. de 
. eae Oe. Jam > sc orci s " i s 
oe sy .™ _ . aa ie ee * 4 ' ea : . 
eae oe eland, Onio ; ss lll an oT { . 
a wins .  Thags —— CU F ctiemisantientadpiantiiag” ie 
a ~ 2 cians ——_ : ze j 
ha ig” Greensburg, Pa r | 
eae ce tg ehh ails ? 
eo aes eh Ss 23 Ps i eet 
es eh Ay ee aa Se oa Pia a = 
das pie eae gee We : Pa sea } 
a Be vn ge we = ae r #2 : - : 
ae Peep Si. re, SS - g asd 7 _— 
_ oe ee ey wre le ae as es. : - ‘ : ; a \ . onl 
© ‘ = ae % _ “tee ee ‘ Be ees —w i | ¥ ‘ -_ 
yee = of ' ‘al i ee 2 a re ei = 
ty i f ‘ ee + vgs” ; pa OS a “ Ne : } 
eer 4 ; - lia see. 4 S d é ‘ = ee - . 
a a i ‘Bete ser = “ if ; i Be rhs 4 ; ae c : ¥ sae S ai i s 
ie nF a“ e f 2 . P . “i — QPRMININ By. —_ : 
lie o si Mee . : F -? bre § = ra ae . % ; 
rh oe i, al SSSR SEE oo = rereete - .* of Be. Sl eon e. Ly < 
oe, ch la poe e ees Oo eo jk mes > - on o ‘ $ cutee oF neh es a a a 4 
Mor ° 4 > > Sail faa So ee ae ; , 2 ee ee 
eae Ke et ate ‘e ' < 2 ee ore Of ee Po 
ee " ; 2 ae ee oe se - ae tr BEF ieee eee = 4 
i; oa i, es Bo tS -_— <r f i: er ee eer S ~ 
ae a 3 — ar at ' % re : A aoe oi Nae oo oy —e » gee ~ —"* * ’ 
Vai « on Spe : Pg oe Z < . a) 6 Rl ‘ Be ; * 
aoe: ee ‘ 7 
a i, P . . 7 eae - = ef ' 
ae rue ere a nes "at . rF : 
cP 5 aoa . > si eS ae Is { 
me td ay s j > Sc j I 
igs, ts Ao . d ‘ ee oe » * Seattle. Wash ; 
a zy Te bales ae a a ee " 
in “ale : po tee pa ea ae eee e.., — - ae + ye ai : 
Poegar ; Vie ae ae fee ee ‘ ae z Bue : 2 
Rcd eae eae ay fone % ae Ue Dy <a a  _—_!, ae ae i i = _ ; 
oe J Ga (Nay Petha3 es Paaer: a (Saree S04, 4 eae 2 _ Se cas * ei). 
So smptsety ep EP TTES HOME! & ie APS 1417) ee D | oS i | 
2 HOME. Pat essaam o28 Be 4.-— mee, Set fi eee 4 . ome 5 
"a ~opmlidt Fie Cn eS — moe Bat ft . m ; i > . 
oa ew. Be eek ot oe i el ee Soe a K ~~ s = aT aa. | . 
ce . 5 pein. ine: OO ee . ta ae Be 2 ei aa ; “ ae 6 raun 
4 is Je and a. a & ae 4 * es . ae ms ‘ ” : : } 
rh ~~ Bae Sa hee Lae % ~~ * 25 — " a i ; » = ‘ 
sR a “ee i fet j - pce irs = ¥ { 
a bs = 1, gue’ Pus Fn : Se. v -? Em 1 : =) 4 ‘ \ s \ / } : 
i. eo o Sy i EA a ¢ es t ~ ; ay ae ‘ } 
ce 10.23 . 7 a or ier ae. oon & _ i . a i te? 
eo Z dt es ee “ae fo a, 7 2 . aaa Po : 
ee. os = f he a ap 5 "elo a FS y 2 ya 4 a i s ; 
baidiss. 5 FS * ort at 4 ose 4 " # — F : 
- = ‘ ies . aa : bs ee Soa oe ; : 
- : ; a ’ Gy eke Zz igen. - pe ae _ oS wees = ae Fe P4 } 
Bc ) Bo Me: [i o* Coed BS iG eee +e 4 : cos Ge So Se a 2 =a. s ‘ ~ Se. a } 
eae <Asesgee tg eh Ey “pee fe — : —— ee ee ™ Ss ' eS Bee asi ~ 2 a5 = : ¢ 
-~ mg ae * a ee a Pigs ee ——— rug es Ss i a ee gee Saag cant . ~ : . ae ‘i 7 e { ' 
fae" Rite es Toe Te. a. Ue ee ae er. — ies bs ‘ ee 
Sy Oe bg *) oe van" > ae , eer - ee ee Se ey aa a ont ~s * ° =. 
ve ea ree it 4 % : ay Ae s ae oe ve, “ : } eee ae r is es a : ae os as ad ee te < law : 
2 a a oe wn | tees 3 ee ‘s Owing ene —s = ee ee ye ae we a e . gg! ooo ame ; 
i ns Boot °s eo | a pene, Conn 2 a . 
way es NS. See Pa k xa aterloo, lowa 
= a | S9TTsaseer ms > hated "See myo ae i ates ; » 
ii . eet ay, os ae 3 be a ‘ Se ae # , 5 . i j 
ee i~ sank go OW 8 : ~ Pottsville, Pa Bet SE pope oe ti, be ‘ 
= fag , S rs: a. a " 
Pic ; :* ae ec np ae oa q 2. oes — > . 
ick . oe ee rs \ =. 2 * >. = ? 
Bee > ¥ a ; : . ; a ea i 4 ee 
oe ees » . oe : ue = ge ca ae . ee fo. i | } ‘ 
io te : : we . v ig — os aa “ks vf i as i ae <e- pm ere pea — , ay! vii : 
ieee Pngs SE | ei. = Ft Aa ia ood ' ag 4 STE ti a 
oe i ee, : > : ee. 3 PS See é . ee) , ae : b \ } : 
eee Se. es oe i =, re i eee , a: % ; bh ee 
a Wy Wee, yg Sc ae eee 7S i Pt a | ae: ea —_ < i a : ? } e : ; 
he . ae ue ee a eee: “ = UR eget o. eee oh is ~ eeeaws a t . : | . 
ex Kia ee 2 oe Seta ’ Sie ee oe a ae ey ae Sy. Rewtente i ; 
re: Se aad <4 ae ok Se ee ee a, y oe ae oe Seo * ' bah nt ; t 
a Nie OS aE a Rea ee on _ hives ‘glee ae Bg Sas a ey ier Beet hs vi > es - ae te i . 
in Ya ae ae co 2 a oe ’ ’ 1 tin = 
ee : ‘ | See | A @ fee clk 
ain ' iW Sa —S——— 
ve Buftals, ae 
5 iagl a | 
<1 ae : i caked , , ae 
ah: A ee % ie ; — : ae : 
Pc Ra i Soe eet rey _, Leen, Ml ras PPE S : ; : 
fe Bis vo sq. Se ie ao ey ee ee Tees ei a3 © eet peer! ‘ ae sores Aer ed Fi a 
zm a% ea; sae igi FO ee = : ot ee ‘eee i bes ae ss e ty oe ae i io ek 
ee ee i ieee ae” ee a = a '& oe 
i * “eee 


50 big we can only 
\him in parts —y. 


PART I 
97 WINDOW DISPLAYS 


—_ this is how 
the important 


retailers 


recognize and 


use the 
selling-power 


ae 


~~ 


oe ee Oe Se: Pe eo ss 
al ois a ee i og ies se ie So lis i ee ea ane ee 8 -. — Ei Tee eee SS ao ia 
m fs 4 F a 2 ) igs it Oe ries ote i 
j aay. ek ey ie: 
* a 
of 
¥ 
7 i 
at Cera es: “ee . ca fe 
Peres lS ie ' one ¥ 
ge ae % 7. vest & = 
/ yeoseet ee . 
one > or a. 
: ol a a Siscse + Be “ge . 
a — ‘ *eeeee Pe < ¥ : 
\ : ' , eeeeperes. " 
$ eocee sees wre : 
- ’ 5: = ‘ : 4 ; (eat “ iD 
eg A f 4 o——* ; j i Ms. “ 
| he € fl . oe 
f i = sy Gee Ay ; 
4 — : ) M Be : : 
4 - : eee ee rere er dt 4 oe By a 
he | Giese ahah «6 Se peeeeeenas & i . a E 
‘ %y eee eenshereeee 7 
aA gee ; P | $ 3 | Becss::: s3g8322: ’ *s ; 
fetta ais Fee Se Soin ‘ 
Jackson, Mich MS RBS SSS ats 2 
ih eas 222: Dallas, Texas 
iz , a 7 : ~ Saaee 5 ee 4 «tte ete : 
' ; , : 4 4 a Wage ieee ce oe oo 33 ks - 
Pt a | 2 ay $f, : 2 Ox, fem 
| ; eo. : @ fae eS oes on BP i 3i$33% > 3S Seah ie 4 ad 
<e ; - a —- i‘ stteesessit ” al 
| : $3  . Seo Yes ew re 
“ > Se aaa se ee Ss “ 
y “$< Beh S , ‘ a ie 
‘ ’ 4 ‘ PS ree ese G ‘ep LY. a) 
4 sie? fl ps gi wit . :: ee 
VN At @ a. o a Z ‘ “2 ‘4 +” : 
By on | ee oe Ese 
\ ‘ > 4 Ae f ’ ? Be ok at ; 
/ © , ‘ 4 ras 
MOM tice | “y Se 7 
A Fit | ‘ ; . bi be by 
: "% ; 34 i ie =i fe we «oat ts . Yat 4 
} -<s % aes : " a 1 - We ~ : : ; © ht. 
. F , H 4 3 a ; ae WJ pa ta 3 —~— a » , ° . ce “ee . 
Wer aoe. a nari +2: ‘ 
' a> > oe 2 j “} a 
1 ;, eM [scale 4 - ~ i Ne oe ie | 
| : ' [er ecSeree so} ee na -<- ak: Me. "% om a _ 
| o> lle baer pe " asan S =e 7 
e ¥ — — ‘ 
1 aE: ” ey Nae AK : 
= ‘ > . , A a ~ ¥s Z - a Jas 
‘ " ; Cw Ss Pe i Se 
t . St 2 & ie =~ /' > eel < 
/ - : Reading. Po Wilkes-Barre Po, % 
< : ae 23 = 
} A, hh? <¢ e 2 
f°. Te: — = 
— so ‘ Ss ll NK 7 ee eo ‘ 
q : Gar a. ow of eas er #3 . er al a 2k aa 
i Miomi Flo ae | at ‘os. “a — - 
‘a Se oe al . i een : <a ms 
i 9S A > : rere te, ae ert 4 
t eo Be ae ce ‘| | | in . - a . (nee J ; 
i —— | 2a Ed HOME = 
™ : , | oa. 7 ; y A ier eee % 
‘ a. f a sy e . Rr al ie Sal q 
_ tne | " , ~ * rt 3 
ae ¥ : "i ae Ne pt = 7 zi 
‘4 : c ae . nye a J : 
: : ° 4 = ae iy ; 
+ vara ed Jf | 4 . f ‘ - » ts 4 : 
? ag a ld * £ e: 
pg F : 1 on * a Syro ND : 
ee chal A a “ vr os yracuse. “a ) ; 
R 7 . e ae : = po ye ae re 4 ye eee ot : 
» anaes — — < | wea se ‘ 
i = Te Ee ce 7 
. P q 3 we 
A ; 4 “ — cs cath. = ee 3 
: ae =] he > . a c Sige ‘Gore ee oy ae ey es rel 4 Fs ? ; bs. 
, aye — Ker t 
] fe 2 a. oh B — - Minneapolis. Minn A rer 
~ pp” * . ‘. 4 4 
} eS THE AMERICAN 
i‘ avaY © * . ah ata : eae - 
se ip aw ware eat | > 28 eee me 
jas py vm tN — H HEL lil|- ete Ve 
* > é Leas ¢ * - ; * = at “° Seti. a 4 
| e6 rte ee eae “| f i 44 AS, 3° v . Si aoe 3 
ow a”. ae } ba 4 i i : : 35 4 5 : = i on at 
"OL > PG Ogee pea | a a : 
Te Pee, mod t BE Bo = oe a 
: A fea cm . ' -* : fee Bik Au te 
ax : F é a coe: aa ; 
ae ae ae ; : e wa Se. i a F a A, ag a : 
. a wie ee ae. . i : £ bits a ob eos fas 
= 5 <2 at r B i a 2 
. ew 3 we — q ae aa 7 i 
« , : ¢ oe i i: 
Se % - pat : ! as = cate Soa 
a rik, seesespstts Messcssh333 3 
ie ae eye! mn $430>..02394 . agony Pee, 
( ssostre®) 0 BRS ee tear eee a acake ae edie oat 
; oe eee ae Peay 
PS . go0ee - | ROSE ; ee ¥.  |! 
ae 4 S 09006 i ae rene ; ‘ ; ee eee 2. 
i eos ,- oan -=* te eee 
scose 0 nae is es 
: ooees Mame . © n Francisco, Calif } 

E ; — HOME] i e Pe , - 3 og se : 
trie = SS = > 
Tt a Pe , a ? 

3S Simei 2 2 
ce ais: 0 ie Se ane ee z ee * ep eee . < 
Fi A it See sles: «4 ee: ei ree, ager: si a ? a ’ oe 
re corer > ine ee a oe A 6 NE ee Dos sg. ome ¥ Fe hae e) + ee 
oe | Byge yh eee ee pe. tal? Se Bere! ee ee ee : ay Ry 7 es 
of An aoe ts Oa — _ a. # Bets.) ka ee ee ec: ae Teta res, es Ts ae Aa fi 
Bes age Sy a. a. i — ae Oe ee 


evinces 
be OME 


oe, 


[eee ett. z 


Sahsbeoel ; 
ate ‘ yy 
as 4 


138 MAJOR 
IN-STORE 
DISPLAYS 


“The Allied Stores are truly enthusiastic over the success of 
‘Something To Crow About.’ According to the unani- 
mous opinion of our many store merchandisers, the 
excellent tie-in with The American HOME was a most 
important promotional vehicle.” " 
E. L. Goodman, Sls. Prom. Mgr. 
Allied Purchasing Corporation 
New York, New York 


“We were very pleased with the 
results.” 
Scranton, Pa. 


“We enjoyed being associated with Amer- 

ican HOME in this fine project. The event 

stimulated traffic and interest in our Jamaica 

and Flushing stores. And the Rooster theme 

was well represented when we opened our fab- 
ulous new store in Hicksville.” 


Jamaica, N. Y. 


“There has been quite a bit of interest in the presen- 
tation ... thanks for your co-operation.” 


Dallas, Tex. 


“We were very well pleased with the ‘Something To 
Crow About’ promotion. The forceful and dramatic 
presentation by The American HOME magazine rein- 
forced our position as North Jersey’s leading Home Fur- 
nishings Department Store. We feel there will be contin- 
ued benefit from this promotion for some time.” 


Paterson, N. J. 


as SPREE, fee cue ew) 9 SE ne eh Ge = ee ‘ ee cae gees ‘Ais nee) Ae ee |. |? Se ae = 3 a ae een. 
ey ee ee “eee Fag rs ES Ee ts mee ae Poe ; ; we Ana ae : oo a Sad Oiis Oe a Bes a Bee veg “i . = oe: oo: 
terete sh iit 2228 RR ee , rr Se ee es. ee  _—— ae 
ihe peat sf a's : : f ‘ : Be oe ‘ciel eer ee ae 
Pra We med 0 2D = 
a ape 
[Scie 

Prag et 
a ere a 
rt.” ‘ 
iN idem ‘ re ore : ARES 

ee Th ey : ha $3 

Fgh ree the oe ate : a : aa ee a, aa ’ 
an Ba : : a Be aso ie = a ane P a a: ‘ ae mth! a wF, » 

Pater 3 ; = ann a pi ah ce RIES j 
Peak : ’ “ae ° iP , : = I 
Co } : y = 2 

ie He" ad & x bs , t . 3 a, * 
oa ity 5 ." " a a 4 
- ew” fw: J ! : " wm 4 LION 
esto —. AL ; - i 4 %, * fas 
aa 5 ee ee a ee s d ; ne wd Me wa / wis J 

a tate deat Wine! feees i “ 4 #) ~ , : 7 | ; he 
PY ie oo 4 See ee” es 8 te: : i tee ©. ae th : y 
Ba? es a od ae eye \ a ‘ be 
bE S:"" 4% e ie eae Et wae ty . ; ¥ ~* - % - ‘ - ~ : £ 7 
pe ay eee oe OSB ES ' we e ¥ _ \ a ie fe pil twit es 
<A 183 as 4 * ot ee i = — a. | - . +4 Pog a f2 

oo P - a og ¥ ad . ea * ee 2 . 
ie SB as 2 Fear , Ee tS Be wa. Se _ Ss b one TF Vee . '* se f= 5” Hy 
atte i ie  — os ~~ |< BAS A\ a * | eb 
east me ‘ 2, on: = 2 he oa nt : 4 wae nar . *2> . ; me OO ee Ay >. 

’ ieee Pa a 4 eye £” a en oe —_ | tee _— 7 s > “ wt $ . ss ¥ i +e 4 eg = w ““ a 

io eee i ee ‘ mt : bd » 4 S x as 28 “ se | gills dled 1 
esis yo , & — Sai : eR Sy - “+ - . 

ree 42" % ‘ = « les ee 

i: Opes . ». & “* 4 SS Sem oe: ~ 5-2 a: 

Peo " : a: ; ie 2 & 

dog ae lar » we a * i 3 . : a : De rf S % Pak a 2 
aa hy pe) a ; ‘a loke Charles; lo Son Antonia 
ele Ps Warren, Po ae. e ce 
4 ete Se ‘ : 

ae = ta , io batiaces 

wes re s ‘ > % F . ee r efiaae: 6h . 

ie f OE og ‘ we Y ‘ 2 : sige a ae “ pe ee . — sal 4 
i re , Dae; StF ot ag RP cov» aOOee haan a ee: 

; as pete ort a -_ eeetas + > o Boston, Mass i ie Fills So ee ek ae 4 ; ae ——- * 
= ) ae eae: 22 ae MEE 9» 0999 OOS ae ae ees eee. | ree 4 
Pea 64 Er Ti wae: 2 o oe Ta x) ten oe .4 Re a se FM 4" us oe ee ; 
Pee ita: Bie £8 a 5 oe ae oe : 4 2 : is alien aes eds ek ar , Liat : a an 7 
ae cst ERAS © a etale Loos ¥ 2 7... . Se | Sa. serial a ee, ae “go pe a * ; 
Mee > geet SO oe Gee > phe ove #) ee 6th UCU 27 ier : — ‘ 
ae eae es Bae 2 a f ow eS £ "3 Soke eee on ee ee A ee 
ee yt bie. ve pba a7 . bd 1 ely ne . Pie ot. oon, ae ie 
fa 8 ay | ae nr oes ae pts ca scm 7 5 - ye hoe lag ne Ao 
oe wz +s. oe rl  &- a o- 2’ nu a healing 6A ww oh ; 2 Chi ey ee a 
poe: ‘ . a Da a at te sa , on fsa = @-... TONE a cit toe ia eur’ i $ Px. ~ | 

Pde a ee. © gia 5 i aa see 5 oe ' s, « , lg ee 
Liokee fii. ee! oe ° SS _ ae oo : 
se oes ee iy si ys gt h a ' 2 : is te d Lo oS eee a % 

pee. eng m Ge eo. , — “ BPs, Zs 2 A 
vee Z q ; Verh bev <4 . an - ae Me ” : St. Louis 

zs ee we PF ae. od ~~ 3 HOME Bt x : * 

fe Sat 7 i . KA - ia loge ee ee pematn 3 ; . .? . ey ‘ 
mR, + oe ss fd Ss ei ate oe : a Ye ad “ C *p Rov; i | x a <PRG 
cir - u <a Brig: @ iii y rand Rapids, Mich 4OME is &- ¢ 

so. Bm oo ir. r be a > P* 7 

Mi Lhe P ~~ YY a ae. ri if ee cawccrtn "y 7 ‘s . 4.8 | 
a pots > am | a ~. a : oe a 
SES g ae es a : 25% : wer: ee ee i}:  , 
pape ae a ee ** ee: mi ei > opt a 
eo be gee Sees Da —f = ina a orci Y 6 as: Res ee ae “paste 

eee: eae So % ee. °° « as Sa Gh ae i | * g 

hed ae lt " bs aos ** = “gis ey Co eee ae se see 
ia i Scranton, Pa thy «) om * 9 Phidd. eee Jae » de v.34 ¥. » ¢ 38. : 
i oe ae 3 a w ee : 4 98 ae 
ie ee = 4 "= Be - . EY ee ae i 

Nite : — - si. fi ‘ 

Sr Ve "2 ’ . ka a z — iy > : cer lak = s = ae %, at 

s Sgheei ‘ ~ ; i , “a = # s 
ee / ae 2 « f ied — os we ‘ Pah caer: § " : +a a 4 
Peas |. w : Py ae st ee: .* n > Se i ee rs -_~ = vT ee 
oe , san 26> at Bore fie)”: ? oO egy 
ae A re wee ie _ bd % , ee 
a cae 2 ve ee ee o hee a 4 —_— aoe Bo 

emer sane we AA = 5 a am +. *. ‘7. S fc Ge ae Fe ae “) t $ — | 7 
ae . og aay ene Bo : i 
> ors av. ty ’ Seattle, Wash ¥°o sete tes cei ws 
a a BERRI a ca: 
ee x te Oe o ie : 4 
Rares, ” ie * — Bee ie ig . os 
Se é i a g ~~ ie norama City, Collif ; } 
aa a S fl ‘ a i 
5 ie ) So , a-a'<« : o SP ae. se 
as aes ‘ ’ rm ‘ a , | pi = <= ye e% ri Buffalo, N. Y ! 
: i a ha od ; . ‘ 4 <: 4 a . ae re - 
Meegh & is, ? . e 3 .. * “4 ; 3 me ' 
_ c.- “ae F- , nit 2 3 , 
ae a j bd cutee ‘ oe Oy. & ie i : i 

| an f , « “Na ae beat ae aie "a ea : zs 
ee Sy ‘< — aa 
ee te ae » 3° hig, eye ea geet we 
pees rie a funn ——- i 
aa aoe: —— ~ 
(hak Minneapolis, Minn ae) Ce il ben 
. Sas | 
i ae = ... -— " i 
eae -_ oF se 4 
me Pittsburgh, Po. ah aa . Fle 
Bai sae? —— 
ee: i oe Pe oe ee: — ' | 
Pee ni , i Be 
Ts oe o i Beha i 
eet + a ay : Rite: 

a . sae 
aes : 4 b } 
pee es 7 4 oe oa | 

Sore tose ; : ; 
ie : 4 
Pier. . 
ae ; \ 
me. ; 

Be ; 

A es . 

La ae 

ae 

es ‘ : } 
oa 
ae ’ 
Rater i 

See j 
ee 

ee 1 
oe 

i 

= aed 
as i 
eeers, 
yee 
ae. ‘ | 
"ae : 
eee se 
1 ‘3 
fats re tps ; ; 
og 
ae ‘ } 
ae t 
Sos . ‘ 

: a i: x 

ae. oe a : } 
ones ae — 
ee ; * 
a E AMERICAN 
ae 7 

Ns 
Bagi 
ie ‘ 
ee i i 
Ae Cs s grey ] ithe ZOE Re aecael ; Fi se 8: es aged Ij 
iz | A, eT NT aN RRR 
ia 
ea ee - a — - : . 

ai ark > e ¢ - ad “ My = ais ae 
“SPN Mone kg OO Si See OMENS. irsin «gal 2 “9 eae ae SS ee ee Re eee lh ei ig ee 
i he ee Pas Biggs i6y cakes NR US eae ee ee re ey ene, Ne ag eo. 2 ee ee eee as 8! ee a: ee om Bee ise 


enthusiasm: 


“An excellent atmosphere vehicle to generate interest in 


products involved and to draw and impact traffic.” 
Miami, Fla. 


“The windows and (especially) The American HOME 
tie-in resulted in high enthusiasm on the parts of store 
people and some very favorable comment from our 
customers. Polling the people involved, including mer- 
chandisers and buyers who are occasionally unenthusias- 
tic about promotions of an institutional nature, has 
proven that SOMETHING TO CROW ABOUT was most 


certainly a success.” 
Lowell, Mass. 


“The promotion brought us excellent comment. We are 
looking forward to working with you again in the future.” 


Philadelphia, Pa. 


“Our thanks for the opportunity of participating in the 
promotion. It was a beautiful deal in every respect. And, 
what makes it even more beautiful, our customers like 
and are buying ‘Rooster’ goods. It is truly something 


to ‘Crow About.” 
Lake Charles, La. 


“We are very happy about the promotion. Such things are 
good institutionally for a retail business.” 


Los Angeles, Calif. 
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Jd. e e THE AMERICAN 


HOME 


POWER ..... BIG CIRCULATION 
over 3,100,000 


ee 


— = 


4 ABILITY ..... ALL-HOME-EDITORIAL , : 
| | moves people to the point-of-sale 


INFLUENCE ..... RETAILERS recognize that ‘ 


this power and ability moves 
merchandise 


| ofr UU ly Pow ileal’ 


WHEN YOU ADVERTISE 


| reaching the 
| 3,100,000 most 
| home - minded 
families 
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TO SELL DOCTORS 
take a tip 
from 
Medical Advertising Agencies 


About 75% of the advertising in medical journals is 
pharmaceutical advertising. Most of this advertising is 
prepared and placed by medical advertising agencies. 
Among these specialists in the field are men who have 
devoted years to studying medical journals and their 
comparative advertising effectiveness. These specialists 
‘ have the responsibility of spending millions of dollars for 
their clients. To these men who know most about journa! 
advertising, MODERN MEDICINE is the NUMBER ONE medi- 
cal journal in the field. 


This is how Medical Advertising 
Agencies placed space in 1955: 


Pages of 
Advertising 


— 


: 


J.A.M.A, 


Medical Economics 


If you want an answer to the question “Which medical 
journal reaches and influences more doctors,” take a leaf 
out of the experience of medical advertising agencies— 
specialists in the field. By their choice over the years it is 
evident that this group has found MODERN MEDICINE to be 
the most powerful advertising medium in the medical field. 


To Sell More Doctors... 
Concentrate In the Doctors’ Market Place 


MODERN MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis » New York » Chicago * San Francisco + Los Angeles 
ja Canada: Modern Medicine of Canada 
In Great Britain: Modern Medicine of Great Britain 


Advertising Age, November 26, 1956 


Nielsen Network TV Ratings 
Two Weeks Ending Oct. 20, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Hl 


Program 
| Love Lucy (Procter & ‘Gamble, General Sapte, CBS) . 
World Series (Gillette, Mon.-Tues.-Wed., NBC) 
Ed Sullivan Show (Lincoln-Mercury Declers, CBS) 
$64,000 Question (Revion, CBS) 


December Bride (General Foods, CBS) 
GE Theater (General Electric, CBS) 

Jackie Gleason (Bulova, Old Gold, CBS) 
Steve Allen Show (Participating, NBC) 


PROGRAM POPULARITY; 


CcCwemnoeo Usa CN — 


Hl 


Program 
World Series (Gillette, Sun., NBC) ............. 


Ed Sullivan Show Ginesin-hevesry Dealers, CBS) 
World Series (Gillette, Mon.-Tues.-Wed., NBC) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
December Bride (General Foods, CBS) 
GE Theater (General Electric, CBS) 
Jackie Gleason (Bulova, Old Gold, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


SCWCOnNO WAH — 


Program 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
World Series (Gillette, Sun., NBC) 
$64,000 Question (Revion, CBS) 
December Bride (General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
GE Theater (General Electric, CBS) 
Gunsmoke (Liggett & Myers, CBS) 
The Lineup (Brown & Williamson, Proctor & Gamble, CBS) 
Jane Wyman Show (Procter & Gamble, N8C) 
Phil Silvers (Camel, A  CBS)- 


PROGRAM POPULARITY} 


oC aONnNO WA WH — 


— 


H 


Program 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
World Series (Gillette, Sun., NBC) 
$64,000 Question (Revion, CBS) 
December Bride (General Foods, CBS) 
GE Theater (General Electric, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 
Gunsmoke (Liggett & Myers, CBS) 
Jane Wyman Show (Procter & Gamble, NBC) 
Phil Silvers Show (Camel, A CBS) 
*Hemes seuched by oll or any part of program, anenpt far hemes dlowing oily ome 
to five minutes. 
**Homes reached during average minute of the program. 
+Percented ratings are based on tv homes within reach of station facilities and by 
each program. 


owen o ws wn — 


com-mu’ni-ca‘tive* 
is the word for the Newsweek reader 


com-mu‘ni-ca‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 
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“Wie must direct our 


“Because Stanley Magic Door Controls are used 
almost exclusively in non-residential buildings — in- 
dustrial, commercial and institutional — we must 
direct our sales message at all the men who build 
and modernize these buildings — owners, architects, 
engineers and contractors.” 


*SOURCE: HOW BUILDING PRODUCTS ARE SOLD. 
Dun and Bradstreet’s report on a personal interview 
study made among leading building product sales 
directors and distributors. Write for your copy: 
Market Research Manager, Architectural Forum, 
9 Rockefeller Plaza, New York 20, New York. 


sales message at all 
the men who build” 


says 
Rodman W. Chamberlain 


Vice President STANLEY 


in Charge of Sales THE stANLEY WORKS 


“We have to convince the owners of the many ad- 
vantages to be gained by using our product. But our 
job doesn’t end there. We have to sell the other 
members of the building team, too, on the design, 
operational and maintenance values of Stanley 
Magic Door Controls.” 


“Forum is the only magazine which gives us this 
over-all coverage of the building team. So we put 
all our Magic Door advertising in Forum. Through 
Forum we beam the Stanley sales story direct to al! 
the men who decide on the products that go into a 
new or modernized building.” 


Rod Chamberlain of Stanley Works, a rugged individualist 
in most respects, has one thing in common with every other 
successful building products salesman. He knows that effec- 
tive selling in the building field is the direct result of influenc- 
ing and selling the entire building team.* That is why Stanley 
Magic Door Control advertising runs exclusively in Forum. 
And, when Stanley Magic Carpet Door Controls were made 
available in a range of colors, it was only natural for Forum 
to be selected as the only advertising medium to announce 
this development. More than any other magazine, Forum 
delivers the highest concentration of building team members. 
In addition—of course—to the country’s most important and 
busiest architects, engineers and contractors, Forum is read 
by the decision-making clients who are actively building new 
buildings, modernizing old buildings. 


architectural F  @ R U a 


the magazine of building 
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How to reach more of your best 


“A Study of Seven Publications,” a new survey spon- 
sored by Reader’s Digest, has recently been released to 
the advertising industry. It reports latest audience in- 
formation on seven leading national publications. 

In the tables below, LOOK has related the audi- 
ences* of the publications measured to their one-time, 
black-and-white advertising page rates* * for 1957. The 


result, readers per dollar, is a yardstick of the relative 
efficiency of each publication in reaching people. 

A study of these tables, and of others like them based 
on specific marketing characteristics of importance to 
you, shows the efficiency of each publication in reach- 
ing your best prospects. It will help you determine how 
to get more value for your advertising dollars in 1957. 


Audience Readers per dollar 


Life 
LOOK 

canes Shee a Reader’s Digest 
MALES? dey 
This Week 
Good Housekeeping 
McCall's 


14,747,000 
10,271,000 
14,800,000 
7,991,000 
11,189,000 
1,926,000 
1,521,000 


Audience Readers per dollar 


Good Housekeeping 
ARE THEY LOOK 


FE het ALE 5 ? = Digest 


McCall’s 
Post 
This Week 


8,590,000 747 
10,069,000 
17,215,000 
13,286,000 

9,159,000 

8,885,000 
11,776,000 


Audience 


Readers per dollar 


iS THEIR 
FAMILY INCOME Life 


Reader's Digest 
$3,000 


Post 


16,395,000 989 
22,687,000 983 
25,217,000 870 

8,227,000 715 
13,336,000 674 


Good Housekeeping 
OR MORE? 


iS THEIR 
FAMILY INCOME 


$7,000 


OR MORE? 


This Week 
McCall's 


18,310,000 
8,193,000 


569 
515 


Audience 


Readers per dollar 


Life 

LOOK 

Reader’s Digest 

Post 

Good Housekeeping 
This Week 

McCall's 


6,869,000 
4,304,000 
7,380,000 
4,059,000 
2,317,000 
5,235,000 
2,115,000 


298 
260 
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prospects per advertising dollar 


ARE THEY 


ALL ~ 


PEOPLE 10 YEARS 
AND OVER? 


Audience Readers per dollar 

LOOK 14,955,000 903 

Life 19,592,000 849 

= Reader’s Digest 19,303,000 666 

1 0-44 YE A Wt % ? Good Housekeeping 7,239,000 629 

Post 11,594,000 586 

This Week 15,503,000 481 

McCall’s 7,156,000 450 

y OR 

Audience Readers per dollar 

Reader’s Digest 12,712,000 438 

mee deri gate Life 8,441,000 366 

4 S Y E A xX s LOOK 5,385,000 325 

. Good Housekeeping 3,277,000 285 

AND OVER? Post 5,282,000 267 

This Week 7,462,000 232 

McCall's 3,524,000 222 


Audience 


LOOK 

Life 

Reader's Digest 
Good Housekeeping 
Post 

This Week 


McCall's 


20,340,000 


28,033,000 
32,015,000 
10,516,000 
16,876,000 
22,965,000 


10,680,000 


Readers per dollar : 


1,228 
1,215 
1,104 
914 
853 
713 
672 


. The broad editorial appeal of LOOK produces great efficiency for 
: your advertising dollar regardless of who your best prospects are. 


| If your marketing and advertising strategy calls for reaching 
the most people at the lowest cost, this fact is significant—— 


LOOK reaches more people, per advertising dollar, Pa, 
than any other major national publication. “< 


LOOK 


THE EXCITING STORY OF PEOPLE 


* As reported by Reader’s Digest in“A Study 
of Seven Publications.” 
* * 1957 one-time, black-and-white advertising 
page rates: 
| This Week, $32,200; Reader’s Digest, 
$29,000; Life, $23,080; Saturday Evening 
Post, $19,780; LOOK, $16,570; McCall’s, 
$15,900; Good Housekeeping, $11,500. 
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PITTSBURGH PLATE GLASS 


orders new 


45,000 SQ. FT. *“‘SHOWCASE”’ 


for DYNAMIC DAVENPORT! 


With its present plant outgrown, Pittsburgh will move LN 


into a shining new showroom warehouse early next summer! 6 
And another booming Davenport business, M. A. Ford DAVENPORT 
NEWSPAPERS 


moving into the present Pittsburgh buildings! 


Company, will more than double its plant area by 
To SELL this dynamic market use: 
© EVENING 


3 Sip ks 
© SUNDAY 


FOR THE 10th CONSECUTIVE YEAR — FIRST IN 

LINEAGE IN THE QUAD-CITIES AND IN ALL IOWA 
REPRESENTED BY 
JANN & KELLEY 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 


Advertising Age, November 26, 1956 


U.S. Advertising Promotes 
Three; Adds Two to Staff 

U.S. Advertising Corp., Chicago, 
has promoted three persons and 
added two to its staff. 

Al Bonk, formerly media direc- 
tor, has been promoted to assistant 
to the president. Bert Iwinski, for- 
mer production manager, is the 
new traffic manager and assistant 
to Mr. Bonk. Jeannette Duringer, 
who previously assisted Mr. Bonk, 
is now radio and tv time buyer. 
William J. Kerins, formerly with 
Ruthrauff & Ryan, has joined U.S. 
Advertising as media director, and 
Frank Emrich, previously with 
McCann-Erickson, is the new pro- 
duction manager. 


Ritter, Sanford Adds One 
Ward-Garcia Corp., New York, 
operator of the Ward and Garcia 
Steamship lines, has appointed Rit- 
ter, Sanford & Price, New York, to 
handle its advertising. The account 
was previously handled by Albert 
Frank-Guenther Law. 


How can you be sure 


the men who get 


the publications you advertise in 
actually read them? 


Can paid circulation 

really guarantee readership? 

Can good controlled circulation inevitably 
deliver readers? 


Can the Franchise-Paid Circulation Method 
do anything more than guarantee coverage 
of all specifiers and buyers? 


No, of course not 


That’s why we make sure that Miu & Factory 
goes only to men who say they read it — and want 
to keep on reading it. 


Mit & Factory uses the Conover-Mast Certified 
Readership system; a very costly operation that 
goes far beyond BPA’s “Verification” system. 
Certified Readership requires every single recipi- 
ent to state that he reads Mit & Factory and 
wants to keep on reading it . . . thus insuring 100% 
reader certification. | 


Here’s how Certified 
Readership works 


Regularly, every recipient of Mit & Factory is 
sent a questionnaire which asks (1) Is your address 
correct as given? (2) Are you reading MILL & 
Factory and finding it useful? (3) Do you wish to 
continue receiving Mit & Factory? 


Total response to this mailing plus two follow-up 
mailings averages between 75 and 85%. The names 
of those not replying are referred to our 146 fran- 
chised distributors for personal check by their 
salesmen, to make this certification 100% effective. 


About 90% say they read the publication and wish 
to continue receiving it. If a recipient says his job 
function has been changed and he no longer needs 
the magazine — or if he just doesn’t read it — his 
name is taken off the list immediately to be subse- 
quently replaced by another executive with buying 
influence, who in turn, will be checked for reader- 
ship. By this method every single name is checked 
either by mail or in person and all returns are cer- 
tified by an independent auditing organization. 
The accuracy of Miu & Factory’s circulation list 
averages a phenomenal 97%. And here’s why... 


MILL & FACTORY rates high 
because it reaches the right men 


There’s a good reason why MILL & Factory rates 
high among men who say they read it and want to 
keep on reading it. That’s because it is edited for 
and circulated to a carefully identified group of 
men— plant men throughout industry — regardless 
of title — who have the authority to specify, to ini- 
tiate requisitions, to buy. You know they are the 
men because they are identified at the local level. 
Mt & Facrory builds and maintains its circula- 
tion through 1,724 industrial salesmen who can 
personally designate and enter the subscriptions 
for the men they must sell . .. who personally can- 
cel the subscriptions of those who no longer have 
the power to buy... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of Mit & Factory. 


These 1,724 salesmen are employed by 146 leading 
distributor organizations and, regardless of your 
method of sales representation, these salesmen 
identify and sell the men who must be sold on 
products like yours — whether they specify, buy, 
or influence the purchase of a product. 


There is one practical way you can be sure your 
advertising reaches the industrial operating men 
who can say “Yes” or “No” and make it stick... 
who are known to be the important men today 
---who are known to read the publication that 
carries your advertising... MILL & FACTORY. 


MILL & FACTORY reaches 
the men, regardless of title, 
your salesmen must see to sell. 


Mills 
Factory 
a 


A Conover-Mast 
Publication 

205 East 42nd Street 
New York 17, N. Y. 


Make Better Use of 
Wholesaler, Allen 
Urges Drug Houses 


HOLLywoop, Fia., Nov. 20— 
Ways in which drug manufactur- 
ers can help wholesalers move 
goods through retailers to consum- 
ers were outlined here by James 
E. Allen, president of the National 
Wholesale Druggists Assn., before 
the druggists’ 82nd annual conven- 
tion. 

A manufacturer “should supply 
his distributors with advance in- 
formation on his promotional ac- 
tivities to allow them to fill their 
pipe lines prior to the kick-off of 
the campaign,” Mr. Allen said. 
“Unless he takes his wholesalers 
into his confidence, much of his 
shot will be wasted.” 

Full-line wholesalers carry more 
than 20,000 items in their inven- 
tories, he pointed out, and will 
not stock abnormal quantities of 
any item unless they know that the 
upcoming demands will warrant 
additional capital outlays. 


e® “The manufacturer should be 
selective in the products he asks 
the wholesaler to promote,” Mr. 
Allen continued. “He should avoid 
infiltrating his deals with products 
that have little consumer demand 
or acceptance.” 

This means a careful screening 
of slow movers, unless he is will- 
ing to pay the cost of distributing 
them. 

“The retailer does not have an 
endless supply of capital. He’s got 
to spread it among the 6,000-8,000 
items he carries. If he ties it up 
in slow movers, he cannot buy 
merchandisable quantities of fast 
moving national brands.” 

Manufacturers should avoid si- 
multaneous multiple promotions. 
They should select a distributor 
with care, “based on merit, finan- 
cial backing, ability to service 
his line and, above all, on integrity 
in following the manufacturer's 
policies.” 

Salesmen should be indoctrinat- 
ed by the manufacturer on the 
function of the wholesaler “and 
how to get the most value out of 
him,” Mr. Allen told the conven- 
tion. 

“He should do his job at head- 
quarters, and not leave it to his 
field men to waste their time and “ 
his money through trial and er- 
ror.” 


s Manufacturer compensation 
plans should not penalize sales- 
men for sales they make through 
wholesalers, and distributors ought 
to be compensated “for extra serv- 
ice effort above and beyond physi- 
cal distribution. 

“When he demands extra sell- 
ing and promotion effort from his 
wholesalers, the manufacturer 
should be willing to pay for this 
plus service,” Mr. Allen said. 

The speaker, who is exec vp of 
the Henry B. Gilpin Co. drug 
chain, urged the manufacturers to 
provide the most efficient selling 
tools possible to promote their 
products. 

“This includes point of purchase 
display material and detailed in- 
structions on how it can be used 
most effectively by the druggist. 
It also includes tested selling sen- 
tences and merchandising ideas 
that apply to his specific prod- 
ucts,” he emphasized. 


Parker to Join Spaulding 
Edwin L. Parker, president of 
Akron Mercantile Co., will join 
A. G. Spaulding & Bros., Chicopee, 
Mass., manufacturer of sporting 
goods, on Dec. 1 as exec vp. 


White Joins Ad Composition 

Richard R. White, formerly with 
Scoville Mfg. Co., has been ap- 
pointed vp and sales coordinator 
of Advertising Composition Inc., 
New York. 
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“... television rose to its greatest heights of achieve- 
ment . . . color television’s shining hour”. 
ALDINE R. BIRD, BALTIMORE NEWS-POST 


“...Spritely, heart-warming, original . . . must have 
struck a responsive chord with all viewers except those 
cynical, hard-bitten souls who refuse to acknowledge 
the fact that they were once children . . . the finest 
original score we have heard on TV”. 


HOLLYWOOD REPORTER 


“It was 90 minutes of high pleasure, a joy in every 
respect. It was a rare moment in television...a mag- 
nificent job which I hope NBC will repeat again and 
again”. JAY NELSON TUCK, NEW YORK POST 


“...a towering beacon in the development of tele- 
vision entertainment . .. irresistibly charming, beauti- 
fully presented...” 

BOB WILLIAMS, PHILA, EVENING BULLETIN 


“... thoroughly captivating entertainment . . . we sat 
entranced . . .” NICK KENNY, NEW YORK MIRROR 


“Hooray for ‘Jack’. . . the first really successful musi- 
cal written especially for TV”. 
WIN FANNING, PITTSBURGH POST-GAZETTE 
“pure joy . . . good enough for NBC to place in its 
expanding repertoire of kid classics”. 
SID SHALIT, NEW YORK DAILY NEWS 


“*Producers’ Showcase’...crammed more charm and 
professionalism into ninety minutes than has been seen 
on TV in many a day”. 

MARIE TORRE, NEW YORK HERALD TRIBUNE 


*Jack’ as a TV musical is a worthy successor to “Peter 
Pan’... it is a timely commentary on whatever it is 
that man lives and fights for”. 

JOHN FINK, CHICAGO TRIBUNE 


HIGHEST 
BEANSTALK 
IN HISTORY 


Live television is better than ever! An estimated 55 million 
Americans proved it last Monday evening when they tuned in 
“Jack and the Beanstalk” in Color and black-and-white on 
Producers’ Showcase over NBC. 

This was the largest audience to watch a 90-minute show in the his- 
tory of television. It attracted a 75% greater audience than the aver- 
age of the three competing half-hour shows* on the second network. 


Not since NBC’s two memorable two-hour productions of “Peter 
Pan” has sheer enchantment held so vast an audience spellbound. 
“Jack and the Beanstalk” was an authentic television original — 
a triumph of bold, creative, live programming. It demonstrated 
once again television's unique ability to capture a nation’s interest 
and attention through one show on one network. 


“Jack and the Beanstalk” was another NBC landmark in the 
development of live television. It was what people have come to 
expect from the network which introduced the 90-minute Spectacu- 
lar, and is now the only one to continue this dynamic program form. 


NBC TELEVISION 


wie 


*Burns and Allen, Arthur Godfrey's Talent Scouts, 1 Love Lucy 
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American Metal Products’ Board Chair- 

man Fred Matthaei outlines a fast business i 
itinerary to pilot, as his personal helicopter | 
rises from his Ann Arbor, Mich. estate. 

Photo by Carter Jones. 


Here,the 
excitement of | | 
the busy week q 


Weekend diversions are past . . . Monday 
dawns, fresh, clear, promising . . . early 


birds of business poise for flight... 


The difference between Business Week and generalized 
magazines is the difference between Monday and Satur- 
day, the sheer excitement of first flight into the busy 


week versus the weekend round of diversions. This is why a 


Business Week is not a “something-like-something-else”’. 

Other magazines that can do other things better have Ry 
neither time nor space to do what our editors do so well: 
to balance the books for the week just closed . . . to report 
current business on all fronts — production, marketing, 
money, labor, Washington, the world... to “goon ahead” 2 
for its busy readers. To the 91% of our subscribers who 
are management men, there just isn’t a more exciting 
story. To the companies that swell our unchallenged ad- 
vertising volume, there is no more re- 

warding atmosphere . . . for selling is PUSINESS. 
done in the busy week, and sales come 
easier where excitement comes nat- 


urally. 


A McGraw-Hill Publication 


Member Audit Bureau of Circulations 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


wi 


— . ee oa ae | ieee | a ae ee A os ee A es ee ee 8. ee she at. 
es hye casa -eageas eee ol. ee gee. | ee eee — ia ea a e Rete : = — ke 2 aaa cad E fame te - “ge 
i : . , 3 2% 
. iy 
; ; a 
: ’ . Y 
y 
act 
; 
A 
a 
i | ; 
/ ne” Bae tas Saree Seon, = es : 
Me ee, aphar = Fr tee Ome 4. os A 
Seer se Pe ae ; aa on, ae 
Af gies <% ei om " es ; 
pel ys De he Shyer he a : SS bg 
be eee e - 2 ae ‘ 
ae ie hos iS wv ‘. " e ap ay Fe rgb 
gear PR ie 2 cht Mee ‘ 
fees oe ae ey 
IS Sa - Y, a ap = a 
ee ety eh 4 a ge ie az 
sate pint Pe a = es ee : ee ee a ; 
oe we ; bic as ie oe S es < 
es, yg y Z q = 4 or ee . 
7 . Re ey Bee a % a qj ea a Ks lee jae 
oe Ar no. ees aC et a Pe ; 
} OS rey . are > ole ae 3 . ; 
4) 4 . —. id oa co ee . ip 
i, oo eee 
s Be a 2 I eel eat ee ee . Mia 
a bs eu oa Bey pee : me se Si ie 
~ ‘ SM as + ae ee oe 
7 . Be gs HRs aa Cle et fe ctl pee “28 0, eee 
; + ep Ne « g ea ev ‘ss Silane 
. ” Paes gl igh arse oe 
2 BAD oaee ae. ae 4 ao a 
i are a: it ; oe ee 
Be Se ee : Bo a 
ee ee eres i! eo ee 
oe Chee i eS ee es at a Sete 
oe ee Be te a 
sat aoe ee we Re a) es ne. eur) 
fe ee ER 
ae ee am ee 
BSS Ss. ? — By ©: ae oc 
Y ho Ve te as ae 
eet, eo ae — wee 
OU a. — | are 
— ite Se a aa 
1 —— P ay le ~_ ee 
fe a glen a a Bea bei Ne 
eos A : * 
Cee: a 5 at ir ; aif 
Vo ne a Sq: See 
oe ae. ee 
er: oe : Me 
a Seg: ee 2S ts 
of : es eas Bees paar 
43 a mR oo) a te ae aie: 
piv Bh a er 
; “oe Be ae OME Ae 
‘ Behe sag = rs a 
a ae 
ae j 7 3 
ee 2 . 
; RR, cele ; 
| — 5 cone mens ee z 
i > j 
\ 7 , ; = ee * > a : 
—.!lUl : 
. a oy ee | 
3 ran a ee oe 
* b pe ees tote 
eR a oe 
m4 : ‘eee a 
ss Pe ings —. 
Ps a . 4 Be. ea ie 
ae ~ es pe: ee Se i 
: > 5 a ~ eee — 
2 3 ee ee aa 7 
Ef Gg Re eS eT 
ae) ee 2 rt 5 " 4 
Paes er eo ey. i ‘ 
cca es ; ~~. ee Py ae 
- 2 eae el I Mee : i 
see pate = ee ae rhe? 
ok aa a ae bitin! 6... 
— ee ee 
me ee Wr ‘ ® : 
et aiaeee ee a | ae . 
Men Ee 
eR ice ate ae ai, 4 7 
a a ee saeeey xX wa tad te 
er, i ei ia i . : oh all ; . 
= 4 Bi. : — (4 
‘ Se Pec ee ee = st 
° a aot ee ee End wd i a , : z 
* een ae. ee ee Fy =: me ' 
a. ae ae y oo 
. a ee le ; *, . 
re, A > he — ne 7 
© ah eee , ee | oe > _—= et a. 
eae es eee ee i . 5 
rat 2 a a0 es Se eee ee * ; eae 
jee rt ee SOS Me . ” ive 
are rs ete i We : 
ea is i Be pi a ee a tot ae 4 ‘ : 
ee a ae aa ee eee ra > ‘a ett. é 
5 as aie Se ice ae ie jar : 
7, Sie Oy CSR a ear. £areay frre he a mea a : : 
; ae 7 ee dha 0 CS re < ——— - . a 
Rae a, ee re ots eae i es it, ) oa 
© a ee ea eR Seka a et 
Ro ee e ‘ eee: ge eee eS, ee Be pe 
Te Se ee tc ee eS 
» i nes Boxes ee is Same Bees ee = 23 eee ag er 
ers 5c) ae et ee ee Seed CaN Res; 
See oe ee ee 
ae oe eae Rae CS nate” ree a e oer 4 ae 
a Ses a Be 
geen 59 or ae = Be | 
a eS Se eS ae ee a 
‘ae ee Sc a eS ee ert ks 
fe, Sere ese ear on eer ri ot a 
3 ee ae ee a ee 
| aon Re (al Saar ee Ee eta es ae 
aa + Fs os a ee eee Sy 
Se: a eee es cee ees 5 ae Re oe ni 
| oa pepe. Ae. ik ae = ee + Pie x: 
2 oo pga oS ee apes > 5 ae sae 
Sea > ea See ec ears or, pit 
Mtr: oS es ae ete ‘See - es ee 
ee et ee a ee Ret =, rl ae 
. Ba ee rene CE ie ones 
ee ee I Se as ee ee j ee 
ss eee S| le eee _ ree 2 an 
| Ee ee ee . Rea Par. 
3 eee eae oe oe KK 
Re gd os yee, a eh es ae 
oo. ogee. eg ae heed 
| Be 22 3 A MEE me > eae gfe 
OY eer ee a ee ee ee 
ee ee oe eee es ee ee ‘(oe 
o> ye ee i. ig ai ee 
ed SS ce en 2 Cr ae Pate 
ee) ee, aac a ee MER eer Coe a. 
Oe ee ee a a eg ee es hes ce 
ee ~ Tes: <= eae Se eA ee ‘escent ee end 
e . oY o_o. AR ihre Wy ge eg eae eae 
oe fate ee aS ioM Ce aoe ee re .. yo : 
eames 2) aes rate ae a a 
see rt Uae ie ee Os ae 
a eres | conan or es i a Bie 
' Ae Se Nee 2 hos, OSs caer ea ae se “she ae 
he "RIE oc rR oe 2g eA . .  e aon 
2 Sea Dee Ts Ose Cee ere Bee al ite a 
es Be Oe ae ee ees 2° ars 
4 ee "See tae eS ye Beh 4 ie as ia ee 
| oe eas eee ewe eet laa ae ee (208 (fae 
2) ee tee ao ae ced : De oe ed aS ae 
coe > ee eee Babs) oa ice ee 
ce. Pe Be. eee ee gr bs eae Asters 
1S ot Hie A eee a eee ee bre i x 
Py ihe ee as ier ee hig ay ‘, ort 5 ee 
pete es. Bea), | =e Seo a Sa Ee is! a 
eee see ee hate 2 a 
= ea ioe) (ee Pe ee. 
: pee : ies J a> “ie oe e. ee lane ee 
of ae. eee Boe oe pe 
~ ee ee Pee ee ae % Be a. ti ek 2 ee 
2S ee 2 Ro. sock. irae ae ae or 
= Miss Miata saci: <a eS .) ee ae . - 
S aed - “ae Gea Bl igh is a ae 3 : os 
i. res Oe in” 2 : 
5, ee eta. ae og "ec oe, aris : 
ae fe eee ae ee Ce -_ ae a 
< ee ee ae aco g ees, ‘ 
ioe Mee sige ee a 7 ge = were me a 
Dame e SOOE ie hers en als eae oS eae eee 4 
Se a a Sie Wwe ae Sa Bes Yer yet ae sae ie “Tan ( 7 : 
ces be eae | eh Ae Sa aa il.) ae Res 7 
an Pa ge ree ite aa, jaws 0 Se ee ee, it: 
. 5 
: 
ri 
- it 
Ba: os) UN Sos 5c ee Be re em SS RR ee ee ot Pegs >. eS |. LAR RRs: ne nee ae ee eee aes 
_ a - be ferment ie : ps ee ee | ea i iy Bee ee eee ee ade. 5 ene a ea Sr a 
et aie Soe ake = a ee eS ee ee ee ee eee ee ie Reema). 2 sal: ae ee. Fe 
nae URE WT, carey |p ea eo eS ic oe ne A eget ean ae ‘hat : eet ‘- te Le 2 Se Oo pt Rend 
0 ne cone Eames. Se ee ee OSS ee es ee 
& — a ae iy | Pes Li) og fy tee ‘; — 4. ae Ie # mo = | = P= Tae ee. o7 a rs é 


2 

% 7 

be 

% ' 
: 
* 
id 
te 
% 


AND COMMUNITY LEADERS TAKE 
ye baat IN PURCHASING EQUIPMENT, SU 
RYVICES FOR THEIR BUSINESSES AND FOR GOV. 
lay: SCHOOL, er MGsritat, No 


Federal Data Users 
Form Group to Urge 
Improved Statistics 


WaAsHINcGTON, Nov. 20—In a move 


times in recent years when Con- 
gress failed to appropriate funds | 


for important studies, including | 


Advertising Age, November 26, 1956 


‘the regularly scheduled censuses | 


of business and manufactures. 
The group indicated it would ul- 


|timately employ its own fulltime 


to level out the “boom-and-bust” | director and staff, with a budget 


flow of federal statistics, repre-_ 
sentatives of 67 business, labor, | 
agriculture and non-profit organi- 
zations have joined in setting up 


Federal Statistics Users’ Confer- | 


ence, a non-profit organization to | 
work with governmental agencies 
and the Congress in developing a) 
long-range program of statistical | 
information for mutual use. 
Sponsors of the organization ex- 
plained that the need for a top 
level group to speak for the users | 
of statistics was pointed up several | 


of $50,000 to $75,000. 


= Among the advertising and mar- 
keting organizations already af- 
filiated are ADVERTISING AGE, As- 
sociated Business Publications, 
Curtis Publishing Co., Farm Jour- 
inal Inc., Jefferson Standard 
Broadcasting Co., Look magazine, 
McCann-Erickson, McGraw-Hill, 
Market Research Corp. of America, 
McKinsey & Co., A. C. Nielsen Co., 
|Stuart Rice & Associates, Elmo 
|Roper & Associates and Standard 


PROGRESS Plate Making Company 
923 Filbert St., Phila. 7, WAlnut 2-0447° 


LET'S HAVE NO MORE HOCUS-POCUS 


This is a straightforward statement about plastic 
plates. We make it in our own behalf, and also in 
behalf of our industry; for the integrity of our industry 
seems in danger of being smeared by some who appear 
to be trying to wean customers away from their com- 
petitors by claiming secret formulae and methods and 
by making a¢cusations of inferior quality being foisted 
onto agencies and advertisers. 

The truth is: There are no secrets about plastic 
plates, and coined trade names do not endow these 
plates with superior qualities. 

Many members of the plastics and graphic arts 
industries —including the builders of plate-making 
equipment — contributed their knowledge, efforts and 
dollars toward plastic-plate research and experimenta- 
tion. It was cooperation—not the work of any indi- 
vidual—that made this important graphic arts de- 
velopment the practical reality that we know today. 

Now, there are a number of plate-makers produc- 
ing top-quality plastic plates. These plates are top 
quality because, as a whole, the members of our in- 
dustry are experienced craftsmen and know how to 
achieve quality with plastic. 

Moreover, these plates are top quality because the 
basic material — Vinyl Resin (popularly known by the 
trade name of “Vinylite”) —has good molding prop- 
erties. And this is true of virtually all Vinyl Resins. 
They all are manufactured in just about the same way, 
and the plastics industry is as sincere in its effort to 
produce top-quality plastic as our industry is sincere 
in its effort to produce top-quality plates. 

Similarly, the Phenolic materials used to produce 
the matrix which is the middle step between an elec- 
trotype pattern and a plastic plate are top-quality 
materials. Like Vinyl Resins, Phenolics are synthetic, 
and there are no secrets about them. They all are 
produced in just about the same way . . . and they are 
used by platemakers in just about the same way. 


ABOUT PLASTIC PLATES 


Now, let’s consider the electrotype pattern which, 
after all, is the foundation for a plastic plate. 

To a large degree, the pattern cannot be any better 
than the original engravings and typematter which are 
its foundation. Consequently, to a large degree, a 
plastic plate cannot be any better than its pattern. 

There are a number of fine houses turning out 
excellent original engravings properly etched and 
routed . . . a number of fine houses turning out excel- 
lent composition . . . and a number of fine houses com- 
bining these into properly routed, excellent electrotype 
patterns which, in turn, produce fine plastic plates. 

We know this to be true because many of these 
composition houses, electrotype houses and plate 
houses are our competitors . . . and, frankly, the ex- 
cellence of their work helps keep us on our toes and 
constantly maintaining—and even improving —our 
own quality. 

Yes, we of the Progress-Hanson-Progressive Group 
have a reputation for quality. /t goes back more than 
a century, for it began with the founding of Hanson 
Company, our electrotype division. 

There is ample evidence of this quality available 
daily in the pages of newspapers and magazines from 
coast to coast where you can see the results of PHP 
workmanship: The results of Progressive Composi- 
tion, of Hanson Electrotypes, of Progress Plates, 
Progress Plastic Plates, Progress Mats, Progress 
Dealer Mats, and Progress R.O.P. Color Mats. 

It is possible that you have every reason to be 
completely satisfied with the quality and service you 
are receiving from your present type, electrotype, 
and plate suppliers. However, if there should come 
a time when you consider making a change, we invite 
you to investigate the teamwork of our three-company 
team under one-company management. 

Meanwhile, we urge you to guard against becoming 
confused by hocus-pocus. 


PROGRESS PLATE MAKING COMPANY 


os 913-23 FILBERT ST., PHILADELPHIA 7, PA. 


WAlnut 2-0447 


$ THE PROGRESS « HANSON ¢ PROGRESSIVE GROUP 
PHILADELPHIA « NEW YORK ¢ WILMINGTON ¢ BALTIMORE ¢ WASHINGTON 


oreo ewceene 


HANSON Electretype Company 
Sth & Sansom Sts., Phila. 7, WAlnut 2-5567* 


*of course, any of the three can be reached by one call ' 
NEW YORK phone: MUrray Hill 2-1723 « WILMINGTON phone: Olympia 5-6047 « BALTIMORE phone: SAratoga 7-5302 » WASHINGTON phone: EXecutive 3-7444 


PROGRESSIVE Composition Company 


9th & Sansom Sts., Phila. 7, WAlnut 2-2711* 


An important announcement about the 


Big Expansion 
“KROEWLER 


FURNITURE 


Nom Rrectiher tates amcor hig tee crndiemarh ill he emptied oe peewee de 
ee i ers 
eit te ts he rca heme 4 tee as atc 


Knns me Werte Lergess Ferwitare Mosafesteree 
EXPANSION—Kroehler Mfg. Co. an- 
rosea. its purchase of the furni- 
| ture division of Mengel Co. in this 
| page appearing in trade papers. 
Henri, Hurst & McDonald, Chica- 
go, Kroehler’s agency, will also 
handle advertising for the new 

division. 


Rate & Data Services Inc. Among 
the national advertisers were 
Bristol-Myers, Coca-Cola, Fire- 
stone, General Foods Corp., Gen- 
eral Mills Inc. and Gillette. 


® Trustees elected to represent 
business were Dr. Ralph W. Wat- 
kins, vp of Dun & Bradstreet; 
Charles W. Smith, McKinsey & 
Co.; E. J. Carroll of Merck, Sharp 
& Dohme; Vincent Perry, General 
Foods, and John Boatwright, 
Standard Oil Co. (Indiana). 
Trustees for labor are Peter 
Henle, assistant director of re- 
search of CIO-AFL; Nat Weinberg, 
International Brotherhood of Elec- 
trical Workers; Lezare Teper, In- 
ternational Ladies Garment Work- 
ers; Herb Perry, United Automo- 
bile Workers, and Solomon Barkin, 
Textile Workers Union. The agri- 
cultural group elected only two 
trustees, Herman H. Maag of the 
Missouri Farm Assn. and Mrs. 
Cc. V. A. Wyman of Farm Journal. 
No trustees for the non-profit as- 
sociations group were elected. 


Kerker Peterson Names Three 

Kerker Peterson Hixon Hayes, 
Minneapolis, has appointed George 
E. Duffy an account supervisor 
and Charles F. LaMantia an art 
director. Mr. Duffy formerly was 
an account executive of Campbell- 
Mithun; Mr. LaMantia, who form- 
erly was with United Airlines and 
Minnesota Mining & Mfg. Co., will 
mainly handle 3M art direction. 
The agency also has elected Rob- 
ert E. Marlow, director of the 
Kerker Peterson media depart- 
ment since 1952, vp in charge of 
media and research. 


Philco Promotes Nagy 

Phileo Corp., Philadelphia, has 
appointed William J. Nagy adver- 
tising and promotion manager of 
its accessory division. Mr. Nagy, 
formerly electronic district man- 
ager for the southeastern division, 
succeeds William J. Horn, who has 
been named advertising manager 
of Philco’s appliance division (AA, 
Nov. 5). 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our. 


INSURANCE 
devised especially to take the pete 
out of these cases. it’s es 
inexpensive ond it does job 
i) 


iarcvae’ REINSURANCE 


CORPORATION 
INSURANCE EXCHANGE — 


KANSAS CITY mISSOUR: 
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magic Formula for Most intensive readership and Greatest Advertising Results i 


UNMATCHED READERSHIP — as proved by every 
published survey. 


UNMATCHED READERSHIP — as proved by spon- 


taneous reader response. 


EXTENSIVE COVERAGE—23,000,000 subscribers in 


39 major markets. 


INTENSIVE COVERAGE—80% to 99% family cover- 
age. 


TIMING FLEXIBILITY — “When they are skiing in 
Buffalo, the azaleas are blooming in New 
Orleans.” 


MERCHANDISING FLEXIBILITY — can fit your mes- 


sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


IDEAL FOR TESTING — use any of the 39 major 
markets. 


LOCAL EDITING ond GRAVURE reproduction 


"you'll find that you're in the rotogravure” 


And each week thousands of others do—see themselves and neighbors 
— the fascinating facts about the places and things near them mirrored 
in their own home edited gravure magazines. 

The familiar popular song echoes a fact unchanged for an entire 
generation for newspaper readers (and that’s everybody) the fact 
that there’s something special about the Sunday rotogravure section. 
It carries the newspaper’s prestige plus something extra. 

There are now 50 of these home owned newspaper magazines. They 
appear in 39 of the country’s foremost markets and are welcomed into 
over 23,000,000 homes. All have two essential qualities in common. 
Appealing gravure reproduction and skillful, on-the-scene editing. 

It follows inevitably that these magazines represent a new dimen- 
sion in newspaper advertising, a powerful, flexible, deeply penetrating 
vehicle for your sales message. 


GRAVURE MAGAZINES 


Twelve of the best of the 50 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH * DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL 
NEWARK MEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 
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Dow Exec Says 


nnouncing... TV Wrapped Up 
We at Dot Engravers Incorporated, are proud to announce Saran Success 


the opening of our Nicut Suop, another addition (Continued from Page 2) 


to our service to the Graphic Arts. there was handling difficulty (44% | | 
id of housewives had trouble with 

We extend a hearty invitation to you, to request “cling,” oo sticking, eyo — 
: : : static electric charge, but only : f } 

one of our technical representatives to acquaint you who bought it discontinued buying &, : es 


with our facilities and know-how for that reason—and besides, cling 
in the production of advertising materials. is one of the product advantages) ;| sown w. JOHNSON, formerly assist- 
and selling points (it kept things| 44+ public relations manager— 
fresh, it was transparent, and it d isi 
@, E. Sp una). advertising and promotion—of 
od UY?2UWEHS, Ve» Research also showed that there Chance Vought Aircraft Inc., Dal- 
was little difference in use between | 48, has been advanced to director 

600 WEST VAN BUREN STREET upper and lower income groups.| Of advertising of the company. 
And it showed that television was 

CHICAGO 7, ILLINOIS the best medium for the product. 
-5367 kets had heard about it on televi- 
nt ailing = “More than half the people who/sion. This was followed by word 
knew about Saran in the Ohio mar-/| of mouth, by seeing it on the store 
shelf and by newspaper and radio,” 
he reported. After six weeks on a 
multi-sponsor cooking show, half 
the urban housewives in test mar- 
kets were familiar with Saran, and 
half of these had learned about it 

through tv. 

Mr. Frisselle reported phenom- 
es enal success in forecasting. The re- 


: ; search department figured it could 
‘ sell 45,000,000 rolls a year; in 1956 

J : it hit 47,000,000 rolls. Because tv 

‘i J ae was expensive on a market-by- 


market basis, in the company’s 
opinion, it was decided to go na- 
tional all at once. It bought “To- 
day,” “Kate Smith Show,” and 
“Show of Shows” with Caesar and 
Coca (“These shows did an out- 
standing job for us”). It also went 
into This Week Magazine, to get 
package color identification. 

At the same time, it went 
through 55 food brokers, and by 
May of 1954 it was in 70% distri- 
bution. 


“ 3 “ q ® Now the company shifted into 
NO OTHER MARKET IN = az paper Paes. gp Benge > 
ae ha from participating tv to full spon- 
THE UNITED STATES —— as sorship of a nighttime show, mov- 
: i 3 ing into magazines from Sunday 
ENJOYS THE TYPE OF TRADE : Be r #2 supplements and beginning in-store 
ey a . hs oS promotions. 

-RELATIONSHIP BETWEEN WHOLE- Se ee NBC offered “Medic”—right op- 
i ae : posite “I Love Lucy.” Dow gam- 
ALESMAN — Bes a ; bled and won, although Mr. Fris- 
SALE BUYER and S. , . odie: Suanis tee aameten Gas 
E ef Wee 3 ; frightened of public reaction to the 

BASED ON MUTUAL INTEREST ae es — grisly content of the show. 
: Accordingly it bought special au- 


and INTEGRITY AS THE ) dits to give a warning “which 


would enable us to get off the air 
GRAND RAPIDS MARKET IN as sponsor very fast if public re- 

action to the show was adverse.” 
” With Trendex, Nielsen, NBC and 
WESTERN MICHIG the Los Angeles Medical Assn. all 
set to report reaction, “We put a 
couple of million dollars on the 


foods ‘perishables line, lit the fuse, and stepped back 
poce and 16,000 ee d operation. —holding our breath, with our fin- 


space, and will house a completely 
gers in our ears.” 


| The show was a success, liked by 
No other newspaper enjoys the relationship with readers and advertisers 95% of the people who saw it. “In 
alike in this booming western Michigan market. Your product can be my mind at least, this experience 
sold thoroughly and economically with a single newspaper . . . The Grand has laid to rest forever the miscon- 
Rapids Press . . . a newspaper that offers you metropolitan coverage in ception that the average American 


. * has the intelligence of a 12-year- 
more than 9 out of 10 homes. . . with a circulation of 114,970* . . . 65,399 old child,” Mr. Frisselle said. He 


more than any other west Michigan daily. reported, as other company execs 
*ABC Pub. State. 3-31-56 have, that Dow got out of “Medic” 
through no dissatisfaction, but to 


CAN URS WITH YOUR CAMPAIGN IN jon, magazines and other media,” 
ewe me in order to consolidate its position. 


The Grand Rapids Press ee ae 


$250,000 in market research and 

talked to about 14,000 customers. 

Today Saran wrap is known by 

' ny 80% of U.S. housewives, has been 

be bought by 50% of them, and 75% 

COVER WESTERN ven . of those who have bought it have 
MICHIGAN WITH : : oa bought three or four rolls. 

COLOR . 7 — Dow went into a market domi- 

THE BAY CITY TIMES THE KALAMAZOO GAZETTE ; ay THE FLINT JOURNAL THE GRAND RAPIDS PRESS nated by 30 competitors. After two 


R.0.P, COLOR DARY THE SAGINAW NEWS JACKSON CITIZEN PATRIOT oe THE ANN ARBOR NEWS ©THE MUSKEGON CHRONICLE years in national selling, it has 
, 12% of the total market and is 


selling at a 47,000,000-roll clip. 


ie aah A REPRESENTATIVES: «© © 


® Ralph Winslow, vp of marketing 
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of Koppers Co., told the group that 
the venerable advertising slogan, 
“The priceless ingredient is the 
reputation of the maker,” sums up 
the relationship of public relations 
to marketing. 

“Once the roadblocks of opposi- 
tion, prejudice and misunderstand- 
ing have been removed, through 
influencing the attitudes of a lot 
of people whom salesmen and com- 
pany executives will never know, 
the direct approach of personal 
salesmanship, advertising and sales 
promotion has a much greater 
probability of paying off at the 
box office,” he said. 

Aside from its role as a hand- 
maiden of marketing, public rela- 
tions can also be a vital tool in 
market development, Mr. Winslow 
emphasized. 

“Programs like Operation Home 
Improvement, sponsored by lum- 
ber dealers, use public relations 
techniques to encourage home 
owners to repair and improve their 
homes. While this program stimu- 
lates home improvement—a defi- 
nite good—it also expands the mar- 
ket not only for lumber, but also 
for countless other products,” he 
said. 


R. F. Adams, Paint 
Field Publisher. 
Is Dead at 75 


Cuicaco, Nov. 20—Raymond F. 
Adams, 75, retired editor and pub- 
lisher of Paint, Oil & Chemical Re- 
view, died Nov. 16 in Evanston 
Hospital. 

Mr. Adams, who lived in sub- 
urban Evanston, published the 
magazine from 1918 until last 
year. He was nationally promi- 
nent in the paint industry and its 
trade associations. 

He was born in Galena, IIl., 
where his grandfather, John 
Adams, was an alderman and 
mayor in the 1850s. 


H. J. CRAWFORD 

Cuicaco, Nov. 20—H. James 
Crawford, 55, western manager of 
First Three Markets Group, died 
yesterday in his home. He was a 
native of Des Moines. Mr. Craw- 
ford joined the classified adver- 
tising department of the Chicago 
Tribune in 1921. He also worked 
in the classified display and gen- 
eral advertising departments of the 
Tribune. He was appointed west- 
ern manager of the First Three 
Markets Group eight years ago. 


W. F. QUARRIE 

New York, Nov. 20—William 
Frederick Quarrie, 78, retired Chi- 
cago publisher, died here Nov. 15. 
Mr. Quarrie formerly was presi- 
dent of the Quarrie Corp., pub- 
lisher of World Book and Child- 
craft Encyclopedias. The company 
was sold to Field Enterprises Inc. 
in 1945, and its publications now 
form the educational division of 
Field Enterprises. Mr. Quarrie 
served as treasurer of Hanson, Bel- 
lows Co., Chicago, from 1907 to 
1914, and was president of School 
Methods Publishing Co., Chicago, 
from 1914 to 1918. 


ALBERT BAKER 
PataTKAa, Fia., Nov. 21—Albert 


‘Beverly Baker, 58, editor and pub- 


lisher of the Palatka Daily News, 
died yesterday of a heart attack. 
A native of Canada, Mr. Baker 
was graduated from the University 
of Ontario. After working on news- 
papers in Canada for a time, he 
came to Florida 30 years ago and 
started his career here as a re- 
porter on the Daily News. He be- 
came editor about 20 years ago and 
publisher a few years later. 


HUGH H. TROTTI SR. 

Attanta, Nov. 20—Hugh H. 
Trotti Sr., 67, retired vp of the 
Atlanta Constitution, died at his 


home here yesterday. He joined 
the Constitution as assistant cash- 
ier in 1910 and retired as vp in 
1954. Mr. Trotti was active for 
many years in the Southern News- 
paper Publishers Assn. and the 
Georgia Press Assn. 


Hobby Buys Share of KFDM-TV 

Former Gov. W. P. Hobby, 
chairman of the board of the 
Houston Post Co., has notified the 
Federal Communications Commis- 
sion that he expects to exercise his 
option to buy a 32%% interest in 
KFDM-TV, Beaumont. Mr. Hob- 
by’s interest in the station was the 
basis of a successful effort by the 
Enterprise Co., owner of the Beau- 
mont Enterprise, Beaumont Jour- 
nal, and KRIC(am and fm) to re- 
open the contest for the channel 
which it had previously lost. Mr. 
Hobby’s company owns the Hous- 
ton Post, KPRC (am and fm) 
and KPRC-TV, Houston. 


Musical notes 
above a life-size full-color 
likeness of Horace Heidt... 
give high visibility to both 
Swift products and television 
program ...serve as plus 
promotion in localities where 
bandleader is playing. 

Floor Merchandiser 

Design by Leroy Hopkins 
Photograph by Tom Kelley Studios 
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Diamond design and actual 
flashlights provide dynamic sell- 
on-sight counter card for Bright Star 
flashlights ... easily picked off card 
by customers, and easily replaced 
by dealers. 

Design by Raymond Loewy Associates 


12 Display Awards _ 
to Einson-Freeman — 


1956 LNA competition 


Test marketing a new product Johnson 

& Johnson employs this eight-color vacuum 
formed counter card, which serves as 
background for actual product display. 
Counter Merchandiser 


» Design by Stuart Leech and William Armstrong 
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U.S. Doctor Hits 

Grove's Citroid 

as ‘Ineffective’ 
Cites Medical Journal; 


Grove Says Research 
Results Due This Week 


HOLLywoop, Fra., Nov. 20—Cri- 
ticism of the advertising used for 
bioflavonoids—better known as 
cold tablets—has been directed 
against the tablet makers by a 
Food & Drug Administration doc- 
tor. 

Speaking before the convention 
of the National Wholesale Drug- 
gists Assn. (for other news of the 
meeting, see story on Page 40) last 
week, Dr. Albert H. Holland Jr., 
medical director, bureau of medi- 
cine, FDA, commented that pos- 
sible “problems of health have be- 
come confused with questions of 
wealth...” 

“I should like it to be infallibly 
clear,” the doctor stated. “We in 
the Food & Drug Administration 
are concerned only with the facts. 
If the bioflavonoids or any other 
medication were really demon- 
strated to be effective or beneficial 
in the treatment of the common 
cold, we would have no concern. 

“In this instance, however, the 
evidence at hand, perhaps regret- 
tably, does not support the extra- 
vagant claims made for their use 
in the common cold. They may 
well be beneficial for some other 
medical conditions, but I am sorry 
to have to report that a cold is still 
a cold, and facts are facts. Perhaps 
the question to be posed is, ‘What 
is a hoax?’” 


® Dr. Holland read an editorial 
which appeared in the Feb. 2 issue 
of the New England Journal of 
Medicine, criticizing medical ad- 
vertising techniques used by cold 
pill manufacturers. 

Although no company was men- 
tioned by name in the talk, a 
spokesman for Grove Laboratories, 
maker of Citroid cold tablets and 
the largest bioflavonoid advertiser 
in the business, commented that 
he hoped Dr. Holland had had an 
opportunity to read the very latest 
research findings on flavonoids, re- 
ported in articles in the October 


in part, as follows. 

In recent years of plenty, 
if not of peace, a thoroughly 
up-to-date sales technique has 
evolved to launch a new phar- 
maceutical preparation direct- 
ly at the American people, 
with only a passing nod at the 
medical profession on the way 
by. The technique itself is 
simple enough—it is a busi- 
ness version of don’t fire till 
you see the whites of their 
eyes, and then let them have 
it. It involves a mass blast at 
a gullible public by newspa- 
pers, radio and television. 


® A disturbing note arises, 
however, when the “D Day” 
technique is brought into the 
area of medicine and pharma- 
ceutics. Since it is purposely 
designed to overwhelm cus- 
tomer sales-resistance, it must 
dispose of the advance out- 


posts of the medical profes- 
sion. From a business point of 
view, physicians can be easily 
out-smarted. . . They are sim- 
ply to be by-passed like whis- 
kered veterans guarding the 
vestiges of a Maginot line that 
doesn’t really count for those 
in the know. 

One of the most spectacular 
examples of the rocket tech- 
nique in medical advertising 
announced the arrival of the 
antihistamines. Any doctor 
who didn’t have a knowing 
look on his face when he was 
told about them at a cocktail 
party—having been too busy 
to read the morning newspa- 
per or the new Reader’s Digest 
—was something of a relic— 
“But, my dear, they’re won- 
derful. I’m always due for a 
cold by this time.” The anti- 
histamines were ideal products 
for slick merchandising meth- 


Advertising Age, November 26, 1956 


ods. 
The new refinement used 
recently to launch another 
cold cure called for the use of 
a Nobel prize winner and im- 
plied that his research resulted 
directly in the conquest of this 
common affliction. A final bit 
of tinsel calculated completely 
to disarm the by-now bewil- 
dered family physician was 
the part of the advertisement 
advising the customer to ask 
his doctor about the new rem- 
edy: 


® “He knows that unlike anti- 
histamines and so-called 
miracle drugs, which have 
sometimes caused unpleasant 
side-effects such as drowsi- 
ness, upset stomach, dizzy 
spells or skin rashes,” the in- 
gredients of the new com- 
pound “have been conclusive- 
ly proven to be absolutely 


safe and free from ill effects.” 
This degree of combined safe- 
ty with a pain killer and anti- 
virus factor results in a rem- 
edy beyond ordinary belief. 

It was practices of which 
this campaign is reminiscent 
that in the past led to the 
promulgation of statutes and 
ordinances culminating in the 
Food, Drug & Cosmetics Act 
and similar restrictive and 
regulatory machinery. The 
time is approaching when it 
will become necessary to take 
another hard look at the sit- 
uation as it is developing and 
attempt to apply some effec- 
tive remedies to protect both 
the profession and the public. 

But the greater tragedy of 
these developments is their 
reflection on the attitudes and 
leadership of both business 
and the not entirely unknowl- 
edgeable lay press. 


Accordion panel seven feet wide gives 
Schenley a dominant display anywhere. 
End panels can be folded or knifed 

for use in smaller space. 

Flat Plane Window Display... 

Design by Charles P. Englebardt and 


Bishop McLeod 


The falling drop seems suspended in 
space...an illusion (firmly based on invisible 


netting) that makes a startling display 
for a McCormick Vanilla product bin. 
Combination Displays 

Design by Stuart Leech, art by Ben Harris 
Bin, not shown, by 

Gibraltar Corrugated Paper Company 


and November issues of Industrial 


Medicine & Surgery. 
Text of the editorial which Dr. 
Holland read to the convention is, 
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Two giant steins jiggle with floor vibrations, 
give animation to this Miss Rheingold 

pole stacker ...and activate buying impulses. 
Floor Merchandiser... Photograph by Paul Hesse 
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to the big Coast Guard 
procurement and consumer 
markets is through 


MAGAZINE 


U. S. Coast Guard Magazine is the ONLY publi- 
cation which puts its sights EXCLUSIVELY on 
the Coast Guard. It insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover- 
age of the military market. Write now for sam- 
ple copies, rates and information. 


Some Chrysanthemums for Our Competitors 


While Alfred Politz was still a schoolboy, 
EF salesmen were using shoe leather and gray 
matter researching displays. They made traffic 
. counts and sales checks; studied store 
| layouts, retail routines, buying habits, 

me and distribution problems. They still 
do—to find out how to make and use 
display more effectively. 

Ever since, Einson-Freeman has 
been selling displays via selling ideas. 
To the salesman who depends upon such time 
honored procedures as building up brothers-in- 
law, heavy entertaining, competitive bids, and 


Bump into almost any lithography salesman, 
in any bar, church social, or Phi Beta Kappa 
convocation ...and he can tell you what’s wrong 
with Einson-Freeman. 

The total of projects and vagaries attributed 
to us is flattering, would require a much larger 
organization than we are. In particular many of 
our competitors don’t like our selling... 


PUBLISHED. BF ~ 


A LONG time ago, we came to the conviction 
that display was not a printing order, but an 
advertising medium that should make customers 
and not merely occupy a window. 
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Movie Ads Need Policing, But It’s 
Industry’s Job: Spinrad Newsletter 


Publication Hits Back 
at Criticisms in AA 
by Woolf, Bedell 


New York, Nov. 20—“The per- 
centage of truth in the vast volume 
of motion picture advertising is at 
least as high and probably higher 
than that of the book publishers,” 
argued Leonard Spinrad’s “Motion 
Picture Newsletter” this week, fol- 
lowing the appearance of attacks 
on motion picture copy by James 
D. Woolf and Clyde Bedell in Ap- 
VERTISING AGE Nov. 12. “Nobody 
condemns book publishing in gen- 
eral for the sins of some of the 
more sensational book advertis- 


ers,” the newsletter declared. 

“Nobody condemns the entire 
drug industry for the amazing 
claims of some advertised patent 
medicines. Yet they condemn the 
movies. 

“This becomes a public relations 
problem. Its cumulative effect is to 
hurt the reputation and public 
standing of the movies, if it goes 
unchallenged. 

“No single company should un- 
dertake the reply. The Motion Pic- 
ture Assn. should do so, and it 
should not merely reply and refute 
the charges as they arise. The 
MPA should deliberately police 
commercial advertising by the film 
companies, under the provisions of 


MENTIONABLES—These 17’ girls display the latest fashions in founda- 
tionwear—right out on a Chicago street. The 17 x 40’ painted bulle- 
tin is attached to a Formfit Co. plant. According to General Out- 
door Advertising Co., the explicitly ungowned girls are the only 
ones to appear on an outdoor sign in the Chicago area. 


its advertising code. tion of the movies, protest the 
“It should also police the reputa- | misuse of stars’ pictures, of Holly- 


products... 


quantity discounts ...the employment of ideas 
is not only irregular, but downright unethical. 

Sometimes we feel that our competitors have 
made Einson-Freeman far better known than 


our own modest efforts! 


More recently our industry has afforded us 
a wonderful opportunity —in the Lithographers 
National Association Competition. 

In this industry show, the best production of 
the year is rated by juries of advertisers and 
agency principals, art directors and artists. 

In six LNA Competitions, Einson-Freeman 


Miscellaneous Displays 


Art by Jack Hines 


Gallery of beauties atop a red and white 
striped pole is a group display for four Toni 
. and focuses on jumble stand below. 
Combination Displays... Base, not shown, by 

Gibraltar Corrugated Paper Company 


Baseball mobile scores for 
Ballantine Beer. The economical 
Rotair mobile (patented) is 
punched from flat board, plays a 
long season “once up, too 

much trouble to take down.” 


Design by Charles Barnes 


has won many more display awards than any 
other lithographer. 

In 1956, in competition with 73 leading 
lithographers...of the 42 display Awards, 
12 were won by Einson-Freeman! 

(Plus an Award for the color reproduction of 
a Grant Wood painting. ) 

To the LNA, we proffer our sincerest thanks. 


Contest Display for the 1956 

Miss Rheingold aspirants gets 
admiring glances in windows or stores, 
plus a perennial preference for 
Rheingold Beer. 

Flat Plane Window Display 

Photograph by Paul Hesse 


To advertisers not familiar with 
Einson-Freeman thinking and 
display production, we can 
Suggest no better reference 
than the 1956 LNA Awards. 
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wood as an adjective, etc., by non- 
movie companies. It might do well 
to set up under the very name a 
Truth Squad to set the record 
straight. 

“As for ApvERTISING AGE, it 
might be well for the MPA to fur- 
nish this publication with an in- 
dustry-by-industry compilation of 
the Federal Trade -Commission’s 
cease and desist orders re mislead- 
ing advertising. 

“Some soul searching by movie 
advertising people is in order,” the 
newsletter said, “where a couple of 
pictures in particular have been 
deliberately distorted and falsified 
in the advertising. The success of 
these pictures is being cited in 
some trade circles as proof that it 
pays to fool the people, but most 
advertisers have learned that you 
can’t keep on fooling the customers 
for too long. 

“But this is no indictment of the 
entire industry. As a matter of 
fact, it will be a far greater indict- 
ment of the industry if it takes 
the false charges against it lying 
down.” 


® Earlier, Mr. Spinrad (who was 
once public relations department 
manager for Warner Bros., in New 
York, before launching his news- 
letter) called Mr. Bedell’s column 
a “diatribe,” but added, “The on- 
slaught against movies in Apvrer- 
TIsinGc AGE should not be dismissed 
because of the character of some 
of the criticism. ADVERTISING AGE 
is a responsible and well-edited 
publication. The fact that it de- 
votes space to this subject is in it- 
self a4 symptom of the extent to 
which movie edvertising has be- 
come the slum of trade conver- 
sation.” 


Farr to Southwestern Drug 

Fred E. Farr has joined South- 
western Drug Corp., Dallas, as di- 
rector of advertising and sales 
promotion. Mr. Farr, formerly a 
vp of Sanders Advertising Agen- 
cy, which handles the Southwest- 
ern Drug account, also will handle 
advertising and sales promotion 
activities for Red Arrow Labora- 
tories, an affiliated company. 


Du Mont Joins Smith 

T. C. Du Mont, former editor of 
Materials & Methods, has joined 
Harry W. Smith Inc., technica! 
publicity organization, New York, 
and will develop a department 
specializing in metalworking and 
engineering and materials ac- 
counts. 


Finer Balloons 


That Build More 
Good Will 


Constant printing research has kept 
us years ahead of our competitors 
. you get balloons with clear easy- 
to-read ‘mprints. All Qualatex bal- 
we are test-inflated . . . we know 
hold air. Phone Betty Wolfe at 
Wi lard, Ohio, 231 for our prompt 
personal service. 
Mall Coupon Wow For FREE QUALATEX Balloon 


Information. 
The PIONEER Rubber cola 
408 Tiffin Road l 


Willard, Ohio 

Please send me: 

(C Nome of my nearest QUALATEX 
Distributor. 

0 Free “Advertising Balloon Fact 
Pack” (ideas, somples, prices and 
imprint worksheet). 
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‘56 Campaigns Were 


Deep South Progress Edition warren” ag 


New York, Nov. 22—As show 
business or as advertising, the 1956 


Scheduled Sunday, January 27, in New Orleans political campaigns were a com- 


plete flop. 
Once again The Times-Picayune New Orleans States presents its spec- gina cia ee agnor 
tacular Deep South Progress Edition—celebrating advancements in in- cy copy chief (Lennen & Mitchell) 
dustry, oil, shipping, construction (you name it!) in the great Gulf and later wrote a satirical novel, 
South area, which has seen fabulous growth. The whole story will “The Golden Kazoo,” about a na- 
be here—an excellent setting for your own message telling your part tional election dominated by ad- 
in the region’s advance. For rates, other information, wire collect to “Shsune ia er ae tk ee , 
Fans S Murray, Advertising Director, or ask any Jann & Kelley, The Mablon, Mir. Gaensler Sound 
et ¥ the campaign “lavishly extrava- 


- - gant in its expenditure of money. 
cayune 18 ay Otherwise, and it grieves me to so 

. report, as a sales-promotion job it 

was a flop. The campaigns of both 

Lafayette Square, New Orleans 4 parties, the whole show, came out 


as a dismal flop. And yes, students, 


Its Beer as Beer 
Should Taste ! 


me, tu 


Six-pack carton is held by the 1956 
Miss Rheingold, who is barbecue-ing for 
her favorite sponsor, above a bin of 
Guess-Whose Beer. 

Combination Display 

Photograph by Paul Hesse 

Bin, not shown, by 

Gibraltar Corrugated Paper Company 


Display in depth in this imaginative candy 
cupboard of Lovell & Covell is actually a 
die-cut single plane of artfully printed board. 
Multi-Plane Window Display 

Design by Mary Blair and Philip Kaplan 

Art by Mary Blair 
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- Eimson-Freeman Co. 


' Starr& Borden Avenues Bir ser Se 
Long Island City, New York INSTANT SWANS DOW. 
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Guiding missile to Swansdown Cake Mix 
in food stores ...is this attractive eight-color 
poster. Carried by salesman in the tube 
which becomes its support, easily set up, 
optically outstanding, sales effective. 

Floor Merchandiser 

Design by Alexander Schoenfeld 


ci 


it is possible for a political cam- 
paign to take 457 electoral votes 
and still be lousy. . .” 

There were lots of gimmicks, he 
reports. “They tried to do half of 
the job—with girls, dogs, wives, 
kids, birthday parties, Jimmy 
Stewart, elaborate stage sets, home, 
Jehovah and all the other atten- 
tion-getting devices. They never 
learned that the promotion job 
isn’t complete until the commercial 
comes through loud and clear. 


a “It never did. It came through 
as a confusing welter of slick 
words and phrases, as a long suc- 
cession of ‘issues’ which changed 
and multiplied day by day, as a 
hodge-podge of slogans, of which 
not a single one either had the 
validity or was given repetition to 
become a respectable sales pitch.” 

Mr. Schneider finds fault with 
both parties on basic presentation: 

“Republicans deliberately—and 
ostentatiously—disassociated their 
showcase product from the rest 
of the line. 

“Democrats restyled their top 
product, not into an advanced 
model, but into a bad copy of their 
old 1948 item.” 

He feels the Republicans figured 
that Mr. Eisenhower was stronger 
than the party and sold him that 
way, while Democrats figured that 
Mr. Stevenson did poorly in ’52, so 
the answer was to trim his humor 
and substitute a version of the 
Truman “give ’em hell” tactics. 


s “When the policy makers ac- 
cepted this advice, they made a 
big stupid, unbelievably amateur- 
ish blunder. In this case it wasn’t 
a fatal blunder, because what was 
fatal to Mr. Stevenson was Mr. 
Eisenhower. Adlai was knocked off 
not in the tv studios but in the 
Normandy beaches and in a ticker- 
tape parade down Fifth Ave. He 
was a casualty in the Democrats’ 
war against a grin, a goodness and 
ghost writers.” 

Mr. Schneider professes disillu- 
sionment and offers some chilling 
advice. “I came to the theater ex- 
pecting to see a brilliant, enter- 
taining and rather terrifying dis- 
play of promotional techniques as 
they are used either to help or cor- 
rupt politics,’ he wrote. “I was 
prepared to do my review in a 
sober-sided manner, pointing out 
the potential dangers lurking in 
this polygamous marriage of poli- 
tics with public relations, advertis- 
ing and sales promotion. 

“But as I sat there watching this 
dying duck expire on the stage, I 
came full circle, so to speak. I 
think that next time the two par- 
ties should hire some boys who 
know how to sell a product. 

“I can’t recall a national adver- 
tising campaign which was so 
poorly conceived, so badly written, 
so clumsily managed and produced, 
so misdirected and so dishonest as 
the political campaign of 1956. 
Maybe if we get some smart, 
amoral, know-how boys into the 
act, we'll get a better show in 
1960.” 


Seaboard Drug Buys Spots 

Seaboard Drug Co., New York, 
has signed a 35-week contract for 
its Maricin drug product with RKO 
Teleradio Pictures Inc. for air- 
time on Mutual Broadcasting Sys- 
tem, Don Lee and Yankee regional 
networks and four RKO Teleradio- 
owned stations. Its MBS program- 
ming is to be sponsorship of the 
new weekday “Parallels in the 
News” program feature from 
11:05 to 11:10 a.m. EST, starting 
Nov. 19. Grant Advertising is the 
Seaboard agency. 


YOU REACH 


30,000 tonnage buyers of 
metals DAILY with... 
American Metal Market 


Since 1899 The Metal 
Industry's Daily Newspaper 


18 Cliff St., New York 38, N. Y. 
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‘When an item’s backed by Spot-T 
chain buyers know it will move, 


says Ben J. Foley, 

Omaha Food Broker, 
reporting results produced 
by Station WOW-TV 


You ‘have some special interest in television, 
Mr. Foley? 


None whatever, except as a means to move 
merchandise. 


And for that purpose? 


I like it fine. In fact our sales have always shown 
marked gains on any items using spot over 
WOW-TV. Even on recognized leaders like 
LaChoy, the gains are impressive. 


Could you put “impressive” into percentages? 


Certainly. The first year LaChoy was on 
WOW-TV we showed over a 40 percent gain. 


Do many of your principals use television? 


That’s right. And besides national campaigns 
on items we handle, we’ve arranged for others to 
use WOW-TV. For example, on one specialty, 
we had good distribution but little shelf-move- 
ment. Two chains were ready to throw it out. 
Then WOW-TV began featuring it on their 
home-maker program, Connie’s Kitchen. With- 
in four months, our area had moved eleven cars. 


Then your men sell advertising right aiong with 
the product? 


Of course—so does any smart salesman if he 
wants to make a sale. 


You mean—if the buyer's sold on the product 
but not on the advertising, he won't buy? 


BEN J. FOLEY, president of the B. J. Foley Broker- 
age Company, Omaha, Nebraska. In the extensive 
Omaha territory, the company represents 20 prin- 
cipals, including Bib Orange Juice, Bon-Ami, Bond 
Pickles, Bondware, Butter Kernel Foods, DuPont 

ges, El Chico Tortillas and Enchiladas, Esquire 
Shoe Polish, Fireside Marshmallows, LaChoy Chi- 
nese Foods, Lucky Leaf Pie Filling, Pream, Real- 


That’s exactly what I mean. Any time you talk 
Advertising to a chain buyer these days, you've 
got to have advertising that will back-up your 
talk. And buyers know an item will move, when 


Gold Concentrates, Real-Kill, Staley Starches and it’s backed by Spot-TV. 
Syrups, Uncle Sam Cereal, Vegamato, Vernnell’s 
Mints, Vet’s Dog Food. 
Television’s 
: First Exclusive 
so ee of B shone , : Call bead National 
For sales building availabilities on these major-market stations...Ca Me etisles 


WTVR—Richmond WBNS-TV —Columbus WBKB— Chicago WFIL-TV — Philadelphia WPRO-TV—Providence | WEWS—Cleveland WABC-TV— New York 
WDSU-TV—New Orleans KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit KVOO.-TV—Tulsa WIC — Pittsburgh WCPO-TV—Cincinnati | KFRE-TV—Fresno WF8G-TV — Altoonc 
. WOW-TV—Omoaha | KTTV—Los Angeles WABT—Birmingham | WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton | WMCT—Memphis KGO-TV—Sen Francisco | KGW-TV—Portland 
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Brooke, Smith, Adds GE Unit bay products department in 
Brooke, Smith, French & Dor-| Detroit. 

rance, New York and Detroit, has 
been named to handle advertising Winecoff Joins Foladare-Greer 
and merchandising for the lamin-| Nat Winecoff, vp in charge of 
ated products department of Gen- | promotion and sales of Disneyland 
eral Electric Co., Coshocton, O. Inc., Anaheim, Cal., since its in- 
The department, formerly serviced| ception in 1952, has resigned to 
by Benton & Bowles, makes GE | join Foladare-Greer & Associates, 
Textolite laminated surfacing.| public relations company. He will 
Brooke, Smith also handles GE’s| be in the organization’s Hollywood 
Tr&ambull components and distri-| office, in charge of industrial ac- 
bution assemblies departments in counts and supervisor of special 
Plainville, Conn., and the metal-| promotions. 
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Mtenry Naan, witt Coodking, |F Iter Brands 


Joice & Morgan for eight and a 
half years, has resigned as a vp + . 
of the agency to join C. Wendel Gain In WQxXR 
Muench & Co., Chicago, effective 

Cigaret Study 


Dec. 1, as merchandising counsel- 
or and an account executive. 
Liggett & Myers’ Entries 


Alice Mulvey Joins KVAN 
Alice Detjen Mulvey, formerly 


with Ruthrauff & Ryan, Seattle, . : 
has joined KVAN, Vancouver, Lead with 27% of Market; 
Wash. L&M, Marlboro Gain Most 


THE CHRONICLE 
LEADS IN: 


New York, Nov. 20—The big 
swing to filter cigarets, and the 
radical reshuffiing of orand pref- 
erences it has entailed, are dra- 
matically highlighted in a new sur- 
vey of the New York market by 
WQxXR. 

The study, made by Pulse Inc., 
shows cigaret smoking habits 
among non-WQXR-listening fam- 
ilies and among families that 
listen to the station. In summary, 
it shows that 58.9% of women who 
listen to WQXR are smokers (up 
from 54.7% in 1955) and 62.4% 
of them smoke filters (up from 
44.9% in 1955). These figures are 
compared with 59.9% of non-lis- 
tener women who are smokers (up 
from 52.5% in °55), of whom 
53.4% smoke filters, as against 
35.1% in 1955. 

The same general pattern holds 
for men, except that there is a 
slight decline in smoking. Of the 
WQXR-listening men, 66% smoke, 
(it was 66.7% a year ago), and of 
these 58.8% smoke filters (21.5% 
a year ago). Among non-listeners, 
70.7% smoke, up from 69.4% in 
"55, and 42.2% smoke filters, up 
from 20.1% a year ago. 

Roughly half the smokers, men 
or women, have switched filter 
brands since they began to smoke 
them. Among both men and wom- 
en, about 25% of present filter 
smokers have switched to filters 
in the past year. 


RETAIL 
CLASSIFICATIONS 


® The filter-tip popularity race 
went about like this: L&M leads 
with 15.4% (two sizes, with king 
size claiming 11.6%) of the mar- 
ket. Next comes another Liggett 
& Myers entry, Chesterfield, with 
15.1% (11.3% for regular size). 
Next are Marlboro, at 12.5%; Pall 
Mall, 9.5%; Camel, 8.7%; Viceroy, 
8.7%; Winston, 8.1%; Lucky Strike, 
5.6%; Parliament, 3.6% (2% reg- 
ular size); Philip Morris, 3.3% 
(2% regular size); Herbert Tarey- 
ton, 1.8% (filter king, 1.2%); Old 


Gold, 1.7% (split almost evenly 
among regular, kings and filters) ; 
Kool, 1.2% (evenly split, regular 
and king sizes); Kent, 1.8% (two- 
thirds king-size), and Raleigh and 
Regent at 1.1%, each. Salem had 
0.8%, Sano 0.3%, Du Maurier 
0.2%. 


® Significant changes: L&M has 
doubled its share of market, ris- 
ing from 8% in 1955 to 15.4% in 
1956. 

Chesterfield has lost one-third 
of its share, dropping from 23.8% 
to 15.1% this year. Marlboro has 
doubled its share, rising from 5.8% 
to 12.5%. Pall Mall is down a 
quarter, from 13.3% to 9.5%. 

Camel has lost much less, down 
from 10.9% to 8.7%. Viceroy is up 
50%, from 5.8% to 8.7%. Winston 
has doubled, going from 4% to 
8.1%. 

Parliament has doubled, going 
from 1.6% to 3.6%. Philip Morris 
has dropped from 6.2% to 3.2%, as 
has Old Gold—from 3.1% to 1.7% 
in 1956. The only filter showing 
a sizable drop was Herbert Tar- 
eyton, which has fallen from 3.9% 
in 1955 to 1.2% in 1956. 

The survey shows trends dating 
from 1952, when 526 smokers in 
237 WQXR and 237 non-WQXR 
homes were interviewed, through 
1956, when panels of 294 and 294 
were interviewed. 


Garfield Adds Antonio's 
Food Products; Names Zucca 

Antonio’s Food Products, De- 
troit, has appointed Garfield Ad- 
vertising Associates, Detroit, to 
handle advertising and merchan- 
dising for its line of Antonio’s 
spaghetti and meat balls and fro- 
zen ravioli. 

At the same time, Garfield has 
appointed Peter V. Zucca a mer- 
chandising specialist and consult- 
ant. Mr. Zucca, with the Great At- 
lantic & Pacific Tea Co. for 23 
years in a supervisory capacity, 
more recently was an officer and 
co-owner of a local chain store 
group. 


Agency League Issues Booklet 

“What Every Businessman 
Should Know About Advertising 
Agencies,” a booklet created by 
the League of Advertising Agen- 
cies, New York, describing the 
functions and services of agencies 
to business men, has gone into a 
second edition. Single copies may 
be ordered at 25¢ from the League, 
220 W. 42nd St., New York. 
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The Significant Magazine 
for America’s 
Communicative People 


com-mu‘ni-ca‘tive™ 
is the word for the Newsweek reader 


— ee 


* com-muni-ca‘tive , adj., Inclined to impart or 
communicate information, ideas, etc. 
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Selling to Negroes Without Proper Guidance 
Could Be Suicide, Says Curtiss’ Albright 


New York, Nov. 20—Playing it 
by ear in merchandising to the 
Negro market was described here 
last week as “another form of Rus- 
sian roulette.” 

In outlining a seven-point pro- 
gram for effectively reaching the 
Negro market, Joseph F. Albright, 
national representative of the Cur- 
tiss Candy Co., cautioned compa- 
nies against “spending a dime” 
without first securing proper mar- 
keting guidance. 

Mr. Albright, president of the 
National Assn. of Market Devel- 
opers, an association of Negro 
marketing people, along with Clar- 
ence L. Holte, supervisor of the 
Negro marketing department of 
Batten, Barton, Durstine & Osborn, 
and Charles Williams, national 
brands development manager, 
Schenley Distillers Co., spoke at 
a meeting of the Merchandising 
Executives Club. 

_“Do not invest one dime in a 


marketing program for Negroes 
without first securing proper guid- 
ance,” Mr. Albright emphasized. 
“This may take a form of a sales 
promotion and marketing member 
of your staff, or the services of a 
private organization. But do it cr, 
with the best intention in the 
world, you may still not get your 
product off the ground.” 


= Mr. Albright cited the case of a 
recent oil company campaign in 
Kansas City, in which its market- 
ing program was destroyed at the 
outset by the use of “defective” 
copy in its outdoor advertising to 
the Negro market. 

“The company used 24-sheet 
posters showing a little Negro boy 
eating a slice of watermelon with 
copy reading, ‘This very good too.’ 
In the minds of Negroes this was 
a derisive and offensive compli- 
ment, characterizing them as ‘wa- 
termelon eaters.’ The Negro has 


looked on this over the years as a 
gimmick to make us believe in ra- 
cial inferiority,” Mr. Albright said. 
“Naturally, the campaign died at 
the outset.” 


@ The other six rules to bear in 
mind for successful merchandising 
in the Negro market, Mr. Albright 
said, were: 


e 1. Utilize Negro personnel for 
sales promotion. 


e 2. Encourage the employment of 
more direct Negro salesmen where 
the program encompasses a need 
for direct sales. Failure to do so 
had resulted in a boycott for a 
manufacturer’s product in certain 
Negro areas. 


e 3. Caution your advertising 
agency to be extremely careful in 
beaming programs to Negroes. 


e 4. Send representatives to mar- 
keting clinics in Negro colleges 


WRAPPED-UP—Zenith is offering its Royal 500 transistor pocket radio 

in this gift carton. The carton accommodates the radio with bat- 

teries, carrying case, earphone attachment, a suction cup for use 

with the antenna on trains, planes and boats, and gold tape for 
name personalizing. The cover is transparent acetate. 


such as those held at Tennessee 


State University, Nashville, and on the Negro market. 


Howard University, Washington. 


Both schools hold annual seminars'e 5. Tie marketing plans in with 


NEW READERS 
CHOOSE 


THE FREE PRESS 


“to-1! 


Losi, 


of 


THAN 


Latest Circulation Figures Show 
The Daily Free Press Growing Faster 
Than Any Other Detroit Newspaper 


No doubt about it! 


Thanks to newspaper readers in America’s Motor Empire--the Free Press 
once more is proved to be Detroit's fastest-growing paper--far and away! 


During the year ending October 1, new readers chose the Free Press 7-to-1 
over Detroit's second paper~while the third paper actually lost subscribers. 


The graph to the left shows what's happened. 


The reason is this: ONLY the Free Press best satisfies the needs and desires 
of today’s newspaper reader. More and more readers realize that the Free 


Press is most in tune with today’s living. 


More and more advertisers do, too ! 


for MODERN MERCHANDISING in AMERICA’S MOTOR EMPIRE 
the advertiser's BASIC BUY is 


The Detroit Free Press 


--you see the friendly Free Press everywhere! 


*Based on annual publishers’ statements 
kdey ci for 12 months end- 
ing October 1, 1956 and October 1, 1955 ; 
as required by the U. S. Government. Total 


those of established non-controver- 
sial organizations, like churches, 
lodges, schools, etc. 


e 6. Run a continuing survey and 
analysis of the market. 


® Turning to the scope of the Ne- 
gro market, Mr. Holte, in describ- 
ing the $15 billion field, empha- 
sized the need for realism in mer- 
chandising to the Negro consumer. 

A notable example of the lack of 
realism on the part of an adver- 
tiser, Mr. Holte said, is the mer- 
chandising of a promotional cam- 
paign which involves prizes of 
trips to exclusive resorts where 
the Negro knows he is not wel- 
come. 

“When the Negro can’t associate 
or identify himself with a promo- 
tional campaign, don’t expect him 
to support it, for there is no appeal 
to his interest,” he said. 

Merchandising to the Negro con- 
sumer takes many forms apart 
from activities at the point of sale, 
Mr. Holte said. Many successful 
programs, he pointed out, stemmed 
from personalized promotional 
pressure in social environment. 


® “Several advertisers employ Ne- 
gro women as home economists 
and food consultants who tie in 
programs with the meeting of club 
groups, food and home service 
shows, conventions and personal 
appearances at point of sale,” he 
reported. 

The “on the ball” Negro mer- 
chandising man doesn’t confine his 
efforts to point of sale, Mr. Holte 
said. Companies which use their 
Negro salesmen most effectively 
give them a considerable degree of 
latitude in which to move. 

“He works and lives with the 
group and can readily effect con- 
tacts for arrangement of desired 
situations in which to merchandise 
his product or services,” accord- 
ing to Mr. Holte. 


a Mr. Williams, active in promot- 
ing Old Charter scholarships for 
Schenley Distillers in the Negro 
district of Los Angeles, reported 
that this public relations opera- 
tion had markedly increased sales. 

He said the fine results achieved 
in Los Angeles have led Schenley 
to consider the same type of pro- 
gram for other cities. 


Real Estate Papers Placed 
Under Broker Regulations 

The 1953 law placing real estate 
advertising magazines under the 
same licensing and regulations as 
brokers and salesmen has been 
ruled constitutional by Superior 
Court Judge George C. Conway, 
Hartford, Conn. 

The decision was in a test case 
involving U. S. Buyers Report Inc., 
and United Interchange Inc., New 
York, publishers of such periodi- 
cals. According to Judge Conway, 
“the claim of the plaintiffs that 
they are or should be put in the 
same category as newspapers is 
without merit.” 
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In Washington 


Advertisers can reach 
86% more young’men 
and women through 
The Washington Post 
and Times Herald 


in fact, more than 
through the two 
evening papers combined 


as shown by the most comprehensive readership study 


ever made of the Washington newspaper dudience 


a 


The survey reveals 
MORE SALES OPPORTUNITY 


through The 
Washington Post and Times Herald 


Readership for Washington daily papers 


POST TH STAR NEWS 

per cent per cent per cent 
18 to 30 age group 64 29 27 
30 to 45 age group 69 «8B 24 
45 and over age group 58 57 24 
All adults 65 45 25 


Only a few of the many facts available to advertisers 


* i 
Chicago: Randolph 6-9149 


is 


f 


See the results of this survey at your 
earliest convenience. Call Sawyer, 
Ferguson, Walker today. 


New York: Plaza 3-3800 Atlanta: Murray 8-6522 


Y® Philadelphia: Locust 4-2736 


Detroit: Woodward 2-5005 


San Francisco: Garfield 1-1168 
Los Angeles: Dunkirk 9-1371 


by Publication Research 
Service — Chicago, Ill. 


- #18 to 45 years of age 
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This Week in Washington... 


U.S. Economists See Prices Rising 


Nov. 21—In the 
weeks before the election, career 
economists in the government 
maintained discreet silence about 
the future buying power of the 
dollar. Now they are candidly 
warning that painful price increas- 
es seem to be in the offing. 

Much of the price stability of the 
past four years occurred because 
the prices of food—particularly 
meat—-were going down. So were 
prices of appliances, automobiles, 
clothing, etc., largely as a result of 
what economists call “increased 
productivity of retailing,” a polite 
term for the discount house’s 
squeeze on retail markups. 

Economists figure the opportuni- 
ty for further benefits in these two 
areas is slim. Because of govern- 
ment programs, farm prices will 


Wonderful, idea-ful KLEEN-STIK ! 
Every day proves it—you just can’t 
beat KLEEN-STIK for new sales- 
making twists! Not only for result- 
getting P.O.P. displays, labels, etc. 
—but also some new and nifty 
products. Look at these clever ex- 
am ples of peel-and-press ingenuity ! 


COLOR-STIK’° 
2A70 
ones” 


KLEEN-STIK plus COLOR equals? 
COLOR-STIK — new colored pres- 
sure-sensitive that Avy 

hundred — in o ad end PR 


studios, schools, etc. 
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cardboard, ‘metal, glass, or 
+ 20) bs have you? 


Holds Fast for BELFAST 
BELFAST BEVERAGES, Inc., 


Make your own P.O.P. prometions 
more effective by getting together 
with KLEEN-STIK! Your regular 
printer, lithographer or silk- 
screener has plenty of ideas to show 
you ... or write today to get our 
ie **Idea-of-the-Month”’ service. 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 31, Ill, 
Plgnvers ie prassure recsitnves for Asvertiewng ont Labeling 


be going up rather than down. So 
will appliance and auto prices, 
since dealers probably have been 
squeezed about as much as they 
can stand. 

Since credit controls which the 
government is using to cushion the 
inflationary trend are of only lim- 
ited value, there remains only one 
real area of hope—the manufac- 
turer. Until now he has diverted 
most of the benefits of increased 


productivity to high wages, expan- 
sion and operating costs. The de- 
gree of price increases in the peri- 
od just ahead—say the economists 
—will hinge on the willingness of 
the manufacturer to use some of 
his gain from increased productivi- 
ty to absorb a portion of the 
increases in wages and materials 
costs. 


e * . 

FCC Adheres to Station Limit: 
By a 4-3 vote, the Federal Com- 
munications Commission—for the 
moment at least—pigeonholed an 
effort to break through the exist- 
ing rule limiting any individual tv 
licensee to a maximum of five vhf 


Advertising Age, November 26, 1956 


stations. The vote came on a pro- 
posal by Storer Broadcasting Co. 
to shift KPTV, Portland, Ore., from 
uhf Channel 27 to vhf Channel 3. 
The majority argued Storer, which 
already has five vhfs, was allowed 
the additional uhf stations because 
FCC felt chain operators could 
help uhf if they were encouraged 
to invest in it. 

“It certainly will not help uhf,” 
the majority said, “to terminate 
KPTV’s operations.” 

In closed meeting, however, bit- 
ter discussion hinged on the ten- 
dency of the commission to break 
down long-standing rules on a 
case-by-case approach. Former 


Chairman Rosel Hyde, who mar- 
shaled the four votes to block Stor- 
er, chided the minority—headed by 
Chairman George McConnaughey 
—with the statement, “Don’t you 
people propose to stand by any- 
thing the commission has done in 
the past?” 

Some commissioners backing Mr. 
Hyde also may have been influ- 
enced by the fact that anti-trust 
chief Victor Hansen has publicly 
demanded tightening, rather than 
relaxing of FCC rules. Nevertheless 
the vote cannot be taken as con- 
clusive proof that FCC will even- 
tually rebuff all efforts to change 
the long-standing numerical limit 
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on station ownership. 
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Insurance Dissension Brightens 
FTC Prose: Federal Trade Com- 
mission’s persistent prosecution of 
complaints against advertising of 
41 health and accident insurance 
companies is turning up some clas- 
sic prose from staff members who 
apparently take a dim view of the 
amount of effort invested in this 
project. 

In a decision proposing to dis- 
miss the complaint against Inter- 
Ocean Insurance Co., Cincinnati, 
Hearing Examiner Loren H. 
Laughlin pointed out that the com- 
pany long ago revised its ads, after 
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the state insurance commission is- 
sued an order demanding exactly 
the same changes FTC is proposing. 
Contending that FTC’s continued 
prosecution of the case duplicates 
the work of the state insurance 
commission, he complained that is- 
suance of another order “would 
be like beating a dead horse, where 
the only effect would be to ruin the 
commercial value of its hide.” 
Despite several such caustic rul- 
ings by hearing examiners, the 
commission shows no signs of 
agreeing to settlements short of 
consent orders. While most com- 
panies have agreed to a trade prac- 
tice code and have cleaned up their 


ads, FTC insists it needs legally en- 
forceable orders to prevent any 
backsliding. 


* + * 

Gentle Anti-Trust Tightening: 
Unless anti-trust chief Victor Han- 
sen is holding back, there won’t be 
any startlingly new proposals in 
the legislative program submitted 
to Congress by the anti-trust divi- 
sion this winter. 

He lists three legislative goals, 
all of them carried over from the 
recent congressional session. They 
are (1) a law requiring pre-mer- 
ger notification to anti-trust au- 
thorities, (2) a tightening of t 
merger laws to block mergers of 


big banking organizations and (3) 
authority for the Department of 
Justice to subpoena documents in 
the pre-complaint stage of civil in- 
vestigations. He insists all three 
would be relatively non-controver- 
sial if they were properly explained 
and fully understood. 


‘Facts Forum’ Bows Out 

“Facts Forum,” a nationally dis- 
tributed radio and television panel 
program, is being discontinued. 
Ralph Weidman, manager of the 
recording division of WFAA, Dal- 
las, which handles national radio 
distribution of the program, said a 
representative of H. L. Hunt, mil- 
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lionaire oilman who sponsored the 
program, advised him that ali 
operations connected with the pro- 
gram would “cease at once.” Mr. 
Weidman said most radio pro- 
grams already distributed will 
have been aired by about the first 
week of December. 


Crane Resigns from SCBA 
Frank W. Crane, president of 
the Southern California Broad- 
casters Assn., has submitted his 
resignation, effective Feb. 1, 1957. 
With the group for the past three 
years, he will continue to serve as 
a consultant. Mr. Crane, who said 
his resignation is due to his desire 
to become directly associated with 
commercial radio, will announce 
his connection at 2 future date. 


KVOD Appoints Simmons 
KVOD, Denver, has appointed 
Simmons Associates, New York, its 
representative. Grant Webb & Co. 
was the previous representative. 
Simmons recently moved to larger 
quarters at 509 Madison Ave. 


Ask the “Rep” 
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publication 
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results of a study in which 
dealers were asked by their 
wholesalers, “In which publica- 
tion, edited for farmers, do you 
prefer to see adveriising for the 
merchandise you sell?” Otlhicr 
dealer preference studies avail- 
able on request. 
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Wallach Criticizes ‘Head-in-Clouds’ 
Business Press; Urges Housecleaning 


(Continued from Page 2) 
atives call on him each year, he 
said that perhaps 10 or 15 will at- 
tempt to offer editorial support as 
bait to obtain the purchase of ad- 
vertising space. 


® He suggested that space sales- 
men should draw up a code of 
ethics and “throw out anyone who 
doesn’t live up to it.” Legal and 
medical associations, he pointed 
out, have rigid codes of conduct 
for their members and, in the 
course of each year, will disbar or 
withdraw practicing rights of 
those who fail to conform. “But,” 
Mr. Wallach said, “we don’t think 
every doctor or lawyer is unethic- 
al. Space salesmen are ultra-sen- 
sitive in this respect,” he contin- 
ued. “It is a mistake to consider 
advertising sacrosanct.” 

Mr. Wallach expressed partic- 
ular distaste for the practices of 
what he called regional purchasing 
magazines, although he made a 
particular point of exempting both 
Purchasing and Purchasing News 
from this category. “Not two weeks 
ago,” he said, “my office received 


a call from a city magazine which 
is published in one of the three or 
four largest communities on the 
East Coast, offering H. K. Porter a 
cover position, plus three or four 
pages of editorial material, in re- 
turn for a full page ad. 


=e “We turned them down, of 
course,” he remarked, but said he 
was disturbed by the fact that the 
magazine in question quoted the 
names of several nationally im- 
portant companies that had pre- 
viously entered into such an ar- 
rangement with it. 

Another evil growing out of the 
regional purchasing magazine, ac- 
cording to Mr. Wallach, results 
from the placing of an important 
plant purchasing agent on the 
board of directors of such a pub- 
lication. 

“Porter salesmen,” he said, 
“calling upon purchasing agents 
who hold such posts, are some- 
times told that an advertisement in 
the publication will be appreciated 
by the company. 

“I think this is a damned dis- 
honest thing.” 


Business paper editors, in Mr. 
Wallach’s view, are “occasionally, 
frequently, or very often snobs.” 
He cited a recent conversation 
with an editor, who told him he 
had never heard of H. K. Porter 
Co., despite the fact that the com- 
pany had placed a_ substantial 
schedule of advertising in the edi- 
tor’s publication for many months 
prior to the discussion. 


s When this was pointed out to 
the editor, Mr. Wallach quoted him 
as having responded, “I never read 
the ads in my own publication be- 
cause I don’t want to be influ- 
enced.” On the other hand, the 
Porter executive noted that his 
company is regarded as a legiti- 
mate news source by many papers 
in which no money is spent by his 
organization on advertising space. 

“The fourth estate,” he re- 
marked, “occasionally puts its 
head up in the clouds and won't 
come down to earth.” He cited the 
example of an unidentified pub- 
lication, specializing in financial 
news, which gave his company’s 
recent 9-month statement a single 
line, while major dailies and press 
associations carried it in full. 
Three editors of this paper, he 
said, told him that it was a policy 
of the paper not to carry extensive 
financial details of companies that 
are closely held, since they were 
deemed to be not of interest to the 
publication’s readership. “Yet,” he 
noted, “for some time that same 
paper’s advertising solicitor has 
been trying to sell me on the fact 
that his paper’s readers are inter- 

in the 


tinued, “we have withdrawn our 
advertising from the paper. Now I 
suppose I'll be accused of holding 
back advertising because the pub- 
lication refused to publish our re- 
port.” 

Harking back to last year’s Chi- 
cago speech, Mr. Wallach said that 
immediately following its delivery, 
the then president of the local t.f. 
club told him that he thoroughly 
agreed with the speaker’s remarks 
and subsequently sent him a letter 
of appreciation and a gift. 

“But only a few weeks later,” 
continued Mr. Wallach, “Apvertis- 
inc Ace published a letter from 
that same man criticizing my 


(The Dec. 19, 1955, issue of Ap- 
VERTISING AGE carried a letter from 
George Buehler, of Machinery, at 
that time president of the t.f. Club 
of Chicago, supporting an editorial 
charging Mr. Wallach with “talk- 
ing largely through his hat,” which 
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Wallach May Elucidate His Version of 
‘Resignation’ from NIAA Meet Chairmanship 


New Yorx, Nov. 20—Is Phil 
Wallach too controversial for the 
National Industrial Advertisers 
Assn.? 

Mr. Wallach thinks so, but 
NIAA says, “Nonsense.” 

With the announcement today 
that Benton W. S. Dodge, director 
of advertising and sales promo- 
tion, Gulf Oil Co., Pittsburgh, had 
been named general ee 
chairman for the association’s 35 
annual get-together, a difference 
of opinion was revealed as to 
whether or not this post had ear- 
lier been offered to Mr. Wallach. 

According to his version of the 
story, he was invited to serve in 
this capacity well over a year ago, 
but found a strange lack of inter- 
est and much lethargy greeting his 
attempts to get committees under 
way in the months following his 
dust-stirring Chicago tf. club 
speech. An unofficial hint that the 


accusations against the business 
press made in last year’s talk 
might be having some 

upon the situation, he says, 
brought about his formal letter of 
resignation from the conference 
chairman’s post some two weeks 
ago. The letter pled “pressure of 
other business.” 


s NIAA sources, however, have 
told Apvertisinc AGE that the po- 
sition was never officially offered 
to Mr. Wallach, and that their first 
intimation that he thought he had 
been appointed to it came when 
the association’s officers received 
his “resignation.” 

Whatever the situation regarding 
the national office, at least one of 
NIAA’s local groups is eager to 
hear what he has to say. He is 
scheduled to speak at the regular 
January meeting of the organiza- 
tion’s Chicago chapter. 


his talk here yesterday, the speak- 
er said that he tended to judge 
media on the basis of their editor- 
ial content and that “the average 
reader in the plant doesn’t know 
whether they’re paid for or not, or 
audited or not.” 

Another question relating to an 
incident originally recounted in 
the Chicago speech brought the re- 
ply that his company had capitul- 
ated to “blackmail,” of which Mr. 
Wallach was not proud, but that 
he would repeat his decision if the 
same situation were to arise again. 


® This was in reference to a de- 
mand reportedly made by a pub- 
lication threatening to publish a 
story about an alleged labor prob- 
lem unless H. K. Porter Co. agreed 
to purchase advertising space. 

“We had only one hour in which 
to arrive at a decision about this,” 
Mr. Wallach explained. “Discus- 
sions were held with our attorneys 
and our agency, and while it was 
agreed that this was a deplorable 
thing to do, our greater interest 
lay in the company’s welfare in the 
avoidance of a possible difficult 
labor situation.” 

The AA editorial which main- 
tained that the company should 
have fought this situation was 
probably justified, Mr. Wallach 
admitted, but he expressed the 
opinion that “anyone in business 
would have done the same thing.” 


Setear Joins Leo Burnett 

John Setear has joined Leo Bur- 
nett Co., Chicago, as a media su- 
pervisor. He formerly was assist- 
ant media manager and an account 
executive in the Cleveland office 
of McCann-Erickson. 


ABC Signs Frito Co., 
American Pop Corn, 
New Radio Sponsors 


New York, Nov. 20—ABC’s 
morning shows have attracted two 
more new advertisers to network 
radio—American Pop Corn Co. and 
Frito Co. 

These two newcomers bring to 
59 the number of sponsors using 
ABC Radio’s morning block of 
shows since five-minute segmenta- 
tion was introduced i4 months 
ago. Of this total, 27 are new 
names in network radio sponsor- 
ship. 

The morning block of shows in- 
cludes “Breakfast Club,” “My True 
Story,” “When a Girl Marries,” 
“Whispering Streets,” “Grand Cen- 
tral Station” and the “Jack Paar 
Show.” 

American Pop Corn bought five 
minutes of the “Breakfast Club” 
weekly through George H. Hart- 
man Co., Chicago. Frito will spon- 
sor three segments weekly on the 
same broadcast, starting Feb. 6, 
1957. Tracy-Locke Co., Dallas, is 
the agency. 


s Other recent contracts 

for the morning block include: 
Magla Products (Edward Lieg Ad- 
vertising Agency) for “Breakfast 
Club,” starting Feb. 28; Renuzit 
Home Products Co. (Arndt, Pres- 
ton, Chapin, Lamb & Keen) for the 
Paar show, starting Jan. 3; Seven- 
Up Co. (J. Walter Thompson Co.) 
for “Club,” starting Dec. 3, and 
Good Housekeeping (Grey Adver- 
tising Agency) for the Paar show, 
starting the week of Nov. 19. 


If your agency has outgrown its present quar- 
ters ... with one department stepping on an- 
other’s toes . . . with genius being retarded for 
lack of room to breathe . . . why not redesign 
the whole “package” on one efficient floor—or 
two or three or more—whatever your size re- 
quires? 


We have solved this problem for many adver- 
tising agencies before—and we can do it again 
for you. As one of the largest renting and 
building management firms in New York, we 
ean advise you not only on the available space 
in key locations, but on proper planning of it, 


Write, phone or wire for more information to: 


281 Madison Ave. 


SHMAN&4 
CUS TIELD: 


New York 17, N.Y. 


MUrray Hill 6-4200 
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American Lumberman ... it 
reaches more lumber dealers 
than any other businesspaper seins: Stance 
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19,817 (78.12% of American Lumberman’s 25,368 
retail dealer subscriptions) go to separate lumber 
and building material retail outlets— more coverage sesdnetyean Coco Sette tab oe tot sete on 

of such outlets than any other businesspaper. a 8 ER a aa ase ne 
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more subscriptions among retail lumber dealers: 25,368" 


more subscriptions in company name, owners and cor: 
porate executives: 18,228* 


more subscriptions among general managers and man- 
agers: 3,332* Aer 
more subscriptions among dealer sales personnel: 2,125* 
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Ward to Atlantic Aviation Atlantic Aviation Service Inc., dis- 

Robert B. Ward, formerly with|tributor of Beechcraft and Piper 
Doremus-Eshleman Co., Philadel-| airplanes. He will make his head- 
phia, has been named advertising| quarters at New Castle County 
and sales promotion manager of| Airport, in Wilmington, Del. 


Capture your commercials—or those of your 
tors—on the new 
developed by Video Fi ay eng eg 


The kinescopes enable client and agency 
people to view commercials in leisure to- 
gether. You can analyze copy, i 


Geel isre doing your next cam- 
Write for the schedule of new low prices. 


VIDEO VIEWS, INC. 


You Ought toKnow « James L. Knight 


The general] manager of the 
Miami Herald and publisher of the 
Charlotte Observer, who has just 
been elected president of the 
Southern Newspaper Publishers 
Assn., is a man who spent seven 
and a half years getting through 
high school. 

This is no reflection on the in- 
telligence of James L. Knight; it 
is merely one of the things that can 
happen to a young fellow when his 
family goes in for some fairly ex- 
tensive travel. 

But if Jim Knight put in over- 
time at the high school level, he 
made up for it when he reached 
Brown University. He quit after 
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six months. Amebic dysentery, an 
ailment he’d suffered during a 
western vacation, forced him to 


leave Brown. “Then I went to Flo- 
rida for a delightful period of con- 


since. 


s Jim, who is now 47, started out 
to be a surgeon. “But I didn’t stay 
in school long enough,” he laughs. 
His father, who founded the Akron 
Beacon Journal, put him to work 
in the business and advertising de- 
partment of that paper. When the 
Knight family bought the Miami 
Herald, Jim was tapped to take 


over as its business manager. 


- 
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THE BILLION Deo 


VALLEY OF THE BEES 


\ MORE BUYING POWER HERE 
THAN IN ALL OF COLORADO* 


NOT COVERED BY SAN FRANCISCO 
AND LOS ANGELES NEWSPAPERS 


Soar over the mountains and you're in our inland Valley — 
home “stamping grounds” of the three Bee newspapers. This 
big, rich, separate market shops from its own local papers. 
Schedule the three Bees and you’re really in business! 


* Sales Management’s 1956 Copyrighted Survey 
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valescence.” He’s been there ever 


James L. Knight 


In the 20 years he’s been in Flo- 
rida, there’s been scarcely a day 
when he wasn’t on the job at 7:30 
a.m. “I get lots done in the 90 
minutes before 9 o’clock,” Mr. 
Knight says. 

When James Knight was elected 
to head the SNPA last week, 
one of his Herald writers led off 
a story on the boss like this: 

“When Jim Knight walks down 
the street, people recognize him a 
long way off. That purposeful 
stride is unmistakable. It carries 
him to business and civic duties 
which would weigh down many 
men.” 


= These include being president 
and publisher of the Charlotte 
Observer and exec vp of Knight 
Newspapers Inc. The Chicago Daily 
News and the Detroit Free Press 
round out the Knight string, with 
the Beacon Journal, the Herald and 
the Observer. Jim Knight also is 
president of the St. Lawrence Pa- 
per Co.; treasurer of the Biscayne 
Broadcasting Co., a director of the 
American Newspaper Publishers 
Assn. and vp of the Orange Bowl 
Commnittee. In the past he’s been 
president of the Associated Dailies 
of Florida, founder of the Crime 
Commission of Greater Miami and 
commodore of the Key Largo Ang- 
lers Club. 

Mr. Knight was mayor of Indian 
Creek Village, where he lives, for 
1l years. “There’s an element of 
truth in the report that I was elect- 
ed mayor because I was the only 
year-around resident,” he says, 
smilingly. His first term came 
when the village boasted a total of 
four homes. His family includes 
his wife, Mary Ann Knight, and 
four daughters, ranging from six 
to twenty. 
® Angling and golf are Knight 
avocations. He says he has “fished 
as long as anyone and caught as 
few.” But friends admire his prow- 
ess and tell of the time he landed 
a heavy tarpon although his rod 
broke off just above the reel. He 
brought the tarpon in with just 
the stub. As for golf, Mr. Knight 
says he shoots “a garden variety of 
85.” 


® As president of the SNPA, Jim 
Knight will probably run the or- 
ganization with the same relaxed 
hand he evidences in the offices of 
the Herald. In that non-taut shop, 
he’s always available for advice, 
and he manages by suggestion. If 
a prediction can be made, it would 
be that Mr. Knight will continue 
adding to a reputation for promot- 
ing southern newsprint resources 
and developing new newspaper 
production techniques. 

And he expects the SNPA to go 
on growing. Mr. Knight sees for it 
a future paralleling the economic 
future of the U. S. “The most ex- 
citing period lies ahead,” he says, 
“as far as business opportunity is 
concerned.” 
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NATIONAL TEA CO. ADVERTISING WEWS 
LINAGE IN CHICAGO NEWSPAPERS 
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National Advertisers: : 
cet THE SAME OVERNIGHT RESULTS For your propucts: | 


“In our Chicago Branch operations evening Not alone National Tea, but Chicago’s retail grocers as 
newspapers are now averaging over 4 out of a group, use (3 to 1) evening newspaper advertising for 
every 5 lines (82%) of National Food Stores’ overnight results that pays off in sales tomorrow. 
advertising,” says Mr. Harley V. McNamara, 
’ President of National Tea Co. “We sincerely What about your product advertising? Why not follow ae 
believe that concentration of our advertising in the pattern of these successful chains, the volume retail- am 
the evening newspapers, that get attention in ers of your merchandise! Give them a greater incentive : 
the homes, has contributed greatly to our con- for tie-in advertising! Use the most economical means 
tinuous rise in sales during the past 12 years. That is why to get a greater share-of-market sales for products 
we plan to continue concentrating the majority of our ad- already in distribution; the fastest way to introduce a 
vertising dollars in the American and the evening field.” new product. 


LOOK how the Chicago American gives your advertising EXTRA Pay-Off! 


A Big, Concentrated Evening Circulation— 
More than 500,000 daily among the money-to- twee a | & 
spend families in the Chicago trading area. Trained field men work under your. direction; & 
*% Largest Evening Home-Delivered Circulation — make personal calls on key and volume buyers, Pt 


More Grocery Adverti . apes chains, jobbers, big independents to stimulate 

Ht Chain sing — 47.2% home-delivered in Chicago and suburbs. —_yyer interest and create market timing for your 
Double the food chain linage of the morning Your advertising meets up with the family buy- advertising program. > 
newspaper —five times that of the all-day news- ing team. 4 


paper. Shoppers of every chain see your product : 


fe ; - CHICAGG=aa-2AMERICAN © 


=e ppresora 136t eEe Mary Represented Nationally by HEARST ADVERTISING SERVICE INC. : 3 
Martensen, reveal faith and acceptance of her Offices in 15 Principal Cities & 
how-to-cook-it food news. si 
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Warner-Lambert 
Acquires Nepera, 
Maker of Anahist 


New York, Nov. 20—Warner- 


bert and a member of its executive 
committee. Stanley S. Lasdon will 
also become a director and vp of 
Warner-Lambert and Milton S. 
Lasdon will be a vp of the com- 
pany and president of its Nepera 
division. 

No other organizational changes, 
including advertising, are contem- 
plated. 
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calendar year 1955 was aproxi- | Pa., Warner-Lambert opened a; Melton Joins Blair as A. E. 


mately $1,300,000. Net profits for) 


1956 are expected to exceed that 
figure. 

Nepera stockholders will vote to 
authorize the transaction at a spe- 
cial meeting called for Dec. 12. 

All Nepera stock will be ex- 
changed for 178,079 Warner-Lam- 
bert common shares and 70,702 


shares of $100 par value $4.50 cu- 


multi-million dollar split-level de- 
sign plant employing 350 people. 
It will turn out 21 products, in- 
cluding Listerine and Quick home 
permanent, and expects to double 
its employes within a year. Most 
of the plant’s operations were for- 
merly carried out in an old Man- 
hattan loft building. Lititz has a 
population of about 5,000. Warner- 


John Melton has been appointed 
an account executive in the Los 
Angeles office of John Blair & Co., 
radio station representative, effec- 
| tive Nov. 26. Mr. Melton was for- 
| merly with KHJ-TV, Los Angeles. 


| Ester Burke Joins Durstine 
Ester Burke, formerly on the 
staff of Look, has been appointed 


Lambert Board Chairman Elmer manager of the publicity depart- 
H. Bobst spent a good part of his | ment of Roy S. Durstine Inc., New 
boyhood there. York. 


Lambert Pharmaceutical Co. and|# Nepera had a consolidated net | mulative preferred stock. 
Nepera Chemical Co. have an- worth of $9,500,000 on May 31 and 
nounced an agreement whereby |its consolidated net income for the 
Warner-Lambert will acquire all) 
stock in Nepera. 

Through its subsidiary, Anahist 
Co., Nepera markets Anahist and 
Super Anahist cold remedies, 
which will be added to the 
Warner-Lambert proprietary list. 
In addition, Nepera produces a 
variety of ethical pharmaceutical 
specialties, bulk fine chemicals and 
intermediate products. 

Members of the Lasdon family, 
which controls the entire capital 
stock of Nepera, will join Warner- 
Lambert. William S. Lasdon will 
become a director of Warner-Lam- 


® Elsewhere last week, in Lititz, | 


Give 

the Gift 
you'd 

like to get 
yourself 


ow 


FROM SUGAR CANE SHREDDERS TO 
COAL CUTTERS 


—that’s the range of the Jeffrey Manufac- 
turing Company processing equipment line. 
In addition, the Columbus, Ohio firm man- 
ufactures conveying equipment, chains, 
power transmission machinery and other 
related equipment. Contract work is also 
done, consisting of complete machines or 
machinery components involving mechan- 
ical or hydraulic parts or systems. Right: 
Operator at one of the many turret lathes 
in Jeffrey’s Metalworking shops. 


Hennessy is available everywhere, but 
you can now send Hennessy as a gift to 
friends and business associates in 30 states. | 
For information, write, wire or phone: 
Beverage Gift Service, Dept. H, 
City National Bank Bldg., Beveriy Hiils, 
California. CRestview 1-6286 


One 


HENNESSY 


The World's Preferred COGNAC BRANDY 
84 Proof * Schieflelin & Co.. New York 
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Advertising Age, November 26, 1956 


| product sales for the following 
Borg-Warner divisions: Ingersoll 


Borg-Warner Forms 


Sal 7 ‘conditioned air division, Inger- 
New es Unit _soll-Humphreys division, Reflectal 
'Corp., Norge Sales Corp. and York 


| for Home Builders a 


Cuicaco, Nov. 20—A builder) Joseph P. Halpin, former builder 
sales division, a new unit organ-| sales manager at Norge, will head 
ized to coordinate sales to major up the new division. The division 
home builders, has been formed by | will offer large-scale home build- 
Borg-Warner Corp. Offices of the | ers the convenience of obtaining 
t unit are located at 310 S. Michigan | many of their products for a home 


Ave. from a single source. The complete 
The new division will handle! coordinated line will be introduced 


in January at the National Assn. 
of Home Builders show. 

The Robert Christopher Agency 
has been named to handle adver- 
tising for the new unit. An initial 
ad campaign will start next month 
in building trade publications, and 
direct mail also will be used. 


Brown-Forman Holds 
Drink-Mixing Contest 
Brown-Forman Distillers Corp., 
Louisville, is planning its second 
annual Early Times National 


Mixed Drink Competition to be 
held in the spring of 1957. The 
competition is designed to stimu- 
late interest and originality in the 
“fine art” of drink mixing among | 
the nation’s professional bartend- 
ers, tavern owners and hotel, club 
and restaurant owners and man- 
agers. About $10,000 in prizes will 
be offered. 

In the 1956 competition, almost 
5,000 Bourbon mixed drinks re- 
cipes were submitted, according to 
Brown-Forman. More than $6,000 


American Machinist 
in-points a preferred audience 


The huge size and wide range of the pur- 
chasing pattern at Jeffrey Manufacturing 
Company, Columbus, Ohio, clearly indicates 
the scope of the buying power of Metal- 
working production engineers and execu- 
tives. 


The selling problem in all such Metalwork- 
ing plants is to gain and hold the attention 
of this extremely vital buying group... to 
relay your product sales messages most ef- 
fectively to this preferred audience. 


Leading manufacturers selling to the Metal- 


... bought by the men who 


ABP 


. 
wr > vane a ee | 


McGraw-Hill Building, New York 36, N.Y. 


Published every other Monday 


Member of the Audit Bureau of Circulations 
and the Associated Business Publications 


for Metalworking 


The McGraw-Hill Magazine of Metalworking Production 


at Metalworking plants such as Jeffrey Manufacturing Company, 
where 77.8% of purchase dollars goes for the machinery, materials, 
parts and supplies needed for production... 


working market accomplish their pre-sell- 
ing objectives by putting their messages 
directly on target—they use the advertising 
pages of American Machinist. 


A preferred audience of 38,000-plus Metal- 
working production engineers and execu- 
tives—far more than any other Metalwork- 
ing publication — subscribes to American 


Machinist, because these 


significant editorial features . . . aimed sole- 
ly at their job interests. 


buy 


readers want its 


in prizes was distributed to some 
50 winning bartenders. “Next 
year,” said J. Gordon Baquie, exec 
vp, “the competition will be bigger 
and better. . . This time we're 
going all out te bring to the con- 
sumer an awareness of the joys 
and pleasures of fine mixed drinks 
—and the fact that the best mixed 
drinks can be obtained in a fine 
tavern.” 


Rebat Plans Campaign 

An ad campaign for Rebat air- 
craft batteries has been scheduled 
by the Reading battery division of 
Electric Auto-Lite Co., Toledo. Ads 
will appear in Air Facts, Aviction 
Week, National Flying Farmer and 
Skyways. Supporting the ads are 
promotional kits containing an air- 
craft battery display and banners 
for use by dealers in the U5S., 
Canada and foreign countries. 
Theme of the campaign is that 
Rebat aircraft batteries are the 
first choice of men who build, own, 
fly and service aircraft. 


DON 
DOORMAN 
DOESN'T 
READ 
AMERICAN 

BANKER 


But his bank's key executives 
do... it’s the one publication © 7% 
that is sure to reach their 7% 
desks and be read, because it’s 
their oniy daily source of vital 
banking news and information. 
Some 50,000 top-level bankers 
in nearty 8,000 banks, repre- 
senting 92 percent of the total 
bank deposits of the country, 
-» ead AMERICAN BANKER daily. 
8 Subscribers to AMERICAN 
4 BANKER pay $20 a year, the 
> highest subscription rate in the 
. field. ,.and 96 per cent renew 


> year after year. eG 
| __ To do business with banks, | 9 f 
ae reach the banker whe reads... 
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Two more good REASONS-WHY 


to Southern farmers are switching 


| ee 


HOUSEHOLD and READER CHARACTERISTICS 


\ 
| 
A 


4 
SOURCE: FARM AND || Other Southwide 
51st Consumer Magazine Report—Daniel Starch and Staff RANCH Farm Magazine 
FARM OPERATOR HOUSEHOLDS: 
Own Farm 73.9% | 71.7% 
Size of Farm 
PVIO1€ —1— ~. 260 acres and over 23.1 19.8 
FILO, —1— + 140 to 259 acres 21.5 18.1 
* 70 to 139 acres 23.7 26.4 
* Under 70 acres 31.6 35.7 
Economic Status : 
FNorL —1— + High | 16.1 15.0 
Prlote —1+— ° Above Average 31.2 30.6 
- Average 37.8 39.1 
* Below Average 14.9 15.2 
Pot’ —+— Have one or more farm tractors 64.7 63.1 
Wiore, — Have one or more trucks 56.0 53.6 
ALL HOUSEHOLDS: 
72012 —1— Home ownership 71.7 70.6 
PHote —1— Own one or more automobiles 77.0 72.8 
Wiore, —— Have a home freezer 31.0 27.0 
Wore —+— Have an electric or gas range 79.9 75.9 
More —— Have a room air conditioner 9.7 7.0 
Wore +—- White Households : 92.9 88.4 
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| advertisers seeking sales 


to FARM and RANCH 


iHigher Readership 


| ADVERTISEMENT READERSHIP AVERAGES 
| yl All Advertisements —January — December, 1955 
SOURCE: % NOTED 
: 52nd Adnorms Report—Daniel Starch 
and Staff Black & White Pages | Two-Color Pages Four-Color Pages 
FARM MAGAZINES ioe sera cane ener oe aaa ae 
FARM and RANCH (| 33% | 23% | 39% | 21% 
FARM MAGAZINE NO. 2 33 18 39 15 
FARM MAGAZINE NO. 3 26 20 29 14 
Representative Magazines 
in other classifications: 
MONTHLY AND HOME SERVICE 17 22 15 17 
MEN'S 32 36 - 
WOMEN’S SERVICE ~ 25 = 31 
WEEKLY 21 20 22 15 
| nl de ni Can Farm 


Farm and Ranch © 


NASHVILLE, TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


DALLAS 
Bruce Johnson 


CHICAGO 
Dan Doody 


NEW YORK 


Bob Finn 


LOS ANGELES SAN FRANCISCO 
McDonald-Thompson McDonald-Thompson 
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Motorola Promotes 
Eight; Redefines 3 
Major Product Units 


Cuicaco, Nov. 20—Motorola Inc. 
last week announced the promotion 
of several senior officers and the 
establishment of three newly de- 
fined major products divisions. 


e Paul V. Galvin, president, moves 
up to chairman of the board and 


Paul Galvin R. W. Galvin 
will remain the comparfy’s chief 
executive officer. 


e Robert W. Galvin, his son, exec 
vp since 1949, succeeds him as 
president. 


e William S. Wheeler, former staff 
aide, was named assistant to the 
president. 


Three former vps were promoted 
to exec vps and wiil head up the 
new major products division. They 
are Edward R. Taylor, consumer 
products; Daniel E. Noble, indus- 
trial, semi-conductor and military 
electronics divisions, and Elmer H. 
Wavering, automotive products. 

S. R. (Ted) Herkes, former vp 
for sales, was named vp for con- 
sumer products marketing. He will 
be responsible for distribution, 
sales, merchandising and product 
planning in his new post. 

A new position of general mer- 
chandise manager was created and 
will be filled by Virden Scranton, 
formerly vp of Motorola Ltd., Can- 
ada. Mr. Scranton, Alan G. Wil- 
liams, general sales manager, and 
David «i. Kutner, director of mer- 
chandising, will report to Mr. 
Herkes. 


Carter and Brisiol-Myers 
Sponsor Pro Basketball 
National Broadcasting Co. has 
signed Carter Products and Bris- 
tol-Myers Co. as the first sponsors 
of the 1956-57 Saturday afternoon 
telecasts of National Basketball 
Assn. games. Carter, for its Rise 
shave cream, will sponsor one- 
quarter of the first two telecasts 
(Dec. 15 and 22) and one-quar- 
ter of six games on alternate weeks 
starting Jan. 12. Sullivan, Stauffer, 
Colwell & Bayles is the agency. 
Bristol-Myers, for Bufferin and 
Vitalis, will sponsor one-quarter 
of seven games on alternate weeks 
starting Jan. 5. Doherty, Clifford, 
Steers & Shenfield is the agency. 
The 15-game schedule continues 
through March 30. This is the 
third straight year NBC-TV has 
presented the pro_ basketball 


Pittsburgh 


market . . . 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PITTSBURGH 22, Pa. 
Court 11-0220 


Standard Oil Buys ‘Tracer’ 
Standard Oil Co. of Texas has 
bought “The Tracer” tv film series 
for presentation in five Texas and 
New Mexico markets. The con- 
tract for the show, which is being 
distributed by Minot TV, was 
placed through White & Shuford 
Advertising, El Paso. 


Sweets Co. Buys Segments 
Sweets Co. of America, Ho- 

boken, has bought 13 alternate 

week quarter-hour segments in 


four NBC-TV daytime shows. 
Henry Eisen Advertising Agency 
services the account. The buy in- 
cludes segments of “Howdy Doo- 
dy,” “Cowboy Theater,” “Modern 
Romances” and “Tic Tac Dough.” 


N. ]. Broadcasters Elect 

New Jersey Broadcasters Assn. 
has elected Jerome McCarthy, gen- 
eral manager, WTOA, Trenton, 
president. Other new officers are 
John Struckell, general manager, 
WWBZ, Vineland, vp, and Robert 
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MacDougal, WAAT-WATV, New- 
ark, secretary-treasurer. 


ANPA Integrates Programs 
for Production Improvement 
Two programs for the improve- 
ment of newspaper production, 
heretofore carried out separately 
by the research institute of Amer- 
ican Newspaper Publishers Assn. 
and the Institute of Newspaper 
Operations, Chicago, will be inte- 
grated Jan. 1. The integrated pro- 
gram will continue under the 


mame and charter of ANPA re- 
search institute. Directors will be 
elected from the present boards of 
both organizations. 

Cyrus L. MacKinnon, managing 
director of INO, will become 
managing director of ANPA 
search institute. Cranston Wil- 
liams, general manager of ANPA 
and of the institute, will continue 
in those capacities. ANPA research 
institute headquarters will be at 
140 S. Dearborn St., Chicago, pres- 
ent office of INO. 
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Ad Council Denies 
Radio Free Europe 
‘Incited’ Hungarians 


New York, Nov. 20—The Ad- 
vertising Council last week de- 
nied that Radio Free Europe has 
done anything to incite the Hun- 
garian people to violent revolt. 

This charge was originally 
leveled by the Soviet Union. It 
has also been made by journalists 


writing in French and West Ger- 
man newspapers, quoting Hun- 
garian refugees. F. J. Abbott, 
director of RFE, has denied the 
stories, insisting that RFE broad- 
casts have been confined to ob- 
jective news and commentary and 
that they never urged revolt or 
promised outside help. 

The Advertising Council, which 
has been conducting campaigns for 
the Crusade for Freedom, fund- 
raising arm of Radio Free Europe, 
issued the following statement: 


“The Advertising Council wel- 
comes President Eisenhower's 
statement of yesterday that the 
U.S. has never advocated the 
violent revolt of peoples behind 
the Iron Curtain against their 
Communist oppressors, but has 
consistently urged these unfor- 
tunate peoples to hope for freedom 
as a result of peaceful interna- 
tional and external pressures on 
the Soviets. 

“The council believes that Radio 
Free Europe has followed these 


policies prior to, during and since 
the Hungarian revolt, as evidenced 
by a directive issued in 1951. 


= The statement then quoted the 
RFE directive: 

“Speakers are warned not to 
yield to a natural impulse to bring 
hope to their compatriots by prom- 
ising armed intervention by the 
West. To raise the hopes of our 
audiences in this fashion would be 
to do them a cruel disservice; it 
would also constitute a radical 


Wallace Johnston, President of Wallace Johnston 
Appliances, Memphis, Tennessee, has subscribed 
to ELECTRICAL MERCHANDISING for each of the 
twenty-five years that he has been retailing appli- 
ances, radios and television sets. The easy-going 
Past President of NARDA links his business 
progress to ELECTRICAL MERCHANDISING in these 
words: “We operate two stores, and to keep up 
with everything going on—to find out what the 
trends and changes are — we have always looked 
to ELECTRICAL MERCHANDISING for the facts and 
figures. I read the ads to get ideas to interpret 
into my own business, to look at and order lines 
to help me in my own advertising. By getting 
the feel of the market in a matter of minutes I 
save time which can be used to out costs. ... 


Sales Training Meetings.... 


Wallace Johnston’s salestaff average 17 years with 
him. He says, “ELECTRICAL MERCHANDISING serves 
us as a sales training tool. We use its product fea- 
ture pointers, specifications, newest selling tech- 
niques and sales promotion ideas to make our sales 
training meetings mean that merchandise will be 
moved.” 


Best Editorial Coverage.... 


Time is important to Wallace Johnston, a promi- 
nent figure in Memphis business and civic circles. 
He is a leader in Rotary, Chamber of Commerce 
and is on NARDA'’s Executive Board. His civic 
activities include YMCA Board, Church Elder and 
member of Hospital Board. Business and social 
responsibilities require tirne, and he gains time by 


Electrical 


Merchandising 


PICKS, PLANS....AND PROFITS 


.... from Electrical Merchandising advertisements 


taking advantage of ELECTRICAL MERCHANDISING’s 
advantages: top editorial coverage combined with 
profit-proven sales ideas. Commenting on EM edi- 
torial content, Mr. Johnston said: “‘Best in the 
Industry. Larry Wray is well-versed in the Indus- 
try, has his hand on the pulse of it and knows what 
the score is.” Important judgment from one of the 
country’s top-ranked retailers who uses editorial 
content in his constant effort for business progress 
and expansion. 


Your Ad Gets Read Intentionally.... 


Your advertising message in ELECTRICAL MER- 
CHANDISING reaches Wallace Johnston and thou- 
sands of other leading dealers, distributors and 
buying factors in the appliance-radio-TV Industry 
who pay to read it. The close readership your ad- 
vertising gets from these top-rated retailers and 
buyer/executives means that you can tell your 
product story to the top selective audience . a 
natural inasmuch as there is more selectivity in 
selling today. The coverage and penetration your 
advertisements achieve in ELECTRICAL MERCHAN- 
DISING match your market potential. 


Buy More “Reach and Read”.... 


udit Bureau of Circulation figures show that 

LECTRICAL MERCHANDISING’s paid circulation is 
the largest in the appliance-radio-TV Industry. 
Your advertising dollar buys more “reach and 
read” when it goes into EM. So, cut distribution 
costs while increasing your sales and parallel your 
field selling set-up by advertising in ELECTRICAL 
MERCHANDISING. 


Alone wil! cover the market Alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W. ¥. 
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misrepresentation of the present’ 


policies of the western powers. 
Such talks may not be broadcast 
by RFE.” 

The Advertising Council added 
that it “reaffirms its belief that 
Radio Free Europe is performing 
a valuable service 1. the cause of 
the free world and renews its in- 
tentions to give full support to/the 
Crusade for Freedom in its task 
of securing the financial ps eo 
of the American people for Radio 
Free Europe and Free Tusope 
Press. ” 


Int'l Shoe Names Chambers 

M. R. Chambers has been elected 
to the new position of vp in charge 
of sales of Internationa! Shoe Co., 
St. Louis. For the past four years 
Mr. Chambers has been general 
merchandise manager of women’s 
shoes for the company’s four gen- 
eral line divisions and has headed 
sales and merchandising of wom- 
en’s shoes for the Continental and 
Sentinel divisions. 


26.9% 


OF SOUTH CAROLINA'S 


FURN., H’HOLD 
APPL. SALES 


AMOUNTING TO 


$27,571,000. 


are in the COMPACT 


{ in SOUTH 
St CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture and Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. 

Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Daily Circuiation 
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\ Vital New Market 


YY With an Astonishing 
= Rate 
won Write for full facts: 
ELECTRIC HEAT 
\ 2 W. 45th St., N.Y. 36, N.Y. 


& Airconditioning 
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Along the Media Path 


The Philadelphia Daily News 
has solved the problem of getting 
r.o.p. color plates to fit into its 
1,000-line forms. The newspaper 
has been able to use color plates 
designed to fit a “‘digest-size” mag- 


“true sharpness and true color” 
to fit into the News’ page. The new 
process was used successfully with 
a Chevrolet ad run in the May is- 
sue of Reader’s Digest. 

Basically the process involves 
the use of the original 133-screen 


engravings for reproduction and 
not progressive color proofs. By 
using the original plates, the en- 
graver completely chalks the cuts 
so that all spaces between the dots 
are covered with white chalk. The 
black ink is rolled over the plates 
to cover the surface of the dots 
only. The inked plates are then 
photographed directly to 1,000-line 
page size. Result is a 63-line screen 
used by the Daily News. 


e To help jewelry retailers cash 


azine and reproduce them with 


in on the Valentine’s Day gift mar- 
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more money...and spending it — 
on more and more products 


Regardless of claims... metropolitan area confusion and so-called top 
market designations here is proof that people are making more money and 
creating greater sales in Remarkable Rockford. Department store sales for 


the first 9 months of 1956 are 1 


greatest increase in Illinois for any metropolitan area .. . and 3rd in the * 


entire nation. 


CITY OF ROCKFORD 
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3% ahead of the like period of ’55. This is the 


HIGHEST IN ILLINOIS (oursive cHicaga) 


Retail Seles ‘SS $215,333,608 ' 
AND INCREASING EVERY MONTH 
Food Sales "55 $ 38,889,000 . 
Sittin teens $237,660,000 You can get complete coverage of this 
growing Rockford, Illinois market area. eg - 4 
Rockford’s two daily newspapers give from . * & 
on oe 30% to more than 100% coverage in over Ng 
100 towns in 13 counties thru home delivery. Ss 
Buying Power 36th in USA i. 
Remember, Rockford is the 2nd largest Ee 
machine tool center in the world... is 13th a: ¥ 
in total postal savings . . . and is the center ate § 
of a rich and prosperous agricultural area. a a 


ROCKFORD MORNING STAR 
Rockford Regisier-Republic — 


Full-color press facilities to further aid in 
selling your product or service are available. 


A REMARKABLE ONE BUY MARKET... WHEM YOU USE... 
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SENTED WATION ALLY BY BURKE, KUIPERS & MAHONEY, INC. 


ket, estimated by the Valentine’s 
Day Council at $136,000,000, Look 
is preparing to launch its annual 
Valentine’s Day jewelry promo- 
tion. At least 750 jewelry outlets 
throughout the country are expect- 
ed to tie in with the merchandising 
event. The promotion is scheduled 
to break on Jan. 22, with the slo- 
wll |gan: “Presents make the heart 
grow fonder.” 


~* |e A $250,000 expansion program, 
including new building and equip- 
| ment, has been completed by 
>» |WWLP, Springfield, Mass., tv out- 
f at let. 
> |e WDOK-FM, Cleveland, which 
broadcasts music continuously on 
| hi-fi equipment, sponsored the first 
|high-fidelity equipment fair in 
Cleveland, Nov. 17 and 18. Exhib- 
itors included Pilot, Fisher, RCA 
Victor, Sherwood, Lansing, Karl- 
son, Thorens, Precision, Recon, 
* |Audak, Collaro, Nordmende, 
'Braun, Pye, Berlant Concertone, 
| Pickering, Ampex and Sonotape. 


~ |e A new booklet on kitchen-laun- 
¥ | dry planning is being offered to 
readers in the current issue of The 
| American Home. The booklet con- 
* |tains complete cut-outs in the 
shapes of all types of kitchen and 
laundry appliances for use in plan- 
ning for any space. Also included 
in the booklet are complete in- 
structions on plumbing, wiring, 
basic arrangements, etc. 
"=. |e Electronic Technician is telling 


its sales story with a series of 
pamphlets featuring different 


+ 


eS types of space representatives. The 


» |first three characters in the series 
=. |are Smiling Sam, Robot Robert 
* |and Panic Paul. 


e Effective Dec. 6, the Chicago 
Daily News will publish three zone 
sections—North, West and South— 
every Thursday. Each section will 
carry special editorial material and 
feature stories of interest to read- 
ers in the locality. 


e The Dallas Times Herald has 
begun a new three-story and base- 
ment addition. The new structure 
will cost $1,300,000 and take 18 
months to complete. 


e Ladies’ Home Journal is cur- 
rently introducing a continued 
love story in pictures as a new ap- 
proach in magazine covers. Begin- 
ning with the November issue, a 
series of covers will portray the 
» |romance of a young couple, from 
> |the initial boy-meets-girl stage 
through boy-wins-girl on to mar- 
riage and, eventually, family. 


@ Department of New Laurels: 

During October, Chemical & En- 
gineering News carried 340 pages 
of advertising, the largest adver- 
tising month in the publication’s 
history. 

The Philadelphia Daily News 
topped 200,000 circulation for 
_ | October, an increase of more than 
» | 29,000 over October, 1955. 
st Nation’s Business’ advertising 
'|revenue for 1956 will exceed 
$2,015,000—an increase of $358,000 
over the year 1955. 


Ray Fala. 
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WHAT 


TO RETAI 


ADVERTIS I! 


L 


The answer is “plenty.” 
Old established buying patterns are going down the drain, 


as Philadelphia retailers rebel at higher-than-ever rates 


for less-than-before circulation. 

There was little they could do to express their rebellion 
until the PHILADELPHIA DAILY NEWS was reborn. 

Now the retailers, who know best what's going on 

in the area of their own cash registers, 

are swinging to the NEWS. 

Follow their lead . . . and “see the bright difference” 
in your sales in Philadelphia! 


In PHILADELPHIA #? 


10 MONTH RETAIL 


ADVERTISING 


LINAGE 


PHILADELPHIA DAILY 


NEWS 


GAIN 


157,115 


Evening & Sunday 


Bulletin 


Loss 


45,971 


Morning & Sunday 


Inquirer 


LOss 


1,124,486 


DRAMATIC GROWTH. Since September, the bright new NEWS has gained 
more than 25,000 net paid copies daily. Exactly 47,970 copies a day over 
December, 1955 . . . the month the new DAILY NEWS came alive. Small wonder 
the bright new NEWS has blossomed into the market's hottest advertising medium. 
Small wonder scores of new advertisers, loca! and national, have jumped aboard. 


REPRESENTED BY: REYNOLDS FITZGERALD New York 


* Chicago + Detroit - 


Syracuse * 


(1955 vs. 1956) Media Records 


The Swing is to the NEWS. . 

And there's only one reason. 

The bright new DAILY NEWS produces resul* 

at a profit to the advertiser. 

in our “high visibility” tabloid pages 

we couldn’t bury an advertisement if we tried. 
That's why even small space ads pay off like magic. 
Try it and see! 


PHILADELPHIA DAILY 


NEWS 


Atlanta * LosAngeles + SanFrancisco + Seattle ° 
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There’s a lot more than oil bubbling over in Baton 
Rouge these days. Better take another look—the 
figures are enough to make your head swim: 


Population—up 337% since World War II (com- 
pared with total U. S. increase of 19%). And buy- 
ing power—up a staggering 565% since the war 
(U. S. total is up 88%). Retail sales have spurted 
nearly 200% during this same period. 

During 1956 Baton Rouge—one of the most im- 
portant oil and chemical centers in the South— 
saw a fantastic $100 million worth of new con- 
struction get under way—Dow Chemical, Kaiser 
Aluminum, W. R. Grace to name a few. 


New industries are not the only signs of the big 
boom in Baton Rouge . . . more new homes were 
built in 1955 than ever before; a modern new bus 
terminal is in operation on North Boulevard; a 
new shopping center has been opened on Plank 
Road; expansion of the famous Heidelberg Hotel 
is scheduled. 

If you want your share of the boom in Baton 
Rouge, PARADE and the Baton Rouge Morning 
Advocate will give it to you. Each Sunday they 
call on more than 52 out of every 100 homes. 
Each Monday they begin to move goods off deal- 
ers’ shelves all across town. 


PARADE . . . The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


para 


How big 


in Baton Rouge? 


(Per cant of famsies reached ) 
eee 
COLLIER’S..... 8.5% 
ee 
PARADE 


————————— 
demo 


= A= Ae 
Pee 8! Tene eA 
Represented nationally by The John Budd Co. 


Advertising Age, November 26, 1956 
|Merchandising May Be a ‘Plus,’ But It 


Cuicaco, Nov. 20—A media man, 
an adman and an agency man all 
made it clear that in the future 
the decisive differences among 
radio and tv stations (and other 
media too) will be in the mer- 
chandising they can do. 

Furthermore, they said during 
a panel session at the first Broad- 
casters’ Promotion Assn. conven- 
tion Saturday, the stations are 
going to have to hand-tailor their 
sales promotion plans to suit the 
needs of each sponsor they land, 
or hope to land. 

Joint authors of these opinions 
were R. S. MacDonald, advertising 
director, Quaker Oats Co.; Don 
Nathanson, president of North 
Advertising, Chicago, and Max E. 
Buck, manager of WRCA-TV, New 
York. 


= Previous sessions of the new 
trade group’s first assembly had 
established that the client’s goods, 
not the station’s ratings, were what 
concerned agencies and sponsors 
(AA, Nov. 19). Mr. Buck agreed, 
but added some special reasons 
why it should become more im- 
portant for stations to merchan- 
dise in time to come. 

Right now, said Mr. Buck, 
there’s a “luke-warm panic” 
among manufacturers, who are 
seeking to “hold onto their boom- 
time customers.” The result is 
that “tv stations and even radio 
stations no longer need salesmen— 
just fellows with sticky fingers 
who can gather in the orders as 
they drift by.” 

In the future, however, he pre- 
dicted that advertisers will get 
tired of such things as “spending 
$9,200 on WRCA-TV for an hour 
that we don’t have to fill and that 
doesn’t even belong to us.” In- 
stead, they will expect perfor- 
mance at the point of sale. 


s As an extreme instance, Mr. 
Buck pointed to Hershey Choco- 
late Corp.: “No medium has been 
able to squeeze a quarter from 
these tightwads,” he said. “Yet, 
they’ve maintained their top 
position through great feats at the 
merchandising level.” 

The moral, said Mr. Buck, is 
that “no station is merely in the 
business of selling time. Our busi- 
ness is selling goods.” 

As a client, Mr. MacDonald 
judged merchandising by stations 
to be a “plus” or a “fringe bene- 


Decides Clients, Promotion Men Hear 


fit”—but a frequently decisive one. 
“Since most radio stations offer 
essentially the same basic serv- 
ice—broadcast of the advertiser’s 
message to a mass audience—it 
must, of necessity, become appar- 
ent that it is the so-called ‘fringe 
benefits’ that are going to deter- 
mine the final selection,” he said. 


= And these benefits, he added, 
“must not be the same as all other 
stations offer. They must be 
better and backed up by the 
known ability of the station to de- 
liver.” 

From Don Nathanson came sim- 
ilar advice. “Don’t set up a pat 
promotion routine that every 
sponsor can use,” he told the pro- 
motion men. “This may appear ex- 
citing and show-offy to your sales 
department, and to time buyers— 
but it will only move merchandise 
for those sponsors who have mer- 
chandising problems that can fit 
the tight pattern of your pat pro- 
gram...” 

In a wind-up to their first con- 
vention, the more than 300 newly- 
associated promotion men elected 
the following officers: President, 
Dave Partridge, advertising and 
sales promotion manager, Westing- 
house Broadcasting Co., New York; 
lst vp, Charles A. Wilson, sales 
promotion manager, WGN and 
WGN-TV, Chicago; 2nd vp, Mon- 
tez Tjaden, promotion manager, 
KWTV, Oklahoma City. 


# Board members included: 
Three-year terms—Bruce Wallace, 
WTMJ, Milwaukee; Roy Pedersen, 
WDAY, Fargo; Sam Elber, WERE, 
Cleveland; Haywood Meeks, 
WMAL, WMAL-TV, Washington. 
Two-year terms—Gene Godt, 
WCCO-TV, Minneapolis; Marion 
Annenberg, WDSU, New Orleans; 
Joe Hudgens, KRNT, Des Moines; 
Joe Zimmerman, WFIL, Philadel- 
phia. One-year terms—Foster 
Brown, KMOX, St. Louis; John 
Keys, WMAQ, WNBQ, Chicago; 
Paul Woodland, WGAL, Lancaster, 
Pa.; Howard Meagle, WWVA, 
Wheeling. 


Harshe-Rotman Names Bailey 

Howard T. Bailey has been 
named an account executive in 
the New York office of Harshe- 
Rotman, public relations counsel. 
Mr. Bailey formerly was in the 
sales promotion department of 
American Can Co. 


com-muni-ca‘tive* 
is the word for the Newsweek reader 


com-mu’ni-ca‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 
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A man’s guide to women, No. 8: ANGER 


Nothing ever ruffles a man. 
He rarely gets angry— 


unless someone misplaces 


a cuff-link or leaves a 
roller-skate on the 
front walk. When his wife 


seems calm in the face of 


such disasters, 


he may wonder— 


What makes a woman angry? 


Women get angry at different things, and in a different way. A woman 
may get fighting mad when the School Board vetoes higher teachers’ salaries. 
But instead of storming around the house smashing paperweights, 


she clenches her teeth and goes about electing a new Board. She may seethe 
when Junior fires a BB through the window. But instead of exploding, she uses a dash of 
i es and sets up a target in the backyard. (A water pistol target, that is!) 


Because the Journal understands women, and talks to them 
in their own language, more women buy and read the Journal than any other magazine. 
The Journal’s average circulation is now over 5,200,000. * 


And the Journal’s influence with women prompts advertisers to invest more money in the Journal 
than in any other women’s magazine. For the first ten months of 1956, Journal revenue 
was 30% higher than the second women’s magazine—nearly 50% more than the third! 


rad weer it tien: 


No. @ in ciroutation * No. @ in newsstand sales & No. @ in advertising revenue 
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MIAMI went 


NOW YOU CAN ACTUALLY HEAR 
RADIO PROGRAM AVAILABILITIES 
SIMPLY BY TELEPHONING - 
YOUR NBC SPOT SALES 

RADIO REPRESENTATIVE! 


From the beginning of Radio, the truly vital 
elements of intelligent buying have been the 
programs themselves and the personalities 
who make them sound advertising invest- 
ments. Now, for the first time, national Spot 
Radio advertisers can make important buy- 
ing decisions based on actual performance of 
programs and personalities. 


Radio-Phonic Spot Buying offers you im- 
mediate auditions of Radio programs carried 
by every station represented by NBC Spot 
Sales. And you don’t have to move from 
your desk! This new and exclusive service 
is available right now to time-buyers in New 
York. Eventually, it will be available in 
other key cities. 

An up-to-date file of audition recordings is 
as close to you as your telephone . . . and the 
list will soon be expanded so that, eventually, 
you can hear any Radio show on any Radio 
station sold by NBC Spot Sales. Just call 
your NBC Spot Sales Radio Representative 
at your convenience, name the station and 
the show you want to hear, then sit back and 
listen to the sample-in-sound for yourself — 
as much or as little of it as you choose. 


Try Radio-Phonic Spot Buying today! If 
you haven’t received your list of available 
audition recordings, ask your NBC Spot 
Sales Radio Representative. 


(tig) sPor SALES 


NEW YORK wrca, wrca-tv BUFFALO weur SEATTLE-TACOMA Komo, xomo-tv 
SCHENECTADY-ALBANY-TROY wres LOUISVILLE wave, wave-tv LOS ANGELES xrca_ 
PHILADELPHIA wercv, wrev-tv CHICAGO wmaa, wusaq PORTLAND «pry 

WASHINGTON wrc, wrc-tv ST. LOUIS «so, xso.tv SAN FRANCISCO «npc 


DENVER KOA, KOA-TV HONOLULU keu, Kona-tv 
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Sales and PR Notions... 


Merchandising Ideas 


e E. T. Turney Jr., president of 
North Shore Nameplate Inc., Bay- 
side, N. Y., felt he had a good di- 
rect mailing piece when one of the 
first prospects to receive it re- 
turned a letter reading in part: 

“Yours is a unique idea for ob- 
taining business, and we feel some- 
one with such a keen eye for 
business should at least have the 
opportunity to furnish us with a 
quotation.” 

Mr. Turney’s mailing piece, a 
four-page folder with detachable 
prepaid postcard, is a two-color 
offset job designed for North Shore 
Nameplate by its agency, Herbert 
Lindauer Associates. The first 
page has a picture of Mr. Turney, 
scissors in hand, clipping an ad 
from a magazine. Above the pic- 
ture a letter, in simulated hand- 
writing, begins: 

“When I read about your prod- 
uct, I started wondering if you 
can reduce costs with our Therma- 
Cal color anodized and etched 
aluminum foil nameplates...” On 
page 3 is tipped-in an advertise- 
ment of the prospect’s product 
clipped from a trade or consumer 
magazine. Mr. Turney’s system for 
selling this nameplate instead of 
that used on the prospect’s product 
is simple. A _ sales department 
member checks ads‘of prospective 
users; a clerk handles the clipping 
and mailing details, and Mr. Tur- 
ney has the envelope addressed to 
“The Top Man.” He says it gets 
there, often amusing or intriguing 
the chief executive. Thus, for 
North Shore Nameplate, creative 
use of direct mail is saving large 
amounts of its salesmen’s shoe 
leather, time and cost to the com- 


pany. 


e In probably the highest self- 
liquidating premium ever offered, 
the Hi-C division of Minute Maid 
Corp. early this month sent two 
giraffes, valued at $8,000, to the 
Houston Zoo. This matchless civic 
gesture, conceived by former cir- 
cus man, Niles Foster, now man- 
ager of the Hi-C division, will be 
paid off by the Houston community 
through their purchases of Hi-C 
canned fruit drinks. Hi-C estimates 
it will take about three months for 
Houstonians to liquidate the gi- 
raffe premiums at a 2¢ per can al- 
lowance. To spur the self-liquidat- 
ing premium along, O. B. French, 
regional sales manager, and James 
L. Folmar, Houston broker, created 
a “count the spots” contest in 
which winning children and their 
parents will receive all-expense 
trips to Disneyland. 

Since the Houston Zoo is entirely 
dependent upon gifts and dona- 
tions for new animals and had no 
giraffes, the Hi-C proposition was 
gratefully accepted by Houston 
officials. Hi-C, too, is pleased 
with the reception accorded the 
giraffes—a downtown parade, a 
specialiy designed giraffe house 
built by Houston and gratitude 
from Houstonians expressed by an 
estimated 40% increase in Hi-C 
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sales there. Last week, a repeat 
performance was staged in Hono- 
lulu, with the arrival of two gi- 
raffes at the Honolulu Zoo, also 
sent by Hi-C. J. R. Pershall Co., 
Hi-C’s agency, is currently trying 
to get a contest rolling among 
Houston and Honolulu children to 
see who can liquidate their gi- 
raffes first. Allstate Advertising 
Agency is handling public relations 
in Houston. 


e To help advertisers in choosing 
an exposition for their products, 
Clapp & Poliak, New York, exposi- 
tion management company, is dis- 
tributing an 8” “Show dial,” which 
shows total attendance and job 
functions of persons attending for 


each of six C&P shows. The back 
of the dial is a work schedule cal- 
endar for exhibit managers and 
includes show dates, places, hours 
and a.checklist for phone, electric- 
ity, water, furniture, labor and 
personnel for the displays. 


e Monsanto Chemical Co., which 
through Gardner Advertising Co. 
designs its corporate advertising 
to create a strong company identi- 
ty, has put out a flip-card style 
booklet dramatizing how the fav- 
orable “sales climate” created by 
its ad program helps sales repre- 
sentatives in their contacts. Wil- 
liam R. Farrell, Monsanto’s direc- 
tor of advertising, explains in a 
foreword to sales representatives 
that’ the booklet is “an attempt to 
present in a simplified manner 
how corporate advertising does 
not, and cannot by its nature, sell 
specific products by the ‘hard sell’ 
method. It attempts to set up a 
favorable climate for selling by 
bringing Monsanto’s name to the 
attention of the people whom you 
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sell, and therefore sells our compa- 
ny and you.” The 20-page booklet 
is illustrated in two colors, with 
sales representative “Joe Quota” 
as the star of a cast which demon- 
strates how the advertising paves 
the way for sales representatives. 


e Another unusual direct mail 
promotion, this one staged by 
Kaiser Aluminum & Chemical 
Corp. for its covered wire, in- 
volved a series of eight individual 
pieces pegged around a baseball 
theme. The pieces, some with cut- 
outs and moving parts, were sent 
out between Aug. 22 and Oct. 12. 
The program concluded with a 
real timing break for Kaiser Alu- 
minum—the final broadside fold- 
out piece, built around the All 
American sport, arrived in the cus- 
tomers’ hands on the day or day 
after Don Larsen pitched his per- 
fect game for the New York 
Yankees during the World Series. 
As a forceful follow-up, Kaiser 
Aluminum salesmen called on 
prospects to see how they liked the 


promotion and to present them 
with a plastic zippered brief case 
to hold the mailings. 


e Living room floors all over the 
U. S. are becoming test tracks and 
proving grounds with the intro- 
duction of a new parlor game in- 
spired by the test drivers at the 
automotive proving grounds of 
Chrysler Corp. The game, “Test 
Driver,” was conceived during a 
visit to the proving grounds at 
Chelsea, Mich., by members of 
Milton Bradley Co., game and 
school supply manufacturer. 
James J. Shea, Milton Brad- 
ley president, and his group of 
game experts rode around the high 
speed test track, drawing sketches 
and making notes. They translated 
their experience over the endur- 
ance route into the “Test Driver” 
game, with the enthusiastic coop- 
eration of Chrysler Corp. Now 
available in retail stores, the game 
is played on a board that repro- 
duces the proving grounds roads. 
Using magnets, the players move 
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So says an important agencyman about information from 


Broadcasting ¢ Telecasting. So any executive interested in what happens 


on the radio and television scene might say. 


BeT, with the largest staff in the field, reports in 85,000 informed, 


informative and pertinent words a week, exactly what took place—in 
Paducah, on Madison Avenue, in Congress, in the FCC, ABC, NBC, CBS 
and points N, E, W and S. 


BeT, the only vertical news magazine specializing in radio-television 
coverage with ABC Membership, reaches the men and women who matter. 
Readers get first-hand information and advertisers get their money’s worth, 
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EXPERT TEST DRIVERS—Chrysler Corp. automobiles are being merchan- 

dised even to youngsters in the new game, “Test Driver,” which 

reproduces the. obstacles encountered by professional test drivers 
at the Chrysler Engineering Proving Grounds. 


scale models of 1957 Chrysler cars 
over the three-dimensional board, 
through the same obstacles en- 
countered by professional test 
drivers. 


CBS Income Up for 9 Months 
Consolidated net income for Co- 
lumbia Broadcasting System, New 
York, hit $9,368,073 for the first 
nine months of 1956, an increase of 
7.4% over the $8,718,713 for the 
comparable period in 1955. The 
current earnings are equivalent to 
$1.25 per share, compared with 
$1.19 per share for the first nine 
months of 1955. Net revenues and 
sales for the first nine months of 
this year totaled $256,379,847, com- 
pared with $225,841,652 for the 
corresponding period in 1955. 


Charles Bowes Names Barnes 
Robert Lee Barnes, formerly 
copy chief of Dan Ebberts Ad- 
vertising, Huntington Park, Cal., 
has joined the copy staff of Charles 
Bowes Advertising, Los Angeles. 


Unusual Ideas Inc. 
Offers Exhibit Clients 
Lots of Guess What? 


New York, Nov. 20—An adman 
and an actor-musician with some 
unusual ideas on how press parties, 
sales meetings, shows and exhibits 
should be run have joined to form 
an organization called, in fact, 
Unusual Ideas Inc. 

With their venture, Glenn Wig- 
gins, director of client relations for 
the Magazine Advertising Bureau, 
and showman Frank Lynn hope to 
cash in on an active and growing 
market: This year, U.S. companies 
are expected to spend about $3 
billion on some 2,400 trade shows. 
Further, the ten largest convention 
hotels in New York take in an es- 
timated $15,300,000 (45% of all 
food sales) in banquet activities 
and $5,000,000 (33.5% of all bev- 
erage sales) at banquet functions. 

Friends for about four years 
now, Mr. Wiggins, parttime presi- 


FLOWERS FROM 
RECENT BOUQUETS: 


Missouri Jounalism Award 
Advertising Club Achievement Award 
FCC-NARTB Plaque 


Erdos & Morgan Survey 
Editorial Confidence 
(Overwhelmingly favored among 7 
publications in the field) 


Erdos & Morgan Survey 
Readership 


yg 


BROADCASTING 
TELECASTING 


the businessweekly of 
radio and television 


TELLS THE WHOLE STORY 
ON TIME 


Executive and Publication Headquarters 
Broadcasting @ Telecasting Bldg. 
1735 DeSales St., N. W., Washington 6, D. C. 
Telephone: MEtropolitan 8-1022 


(Read by 90% of executives surveyed 
in radio, tv and advertising) 


“Maybe we don't always agree with 

what your editorials say, but you are 

the epitome of independence and fear- 

lessness in what you say on your edi- 
torial page.” 

—Gerorce C. McConnaucnuey, 

Chmn., FCC 


“The broadcasting industry is fortu- 
nate in having your fine facilities al- 
ways ready and available to cover the 
news.” 


—Davip Sarnorr, 
Chmn. of the Board, RCA 


“BeT deserves the commendation of 

the entire radio-television industry for 

its comprehensive and accurate report- 
ing in the past quarter century.” 

—Leonarp H. Gotpenson, 

Pres., AB-PT 


“.. salute you for the outstandin 
job you have done in rting an 
commenting on (25) significant years.” 
fac Manito; B. Lewis, Pres. 
Kenyon & Eckhardt 


“... high esteem in which the entire 
broadcasting industry holds you and 
your fine staff . 
—Tnomas F. O’New, Pres. 
RKO Teleradio Pictures Inc. 


“You and your associates through BeT 

have over the past 25 years made out- 

standing contributions to the radio 
and television industry .. . 

—Artnur Fatt, Pres. 

Grey Adv. Agency 


. . . reminded of the truly marvelous 
prestige and stature you have attained.” 
—C. Terrence Ciyne, 
Chmn., Plans Review Bd. 
McCann-Erickson 


. splendid service you constantly 
noha for the entire field of mass 
communications . 

—Paur c. Soir, Pres. 
Crowell-Collier Pub. Co. 


“Suffice it say that I often wonder 


whether the industry could exist with- 


out B.eT... .” 
—Tep Bercmann, V.P. 
McCann-Erickson Inc. 


“May your next 25 years be as worthy 
and fruitful as your first quarter cen- 


tury.” 
—Ben Durry, Pres. 
BBDO 
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dent of Unusual Ideas Inc., and 
Mr. Lynn, fulltime executive vp, 
feel that their combined talents, 
plus those resources which they 
can draw upon, are capable of 
turning out the kind of parties and 
exhibits which will stand out 
among the myriads attended by 
most reporters, salesmen and buy- 
ers. 


@ Mr. Wiggins was an account 
supervisor at Kenyon & Eckhardt 
for 15 years prior to joining MAB 
two years ago. Mr. Lynn is a for- 
mer classical musician with theat- 
rical and night club experience. 

Unusual Ideas, depending on the 
request, will come up with ideas 
and themes for a party or will 
handle the whole shootin’ match, 
including favors, decorations, men- 
us and entertainment. The latter, 
if desired, can include a compiete 
original musical variety show 
written and produced especially 
for the occasion. 

The organization can draw upon 
a staff of about 100 in the adver- 
tising, promotion and entertain- 
ment fields with whom they have 
working arrangements, as well as 
a group of display and printing 
houses. 

An upcoming assignment is the 
International Boat Show, taking 
place in Miami in February, where 
the group will stage a show titled, 
“The Old Salt,” recalling historical 
events that took place on ships. A 
stage will be built resembling a 
ship’s bow and there will be a 16- 
piece orchestra and a cast of eight. 


@ Messrs. Wiggins and Lynn are 
not inclined to reveal much about 
the line of thinking they take in 
handling an assignment, other than 
to comment: “We say that if we 
do it, it will be unusual.” 

The company’s address is 806 
Lexington Ave. 


Ralph Gardner Gets Claridge 
The frozen foods division of 
Claridge Food Co., New York, has 
appointed Ralph D. Gardner Ad- 
vertising, New York, to handle 
advertising and promotion for 
Claridge’s new line of frozen, pre- 
cooked meats. Claridge instant 
veal steaks, the first item in the 
line, is being introduced through 
supermarkets and chains in the 
New York area, following recent 
test market operations. Ultimately, 
a national campaign in print and 
broadcast media is planned. 


33,846, 


ig TOTAL nn D> 
AND UNPAID DISTRIBUTION 


Exclusively a monthly 
magazine, Proceedings of 
the IRE is published by and 
for radio-electronics engi- 
neers who are educated to 
specify and buy products and 
services for this highiy tech- 
nical industry. Every year 
each IRE member makes the 
$15.00 decision —93.86% re- 
new their membership and 
pet its major service, 12 time- 
y and often history making 
issues of Proceedings which 
keep him completely up-to- 
date on the newest radio- 
electronics developments. !f 
you want.to SELL the radio- 
electronics industry, you've 
got to TELL the radio engi- 


neer! The 
institute of 
Radio 
@ Engineers 
Proceedings of the 


Advertising Dept. 
1475 Broodwey, New York 36, N.Y. 
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DEMONSTRATION—Wearing a gown made from alu- 
minum yarn, Shirley Buchanan, tv and movie star- 
let, receives a gift package of Reynolds Wrap from 
Paul G. Beach, president of the Advertising Club 
of Los Angeles and advertising manager, Union 
Pacific R. R. The occasion was a luncheon meeting 
of the adclub at which Reynolds Metals Co. ex- 


Murphy Bjorkholm 


ecutives told how sales and advertising work to- 
gether in promoting Reynolds Wrap. Others are 
Hayden Clement, Pacific Coast sales manager; Paul 
Murphy, general manager of packaging markets, 
and Jim Bjorkholm, director of consumer and pack- 
aging advertising, of Reynolds. Also present is Joey, 
the clown, from Reynolds’ “Circus Boy” tv show. 
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Twist—Lou Ehlers Buick, Milwau- 
kee, gets a different look in this 


FRONT SEAT ViEW-——Steve Allen and model Evalyn Fay show off the 
new Isetta automobile on “Tonight” (NBC-TV). Interested spec- 
tators include Norman Gladney, vp, Reach, Yates & Mattoon, and 
Fred Oppenheimer, president of Fadex Corp., importer-distributor 
of the car. T.\e other spectators just happened to be passing by. 


SOLID COMFORT—When Olmsted Sound Studios entered the competitive service record- 
ing business about two years ago, it decided that it needed more than the best of re- 
cording equipment—their competitors had that, too. Hence, it dressed its waiting 
rooms and studios in charcoal gray and pink and added a “client’s corner,” a well- 


rotogravure ad in the Sunday Mil- 
waukee Journal. First of a pro- 
posed series, the ad was created 
by Robert J. Fairman Advertising, 
whose signature and copyright ap- 
pear in the upper left corner. 


Or eee 


Tabby Daum 


PARTY—Mr. Tabby was host to some 50 of Boston’s best-bred felines 
at a Cat Banquet promoted by Usen Canning Co., Boston, packer 
of Tabby Cat Food. With Mr. Tabby are Robert D. Usen, president, 
and Arnold E. Daum, sales manger, of the packer, and Arthur W. 
Ingalls, president of Ingalls-Miniter, Usen’s agency. 


MALLEABLE— © 
Robert Lyte fig- 4 
ures out a pleas- 
ing pose for June 
Svedin, Washing- 
ton state’s entry 
in the 1956 Miss 
Universe contest. 
Miss Svedin will 
be featured in 
the 1957 national 
business publica- 
tion advertising 
of KTNT-TV, 
Seattle - Tacoma 
tv outlet. Mr. 
Lyte is promo- 
tion manager of 
the station. 
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THREE-TIMERS—For the third consecutive year, Campbell Soup Co. has 

received the Consumer Advertising Award from Food Topics and 

Food Field Reporter, for its heat processed soup advertising. Here, 

Robert Mole of Food Publications Co. congratulates John A. Mc- 

Glinn Jr., vp, marketing, Campbell. Sharing the honor are William 

MacFarland, product advertising manager, and Henry Stevens, 
product marketing manager, Campbell. 


stocked bar. Olmsted thinks that its decor is partly responsible, at least, for its 
“phenomenal” business rise and a doubling in size in less than two years. Here are 
shown Olmsted’s entrance, the bar tucked under a stairway between Olmsted’s two 


floors, and a comfortable and spacious control room. 


pa, Ea 
4 Biv 
sates 
ee ee 
: Bate 
ee, 
eer bie , 
aes : Pa a i ; 
4 —* pire ae he te : 
aoe : : - eae eee * 
or Poles aplac ae - A, red 
DM ee ora ere) ys ae Y ; P 
Brat) ra 
Boe 4% coe 
: _. * r ui 
Pais. 76 a 
Tete a 
Te 4 pee see Sah : 
ei a) i ss a ss 4 — / ee rm s. 
| ae - 4 “0g oe . ee a 
ee, ‘ ge Ne) . 
z. . cay a : aa cs 
Ne a 
. os ol Pit: & 
x a7 e : j Advertising A ge N | 
abies” aS aa , ovember 
a A eee 26, 1956 
Pe. s, oS eta a oa PO : 
mt Ag ee __ peter) a ar - pres eee Riso 4 33h 2 
oie - sib od. uaieaieal ’ 
ve : bik ear os : 
es: ‘ oR 2 a4 % * 3 F ¥ 
ee ae 2 ‘ : a : 
vie mat . a ? _ _@§ 
fet ane ‘ + .. 5 - f , 
WS eee ” ae ‘tin 
age oe Oe geeeg 
Pe: ee ; 7 ta > A fe ' on oa ; * . oF ws x ¥ 
ii i" oes oe — aloha : i Pi a. Lae tf 
pa a > : Fo Sy RRS | f: A ies 54 - me. st } Kd _ i 
ah 5 aie ae : e a OO, nt eaeee. Fae — eet on hah 2 t $ re ay 
i) Sa ae 1 Tar, EE ene es ree = . So Meee t : , aa : a 
an a ‘ BF Se gg AS fos so ea ae <a iene cm asm: r eee ate a : « os 
ee ee ae ¢ ail ii i Tee. Sanam 2 a a. : 
~~ use . oe hort x “a ¥ ‘ he % cK tger thks eee t fag ee bi ies * = - ® 
> Yee > ager STS Sie a ante gains $ Lose Bo mats 4. See melee oe ar - , 
oe cy Ors . Agar Me ote 3 = ge ‘ <a a ape aes ad is BE - an ce . : a 4 
pein oe le Ae  ) aba Ss. Sr ROT ae 4 hae’ ; - t 
oe nr BT ie tae . Ee. ; a FS ea Bat ee 4 SRE - ? 4 
(ae Se RH ee : 4 ge re Fy; Bs a Lee aes, Bh ers aa a 
ws Wo as >: ea ae ri Saigo ae. 4 : E 4 ; : On eet, ara aes (ovine i 
2 >, et oa cs ices i, we ; eas “ is ae a eee | i or a ' 
G7 BLS, * Y Fie ex Me aa Sam xe © — . =f # ie 25 Pt al eee ee “f § Pe os Seas . =a Hy 
4 Sa . | ae hoes ae S = te eae 7 ¢ em S92 _ a 
ins 7 a? H i ae aoe .) F ' pee . 2 : e : ch gee ee, ee ep ae - Hes IS a 
phe hate *, ss tear =! i Pi ’ : era = pane? 4 7 eee ete a a 7 A +4 an 
a rae oa a =, , ; mee! : b ‘l ye ae a 4 q <a Be ee >, Be a iy 7 ; a 
ae As Me es Are a 7 as ee - > a 4 ee ye ee an =i  — ; 
Stee Ste te eae te PP ces. Mee < ——— nen een « — ei a aaa i ae > 7 a : ; 
1 eee ' We. aay Ge ek, a, Baa if Ae — | peer. . ree Je) rs Loe ae name ot i ee ae . —__—e ‘ 
Lath eee ee! ag FON id gia i ae ne pes a : “ ESoMiee: “aa ee ga ae ae 4 
zeae ei gue a Gree De pao i et Se i : a pee te re ; q \ an ca eee aa wettinad = 9 -: 
es ees bests ae ee pees at Sie — 4 , Hee ia rd : ay wt ae : 
Reg tere it he y aa Lhe SS ae 2 oe ai ea. ys cs : ca 3 - ea z 
ee snd pase © ie. GOA eOn Sine okt BN | 4 = a ee | es, Te a 7 2 hs 
Been fan Sh. tare foley ey Bis nee a cs os ne : e Ingalls ; : 
ee s eet) <3) . Fares ae tab oe - | aagl Bie ot: —- Ey: = 
oF ee ete. od ol oo Bane gles a ae a. 2) Sans ee oe ; 
Oe 1 PS pele My Soa Bony Peas oe Tt ai ae oe Gee Bern. Ps 
ee Usa Danae Pees nk eS See Rage a we $5 iia Ba oe | eae 
ee Berk tse ie gee ome DA testa . ee aa: Ser anys Usen 
Ce See eis pen } RE gg aS” eae i ie. <i blk et Bae Foret 5, | : 
ees . ets <i Yost SS a el a ee sa 7 eo "* iy Be se 
ae ae ‘i » erie eo te, | ee OE, a ee , a , a , —-, 
picts pa, 2 ie qe. Ts eo ais Pe 5 ie Set pei 
sos aa Ue cael ae: ee ag: ick) se a Re . 5 a : ji 
6, «aie era. Pn inky rte iY pit Eveegeeeliny ee ‘a a, by — ME Sena : 
Bre). Me eS pee - yg ARE ai Se ae ig * lg ee os See iM 
| a VA ao eas, a ean a oe Be. i , (ae aaa : . 
baer YO Fe Shia 4 Sey hee apres) De Pee Sirgen ee - be wipes Coe abeae Gee mitrar. ie . 
ae, F. : 4 OTN ities” ¥ ei eM S Er, 5 iar « a Ae, “ ; Me i Soe CaP Sire 
ma ee ee ot oe wee pe eae fea ae iP ; * o* « Beiest Ree me Ft ' 
on Bs iY nie « RF ae zeny a o4. “ae oy) 2 a3 . yee 9 he 4 Z -~ agen / bee ie ae dete : 
"i batt te Ce S582, soo es pee A sen ? ae ae cane * Oe ae aS ee ae 
SMe eae yt pr ae at oe RTE N,| —- Fs ; a Lea : os 
gi + ce epee ‘iii Spe OT ma =) >, °° * ie oie Ms 7 
be la r ~ A); aes Nal Re nal a a et eae ~ a ‘ i 
Ga : ait ape PGT ity 68 ree =) oo ,er © i eee ee ees is «TE ae Sh SAIN ak a oh 2 
Iie ee 5 r ae P ae ee Eaead ee x "* ; ‘ SPAS Sarin i - 
a! : mae | e. i p 
; ie — eR | 4 
oa Beach ees . — 4 
ne ees r 
era ~— , 
hy eee 3 Z . i 
cane 3 : - 
aa - t 
4. ees a ioe : : 
eer ae 4 al 
+ a . Pe he. , | : ee 
pee ae ia i 
af oe ee, Bh aly ce Ae 
te ea Rear: 4 » 
1 ine p 
% ee eee - ey: mt 
5s ie ; ss 
a a os ay z ‘ofl 
SEES - aay a ~ 
oe ron eueit rat s 
if Ce ’ ae on Ee ot Fs 
5 ae : =e nae a 
oad rae oo eats hy + ¥> o See rg eee ) 4 
i es i hs 2 ae a ® 
eee ee — AS ie RES Ks Paes ears sa ; 7 : ‘ ; Res et. he et ae te, Pi si Bes (a 
aks ast a & Raa eaeeey gk ge Oe ae ss : é | aS ae ; aes: ic a? e's | 
baa ea st ae - geal Seay ee tty : i 9s en , / : a ie ae 2 re a ai os 4 
a Bre tah: Perna aaa Dt: ee i A 7 "ai © age — 3 ; 
Sage a {aoe ke Bye eo, a o>. ae ee 7 a SS - e a Fa 
Remnciee mg eet Me il es tie eae 1, = ee i ; ; eke ' — ae earee Be ad i tag ; 
pieae meee, Si Re th See oo ap | eg, * La Ps. * re ee 3 a 
Pom me. ie. oi aa Pe nd Se weenie 9! ile: et ae : : 4 ‘ ; Se aaa N : “ae 4 
Eten ee here oe Sa a ci ew Bead ci ae = | . One : ’ 4 Ss: uae ] oe : . ial 
OL eae ot oat bh ye kee fee 4 oa a. ‘ § _ wm, 2 4 : a 
eS eae et ie i. ee Pacis ac — ue @) s _ mm oY ff my : ae fam Ee 
Fong adel BG Sea By ay a ao up ‘ . aw : ce Fr 
batt ee tel Bie see od eee : 3 age 4 gor F ao | oe ee ees f a) 
ce isetey de tteagael Che ks Se be fae, nit rls “MG iy 4 ‘ ea 33 = £ See 7 ! =e 
Gee cee “yc ears, ae ae tg > a iy SO i ea ‘ ae ; eo ¢ Z 
Hees. Voto fete ye ao : | Fe oe , 
ie pre Petertbs IN eh be a a ie is ee : = } 
ae BARE hla ©: Gee - wae a : . i- : ' 
‘coe a * tes ht ar we Bs ee apie ee Fe = —- : = aa : ‘ a pes oe ae = . 
Wace GST RS ee. Mg i asi) we ie = € ; oe : F < ee P. ae eee vel i = : 
ye Bee yl a oe . eae te ret er eon ba | ee ia ; 
ee ~, pe af - Fees ee es 26 : —.. - = a . tae ; . Boot ha aa, = 
oe Zz mies.) : 4 a ees i ) ". (pfiamalial P : a + p ) ee a " 
5 ee ae Pag Oe “a “ SS 3 yearn ; . i‘ ae. - % Ay ‘ +. Pi iti S92 nee u aaa a 
Bei ; <n a a ae ore — mee ve ee om 7d £ 
hyve “yt cr t oa r ay as re ma iy Nees a ae “ aoe Or. a =H 
= el a ae ? ¥ ¥ om eo ees mi Bo 
es: Woe aes +: ; “eS a ven 5) ' ses is : ‘ge Se ¢ gga 1” eae fe 
ets. : a ieee oe Wat ar aa ee . Ps i 
Aa es ; Bieta ae ai) nek Big : ar a eS aa. q 1 2 eee ‘aa e 
pols My EP ais ers, Soe ; ae ——_- ice oee, eee on Se ; | Soa wae . 
es ys; Se Cee \ io 6 & ie ° ae ee ais ee i ae : oo! aoe Sf) a 
Rigsby * baie * is ? 3 z ; og: ‘ (a a i ae ? ie a - ea ‘a F: 
Hee Rec, We alg a wee - we, Bee Bee thes ae plat eG : he 
He es “ aS hye eee pete aes : yieay te ag rie G 5 ce is Hf oe a i sie 7a _ daa ie aw = te 
Pea ee ) f et , — u . J ere 4 vf oe | Se ce Sn aa os eee =: gee et - 
7, ag © a \ } 9 " en : c esta ‘ a ke aa ee. ede ar eae ee eae {4 ee be a " 
tghey é - ; : cs tirtn resetting Baio caye » he : age ae ee — s 
Sa eho Rec | nu ili oo ee, 2} aaa a Ge 
ge iS! pe . es he _ > : ae a 
ey ‘ 4 ‘ ; i wee Baio , ed a 7 
og eae : eet «CR a ee: ae bs 
“a —_——.06—6UC | 
«i . oa ‘ 
a: er Mole é 
. tos McG . a 
= _ RSS inn w 
“7 ‘ 
a ty Syme a 
oy is 
Bete ke 7 
ah i 
A Mice $ 
ete i es |. : : ‘ a 
eee eae Pe : aaa : . 
5 2.3.) ens oS Se ee oe ia 
i ae s J ANA: . Chee Bre Pateod * ee ee ee, ee "i n a 
ced Cae ae yaa) be - na =: 5 eRe sii Be 
os 3 eae ie ‘ % te — - a . % 
aes Seth i. “pit 4 na ee: 
1 ig oom i Joe ni ean { i ee > A “ id 4 
at eee ae eae % ~ a : Eon oe : Y. . , - 
pia: iy de Paix { ee rae 7 " , > —* Pee oe est wo ) aa 7 ne 
rome Bm ein — an oe "ed ae ¥v i Fa) rn ee a 
ie te 3 A Sacer moa : a ein Si? ». AAS oe aa Miers s 4 2 a! 
if ar te ee eae | ey ee ed a . Nee iota oa Bs. * j ae” -) fens bi ae 4 & poker Ree fide 4 eee ie 
aoe iG aed vs ¥ POR Pe ee re Bee. i: a —— 2 a Bees. alg : ‘ce ae ‘ Yk ‘s or Rees ee eee 7 zs 
yas Sa cae eS FI ow ts ig oe! ae af ek ae ~ ie ig Se ‘ << ge eral ae. ne ae eS q ae 
a cis eas of 0 Ss Pe a, os eee se oe wo 3 ro a ee + a 
‘ante es a ie alae Meg & = Sales ¢ a ae Ss ye mde) (). ree a uta Wee * ie — oe 
ter ~ e i CR ok Ve ae Pe aoe eee ig Reine a ig ae . 0 >} 5 ct na - ee zz aa ig 
nes J Behn, Wis Shik? ok git ee Bir fue ie a eT ii fea Bee ae : * tiene D - ay : rs . et ae eee a a Fo34 
3 a Aaa eagle pies gies a ees E sf BS ae = Pe _ 2 ao & & f° |e : SW es 
ae ey et ear tee - oe a. — 2 — iianinenoete age _ a ni 
Bee At Ba os Hee pee yo eet i as Bae , ae ‘ uwik es an fi ee = e 
Me Routes oh — ? ee oe ts be Fe 1°. P», a 4 oe. oe aoe a z yo dct C—O — oe p.oar hae 
hes ere Aer an Pee ey ei cae Seer eras oe a i a cL Pa i P a A oe Pa el Je er 
9 mee oe: ER Sele te Py oy he ie ‘ BG tA : 2 ag r — in é r rc 
bees co Lee eae Beep Se sae 2px fc ee) ei pa Saree — 5 —— ) id F . : a 4 
Patse Bry ae eet ‘ie OO ity eae Bf 4 ae a ae a . : met Ss . Be 
E bie as 7 oo ice 9 on Pees Paar 3 ae Ts a aS Mee. ra - ra ae - i te i « | Pe , eS oe 
ee 8 At ae eee" GRA = on ot oats ee ee TR iain a a je 2 . = Sk ae 04 a 
eae “hs ti gees inet a are Pie ats 9 ti d Be eS ie 2 = — aoe : ee: Ty © a : a 
ges se ERED 62 See Back cite 5 Eee pie gee & - ce P —  . + e pela ee ee) a hee cae _ jee <3 
en a ee ee i ae Boe Ns seat ee te a ; ——s ee ” . Sitogog a ee _ 2 ae ~ By Be 
lea os hate RS Te Ba ee Na Ser oe ar en CS, Se a E+ : - a > i. ee epee cs “it i : = 
aa: Ot bg Re Mes Reis ps Beek ai irs Passa oS hh ae : ae ae ? 1) 2 ee eo Bere ae _ lS Se i> Bi —_ . Ap oS 
i eye wa ee ca PAS oR bMS: age nes e Gee : 3 Sa fe Se ane ri a ees * os Coal Yo 2a! is at ge 
gOS. PM Be he ere eae ata a IPE a ae — oe e — ae an % 
iL a et Ae Oop “later le Sy ea Oa ae aaa ae Mg i OS ae 4 ape ea ‘ ae 2 yay oe ae a Fey 
ee Deeg? a dene seca . ie | (=  ——- i — a 
2 ee Bhs ay ee yh gt taal ee hak Reet se pepe j Pee » ra * . a is Cl ss pie 7 1. ee 7 1 eae oe BA ae 
en Fabia oy hot ae ee ee ae ‘eos — ce oe Cle 3 
oe. ie a ee RN iy tec op tee Meet am aa Oe oar eS a i cm a ae. nie * se a, Z a ol 7 a. 7 am a 6 Soe ak ioe eS ie eres,' is 
amt Ee ONE Mae sa Gn Pee ~ a . ae Oe sad -__— — —_ es ae le ‘ 
° , ‘ Babe 2 po Se a ag io, So ee te ates. ie ete Foe es a i SS ee yn a niied > Ae ae oi 3 4 3 ay 
ee ee pat CS Re ae Ege wg i Be oe % yo ee 2 EEN < ee a aaa i : Bg : a’ Bet |. vv 
2 ee oon 4 9 Aavae oe ane Syst ’ mao ks <3 ao. Soe ae ae te — ‘ad pre J ese eee Be >} 
(4 7 teas RS TO cack A - oe = ‘ Cae oe : eA : viele i : es a ey a an A 
“et Ae 2 x % Ss oi ee ee ay te ia ae sl aS “5 eee ee = i 
Be ee Bes gas tec ae © To : a j oS Bo a Le 
7. " weet? - oon ie — _ Ae ss: Boe ate 
Seri! rhe: » eae vee See nr - feat. + ea is ee, 
Met. ot ae ae eee ayes s : cs 
2 : ca: Bes eee « ~ ee 
mee 7 ee he, — @ eo 
ae hg fei hs! Gem zi x! 
ee q | eal a a Ese: os 
ee # a oe 
We —. . ae 
Pr. | ; 
ee re - 
eke ceed ‘rs G 
* t ‘ a 
Sy 
=a a 
i 
‘ihe 
ay ise 3 . 
a)” ee ibe 
easel 


Current population estimate for Houston 

A.B.C. city zone is now 924,318!* Almost iy 
200,000 more people than in 1950. With : 
this 26.5% population increase in the Houston 
city zone, one shining truth becomes appar- 7 
ent — You Can’T Cover Houston: WITHOUT 4 
THE Post. 

The Houston Post has done the best job of Re, 
keeping apace with Houston’s rapid popula- ji o ” 
tion growth. It has the Jargest circulation (i 
gain, 1950-56. - 

Get the new facts on Houston, where the i 
trend to The Post grows and grows. See your be: 
Post salesman or your Moloney, Regan & a 
Schmitt representative. 2 


THE HOUSTON Post ‘4 


*Based on information obtained from city officials, city zone 
increase to 924,318 as of February I, 1956.. A.B.C. Pub- 
lisher’s statement for six months ending September 30, 1956. 
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Paul (Drink an Orange) Armstrong 
Scans 40 Years of Sunkist Promotion 


(Continued from Page 3) 
ago, Sunkist promoted orange juicc 
almost exclusively. Today, how- 
ever, the Sunkist emphasis is back 
to the whole fresh orange, because 
it brings a better return to the 


grower. 


s A distribution study made by 
the Harvard University business 
school in 1915 led to Mr. Arm- 
strong’s association with Sunkist. 
Initiated by Don Francisco, then 
advertising manager, it revealed 
the retail grocer as a bottleneck to 
orange sales. It was found that re- 
tailers over-priced oranges and 
didn’t display or push them, be- 
cause oranges were considered a 
luxury. 
This led to the formation of a 
dealer service organization which 
presently numbers almost 50 men. 
Paul Armstrong was among the 
first group of service men hired in 
1916. He also served as assistant 
advertising manager, becoming ad- 
vertising manager in J921 when 
Mr. Francisco left Sunkist. 

Ai that time, Sunkist was aware 
that citrus has many nutritional 
benefits. But there was little clin- 
ical evidence to support this view. 
Mr. Armstrong has pushed research 
in citrus continuously during his 
41 years with Sunkist. He is gen- 
erally recognized as the man re- 
sponsible for spreading knowledge 
of vitamin C in citrus fruits. 

The year 1921 marked the intro- 
duction of feeding children orange 
juice for nutrition. This was pro- 
moted in a booklet, “Feeding the 
Child For Health,” based on re- 
search. Previously, around 1918, 
Sunkist had been hitting the story 
of what the British navy had 
learned about’ limes—that they 
could eliminate scurvy. 


® Despite the accumulating evi- 
dence of the nutritional qualities in 
citrus, the first ad by anyone on 
vitamins in food was run by Sun- 
kist in the June 21, 1922, Literary 
Digest. Mr. Armstrong says that 
although the presence of vitamins 
in oranges was established, he did 
not feel it “prudent” to publicize a 
nutrition or health statement until 
it could be documented and until 
the facts had reasonably penetrated 
in the medical profession. Then, if 
doctors were asked about the 
claims by consumers, they could 
verify them. 

He says he still feels that if a 
claim is too far ahead of its verifi- 
cation, the claim invites criticism 
and skepticism. This principle is 
still followed today. Today’s em- 
phasis upon protopectins and bio- 
flavonoids in fresh fruit was pre- 
ceded by much research and a 
waiting period for this research to 
get. dissemination through the 
medical field. 

Believability always has been a 
cornerstone of Sunkist advertising, 
Mr. Armstrong says. “it is very 
important in connection with a 
health claim in advertising to make 
certain that the research work is 
soundly done and well substantiat- 
ed and, furthermore, that the find- 
ings are known and accepted gen- 
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erally by the medical profession.” 

This principle was observed in 
1921 when orange juice for babies 
was promoted. Copy frequently 
urged mothers to show the ad to 
their doctor so his endorsement of 
Sunkist statements would add to 
her confidence, Mr. Armstrong re- 
calls. 


s Although Paul Armstrong has 
such strong convictions about the 
nutritional values in citrus, he has 
never overlooked the taste factor. 
He says: “I believe the first reason 
for consumption of any food prod- 
uct lies in its appetite appeal. Aft- 
er that, health or dietary results 
become important. Citrus has 
both.” 

While citrus is a natural fruit 
which cannot be given new fea- 
tures, it must be promoted in the 


same fashion as any other prod- 
uct, Mr. Armstrong feels. For this 
reason, Sunkist maintains “an un- 
remitting quest for new facts of 
health and consumer usefulness 
and invests substantial sums each 
year in scientific research to this 
end. It is surprising how many new 
angles turn up every year or so.” 

Lemons offer an example of the 
results of this thinking. In recent 
years, apart from their obvious use 
for lemonade, lemons have been 
promoted by Sunkist for some sev- 
en other uses, such as in salt-free 
diets, for colds, etc. 


® In the 1920s, the consumer drive 
to sell oranges for juice was paral- 
leled by an equally intensive drive 
for institutional use. 

Orange juice was the first of to- 
day’s many fruit and vegetable 
juices. There were no squeezers to 
use in making orange juice then. 
There were squeezers for lemons 
but they were too small. A larger 
Squeezer was developed for 10¢, 
made available to grocers and fruit 
dealers. These were promoted in 
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Sunkist advertising, and more than 


‘600,000 were sold in a few months, 


with sales eventually exceeding 3,- 
000,000. 


® Seeking to encourage sales of 
juice in soda fountains, hospitals 
and hotels, Sunkist knew that some 
better means of extracting juice 
was needed. After much experi- 
mentation, the first power reamer 
was built in 1921. 

Mr. Armstrong recalls that get- 
ting a bowl that would not be af- 
fected by the acid of the juice 
became a considerable problem. He 
finally came upon a _ laboratory 
porcelain bowl made by Coors 
Brewery, in Colorado. (The brew- 
er was looking for means of keep- 
ing going during prohibition.) It 
was not until the '30s, when die- 
cutting methods were developed 
for stainless steel, that this metal 
could be used in the bowls. 


® As a result of these efforts the 
Sunkist juicer became a standard 
fixture in fountains and restau- 
rants, Mr. Armstrong recalls. This 


is not true today, he says, because 
of the use of frozen juice. In this 
case, frozen juice satisfied a de- 
mand and offered a convenience, 
he observes. 

Mr. Armstrong became assistant 
general manager in 1925, and held 
that post until he became general 
manager in 1931. 

In his years with Sunkist he has 
been a “team” man. In fact, al- 
though his associates credit him 
with conceiving and carrying out 
many of the policies which mark 
Sunkist operation, he takes credit 
for few of them and emphasizes 
that any planning and its execu- 
tion require the work of many 
men. 


® This philosophy is reflected in 
his retirement at 65, which is man- 
datory under the provisions of a 
pension program he himself set 
up nearly 30 years ago. There’s 
little doubt he would like to con- 
tinue on the job, or that the board 
of directors would like him to. 
But, he asks, “In view of the 
many I have retired, how could I 
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...without complicating your space buying! 


In recent years, the reader of electronics has 
voiced a growing demand for more topical informa- 
tion—more information to keep him abreast of business 
developments in his field. 

That’s why such editorial features as “Industry Re- 
port” and “Plants and People” have attracted intensive 
readership.* Across-the-board, all readers of elec- 
tronics have been showing a mounting interest in 
business information. 

Why? Because of an increasing trend throughout 
industry! 

The functions of the engineer and those of manage- 
ment are becoming more closely ‘integrated. The work- 
ing engineer who designs equipment on the drawing 
board and specifies components for it... who, in other 
words, is a major influence on his firm’s purchasing .. . 
finds it increasingly necessary to keep himself informed 
on all phases of his industry’s activities. 

That’s why he needs more information that is topical 
... market trends, government contract data, financial 


operations, product research, industry outlook, execu- 
tives in the news, production and sales statistics, tax 
matters. 

In fact, he needs so much of this sort of information 
that one edition could not hold all that 
is going to give him. 

Beginning in January .. . the same subscribers will 
receive THREE editions of electronics each month. 

The regular “Technical Edition” ... unchanged (and 
continuing to contain its established business depart- 
ments) ... will appear the first of the month. Twice a 
month the subscriber wiil be given the added informa- 
tion, in “Business Editions” .. . one appearing on the 
10th, the other on the 20th, of each month. 


%* Several thousand readers are questioned several times a 
year by the Editorial Department. At least once each year 
McGraw-Hill Research conducts a reader-traffic study by 
personal interview with hundreds of subscribers. These two 
checks, among others, have clearly indicated the need for 
more business information! 
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justify staying on the job?” 

As he prepares to leave his job, 
Paul Armstrong views decreased 
acreage for citrus planting by Sun- 
kist members as a result of South- 
ern California home and industrial 
growth, but he says orange grow- 
ing is gradually coming back. “If 
the demand exists,” he says, 
“someone will find a place to grow 
or manufacture the product, if re- 
wards are adequate.” 

The last phrase sums up Paul 
Armstrong’s business philosophy. 
He considers his job has been to 
explore all avenues and find “the 
ways to improve results to grow- 
ers.” 


® Last year, speaking before the 
Boston Conference on Distribution, 
Mr. Armstrong reported: “The 
production of citrus fruits has 
doubled each ten years|for the past 
four decades, and the industry has 
reached the very amazing position 
in that when fruit is consumed in 
any form, whether it be fresh, 
canned, dried, or frozen, citrus 
fruit in some form comprises 50% 


of the total consumption .. . or, in 


other words, is equal in volume to % 


all the other fruits combined.” 

The four decades referred to, in- 
cidentally, almost exactly paral- 
lel Mr. Armstrong’s association 
with Sunkist. 


Wagner-Smith Associates Bows # 


William J. Wagner and Roy V. 
Smith have formed Wagner-Smith 


Associates, a radio and tv repre- 


sentative, with offices at 280 Mad- 
ison Ave., New York. The new 
company has been named to han- 
dle spot representation for WMFD- 
TV, Wilmington, N. C., effective 
Dec. 1. Both men have been op- 
erating Alaska Radio-TV Sales 
Corp., a subsidiary of Alaska 
Broadcasting System, which han- 
dles the CBS radio and tv stations 
in Alaska; they will continue to 
handle these properties under the 
new company. 


Forest Fiber to Pacific National 

Pacific National Advertising 
Agency, Portland, has been named 
to handle advertising for Forest 


WILLIAM EAST has been named ad- 

vertising and promotion director 

of King Korn Stamp Co., Chicago. 

He has been general advertising 

manager of Beatrice Foods Co. for 
the past 15 years. 


Fiber Products Co., Forest Grove, 
Ore. Forest Fiber produces 60 va- 
rieties and sizes of hardboard. Ad- 
vertising emphasis will be placed 
on Sandalwood, a hardboard va- 


riety introduced in 1956 under the 


_ | Forest label. 
at Rodgers to VanSant, Dugdale 


F. M. Rodgers, for the past 11 


years an account executive and 


*\creative supervisor of Brooke, 


Smith, French & Dorrance, Detroit, 


‘|has joined the staff of VanSant, 


Dugdale & Co., Baltimore. He will 
be an account executive on the 
hardware division of Black & 
Decker Mfg. Co. 


Beschloss to Hammond Brass 

Hammond Brass Works, Ham- 
mond, Ind., maker of plumbing 
and heating valves, has appointed 
Morris R. Beschloss advertising 
manager. He formerly was director 
of advertising of Chicago Screw 
Co. 


Beckwith Joins NTA 

Aaron Beckwith, for the past 
two years vp in charge of MCA- 
TV’s New York office, has joined 
National Telefilm Associates, New 
York, as director of business de- 
velopment. 


dition” only, if you prefer. 


SCHEDULING BECOMES MORE FLEXIBLE 
-.- yet media selection remains simple! 


With three editions to choose from, instead 
of one, you get certain practical advantages. 


As in the past, Pie can advertise in the reg- 
ular “Technical 

This gives your advertisement a background 
of editorial content that is mostly technical. 


You can place your advertising in either of 
the “Business Editions” ... or both of them... 
against an editorial background that is busi- 
ness or topical, in nature. 


You can increase the frequency of your in- 


sertions, if you want to, by taking advantage 
of all three editions. And you can earn quan- 


tity discounts up to a 36-time rate. 


Now you can reach the men who wield buy- 
ing influence when you want to and with ap- 
propriate editorial matter as backing. 


NOTE THAT electronics’ NEW PUB- 
LISHING PLAN WILL ALSO OFFER YOU 


AN INCREASE IN CIRCULATIO 
LEAST 46,000 PAID SUBSCRIBE 


N TO AT 
RS! 
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Client's Quizdown 
Selects MacLaren 


from 20 Agencies 


Toronto, Nov. 20—A month 
ago, 20 advertising agency repre- 
sentatives gathered in Toronto to 
hear the details of a brand new 
account planning to spend a re- 
ported $175,000 on promotion. 

The account was the Institute 
of Electrical Living, or as it is 
known within the trade, the Ca- 
nadian Adequate Wiring Bureau. 
The agencies were given back- 
ground information and asked if 
they would care to solicit the ac- 
count. 

This set the stage for one of the 
most unusual account solicita- 
tions held in Canada. The Institute 
is an offshoot of the Canadian 
Electrical Manufacturers Assn. and 
its job is to promote the installa- 
tion of wiring of adequate capacity 
in Canadian homes, farms and in- 
dustry—backed by utilities, dis- 
tributors, dealers, contractors, in- 
spectors. 


s The meeting attended by the 20 
agencies was to announce an at- 
tempt to sell better wiring in 
Canada. The agencies were asked 


|to come back Oct. 31 with their 


suggestions under two major 
headings: (1) How broadly would 
you attack the problem and (2) 
why do you think you are quali- 
fied? 

On that day, nine of the 20 
turned up with the requested oral 
and written briefs. A committee 
of four—including Dean Stead- 
man, Manager of CAWB—-sat as 
judges. The scoring of the agen- 
cies was done by a point system. 
The oral was counted separately 
from the written brief. 

The agencies were judged un- 
der such headings as: Breadth 
of electrical industry knowledge; 
depth of electrical industry 
knowledge by account executive 
proposed; facilities of agency (bi- 
lingual? research? etc.); knowl- 
edge of problem itself, and “en- 
thusiasm.” 


® The committee then sat back to 
make a choice. First it reduced 
the number to four agencies. Then 
from four it went to two; then on 
to the final choice—MacLaren 
Advertising Co. Ltd. 

“We think the agencies showed 
a remarkable grasp of the prob- 
lem,” said Mr. Steadman. “We 
attempted, because of the short 
time to make a choice, to do it in 
a scientific manner. We have 
gained a great respect for the 
clearness of insight and the speed 
with which Canadian agencies can 
move on a difficult problem.” 

The campaign will get under 
way in time for National Electrical 
Week, Feb. 11 to 16. “Live Better 
Electrically” will be the theme. 


Yanko Joins Tea Council 
Steven Yanko, formerly assistant 
advertising and merchandising 
manager of National Biscuit Co., 
has joined the Tea Council, New 
York, as promotion manager. 


WE SELL ADVERTISING 
FOR ALERT PUBLISHERS 
more manpower is © 
needed, where ter- sf 
ritories are larger, 
we specialize in 
solving publishers 
problems of ad — 
sales and service. 
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masonry. building 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 

covers their needs editorially. 


5 So. Wabash, Chicago 3 


Fund Raising Needs 
Research and Better 
Recruitment: Brophy 


New Yorx«, Nov. 20—On the 
grounds that both fund raisers and 
advertising men are engaged in the 
“engineering of consent,” Thomas 
D’Arcy Brophy, chairman of the 
board of Kenyon & Eckhardt, last 
week told the American Assn. of 
Fund Raising Counsel that it need- 


ed research, recruitment and re- 
sponsibility. 

He pointed out that the expendi- 
ture by American business for re- 
search has shot upward, from 
$700,000,000 in 1940 to an esti- 
mated $9 billion by 1962. He be- 
lieves that fund raising would be 
well advised to do research after 
the campaign—Why did some give, 
while others didn’t? What was the 
reaction to literature? Was it read, 
remembered? How many knew for 
what they were giving? 


Advertising Age, November 26, 1956 


He advised the fund raisers to 
think of recruiting good young 
people, and pointed to the Ameri- 
can Assn. of Advertising Agencies’ 
experience in this regard. “Repu- 
tation is your best recruiter,” he 
commented, and went on to advise 
them to call themselves “fund 
raisers,” not financial developers, 
gift counselers, institutional finan- 
ciers, or something else. 

“You are fund raisers,” he re- 
minded them, “and unless you 
gentlemen who represent the very 


Here's what & successful merchandisers say about 


GRAND RAPIDS, LANSING and BATTLE CREEK 


“High on our list of important markets 
in Michigan are Grand Rapids, Lansing 
and Battle Creek. Millions of dollars 
are spent in food stores each year in . 
these three areas, and to reach and 
influence these markets we consist- 
ently use the Federated Newspapers. 
We are currently using all three papers 
on Wisk. We know that advertising in 
Federated Newspapers means product 
turnover in retail outlets . . . a sales 
situation that makes any Sales 
Manager a happy man.” 


TED STEDMAN, 
District Sales Manager, Lever Brothers Company 


“Creating a desire to buy our products 
in Michigan cannot be done by skim- 
ming the surface. That’s why we 
analyze each market thoroughly before 
we plan our sales promotions. We 
must be sure we are reaching all of our 
potential customers—and that’s every- 
body. In Grand Rapids, Lansing and 
Battle Creek this is easy to do. We go 
after our share of these rich markets 
by making full use of the Federated 


Newspapers . 
for us!” 


. . it always pays off 


C. R. WOLFE 


District Manager, Thomas J. Lipton, inc: 


It is no secret to smart merchandisers who want to cover Michigan that Federated Newspapers in 
Grand Rapids, Lansing and Battle Creek are a must. In out-state Michigan these markets rank third, 
fourth and fifth in food sales per family and the Grand Rapids Herald, the Lansing State Journal and 
the Battle Creek Enquirer and News cover them completely. Be sure they are on your list. 


GRAND: RAPIDS 


Herald 


ie Soca ¥ 


"State Journal © 


LANSING 


BATTLE CREEK 
— EnquiteredNews 


aibasuaatne mATIONAAY BY sawvar- FERGUSON-WALKER COMPANY 


Rieck ee are 


best in this profession call your- 
selves that, you are leaving the 
field wide open to the percentage 
boys, the phonies and the racke- 
teers.” 


# On the score of responsibility, 
he pointed to advertising’s grow- 
ing up—“I’m not sure that adver- 
tising has sown the last of its wild 
oats, but we’re a pretty tame lot 
compared to what we were”—and 
commended the fund raisers for 
their code of conduct. 

He recalled newspaper stories 
about charity racketeers, phony 
funds and “other creeps in nun’s 
clothing,” and said he was sure the 
investigations into fund raising 
were welcomed by responsible 
people in it. 

“This purifying process will be a 
long one. You and this association 
should never let it end,” Mr. 
Brophy said. 


| Coming 
Conventions 


“Indicates first listing in this column. 

Nov. 25-27. Midwest National Newspaper 
Promotion Assn., annual clinic, Drake Ho- 
tel, Chicago. 

Nov. 27-28. American Assn. of Ad- 
vertising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Ambas- 
sador, New York. 

Jan. 18-20, 1957. Advertising Assn. of 
the West, midwinter conference, Miramar 
Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel. 
Chicago. 

. 1-3, 1957. Eastern Intercity Con- 
ference of Women’s Advertising Clubs, 
Baltimore. 

Feb. 6, 1957. Associated Business Pub- 
lications, annual Midwest conference, 
Congress Hotel, Chicago. 

March 7, 1957. A jiated Busi 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

March 20-22, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. 

April 10-12, 1957. Point-of-Purchase 
Advertising Institute, llth annual sym- 
posium and exhibit, Palmer House, Chi- 


cago. 

*April 13-18, 1957. National Business 
Publications, spring meeting, Americana 
Hotel, Bal Harbor, Fla. 

*April 25-27, 1957. American Assn. of 
Advertising Agencies, The Greenbrier, 
White Sulphur Springs, W. Va. 

April 25-27, 1957. Advertising Fed- 
eration of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

*May 2-3, 1957. International Advertising 
Assn., New York. 

*“May 5-7, 1957. 
Assn., The Greenbrier, 
Springs, W. Va. 

*May 12-15, 1957. National Newspaper 
Promotion Assn., Jung Hotel, New Or- 
leans. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

May 26-29, 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 4-9, 1957. National Business Pub- 
lications, spring meeting, Sun Valley, Ida. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 
of America, 53rd I conv . Hotel 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinac 
Island, Mich. 

June 24-28, 1957. Advertising Assn. of 
the West, 54th annual convention, Ha- 
waiian Village, Honolulu. 


Honig-Cooper Elects Officers 

S. R. Hutton, president of 
Honig-Cooper Co., San Francisco, 
has been elected chairman of the 
agency’s board. He is succeeded 
as president by Louis Honig, for- 
merly exec vp. Also elected were 
Fred Glauser, formerly secretary, 
Ist vp, and John W. Davis, for- 
meriy media director, secretary- 
treasurer and member of the 
board. Eric Bellingall and E. B. 
Krough, vps, were also named to 
the board. Warren E. Kraft Sr., 
manager of the agency’s Seattle 
branch, remains senior vp. 


Magazine Publishers 
White Sulphur 
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Harvey M. Bond 


Director of advertising of the Benrus Watch Company 
since 1950, Mr. Bond was elevated to the post of ad- 
vertising vice-president in May of this year. Previous 
to his association with Benrus, he directed the adver- 
tising of Helbros Watch for four years. 

Mr. Bond supervises an annual advertising expendi- 
ture of 242 million dollars. In addition to handling 
all Benrus public relations activity, he administers an 
unusually creative and comprehensive program of ad- 
vertising at the dealer level, to which he attributes a 
good share of Benrus’ success, not only in augmenting 
watch volume, but in winning the cooperation of 
retailers. 

Well back among the country’s top six watch-makers 
5 years ago, Benrus now enjoys a strong 3rd position, 
pushing closely on the heels of the industry’s top two. 
This phenomenal rise is attributable in large measure 
to the company’s forceful merchandising and adver- 
tising which, it is felt in many quarters, actually 
revitalized a badly flagging consumer interest in 
watches. 


200 EAST ILLINOIS STREET CHICAGO 
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“Ad Age has been 
- a weekly ritual — 
with me for years” 


says HARVEY M. BOND, Advertising Vice President 
Benrus Watch Company, Inc. 


‘“‘Week-in, week-out reading of Advertising 
Age has been a rituai with me for years. It is 
the only advertising trade paper that keeps 
me right on top of important developments, 
as they happen! | find its reporting fast and 
factual — yet always colorful and complete. | 
make it a habit to pass my copy on to the folks 
in my department, where it has stimulated 
many a fresh, creative approach.”’ / 
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It happens 
every day 


On Election Night America tuned to CBS Television for 
the swiftest, clearest, most accurate report of the nation’s 


will in a turbulent period in world history. 


All the networks reported the same event; but according 

to a Trendex popularity report, CBS Television attracted 
83° more viewers than the second ranking network — 

93% more than the third network. And as the evening wore 
on, the brilliant performance of the CBS News staff won 


Ti een 


an ever-increasing share of the vast Election Night audience. 


Only once before has one network led the others by so wide 

a margin in the area of news and public affairs programs. 3 
That was during the political conventions, when the nation’s . 
viewers spent almost as much time watching CBS Television 

as the other two networks combined. 


And never before has the nation’s preference for CBS 
Television’s regularly scheduled programs been so clearly 
registered. For in the simple act of selecting a channel, a 
viewer chooses his favorite programs every day —and these 
votes too are carefully tabulated. Current returns show 

that CBS Television has 8 of the 10 most popular daytime 
programs, 9 of the 10 most popular nighttime programs, and 
television’s largest average audience —day and night. 


This constant vote of confidence from the constantly growing 
television audience is the underlying reason why America’s 
advertisers continue to commit. more of their advertising 
investment to the CBS a 

single medium in the world. 


etwork than to any other 


CBS TELEVISION 
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Advertising Age, November 26, 1956 


Advertising Pages and Linage in Farm Publications 


October and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified t Poultry, Classified 
_——Total Advertising, in Paces——- ————Total Advertising. in Lines——_——. _im Lines ——Total Advertising, in Pages——. ————Total Advertising, in Lines—__—. _ in Lines 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan-Oct. Jan.-Oct. Oct. Oct. Oct. Ort. Jan.-Oct. Jan.-Oct. Oct. Oct.  Jan.-Oct. Jan.-Oct. Oct. Oct. 
1956 1955 1956 1955 1956 1955 “i986 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 
Farm Magazines Kansas Farmer ...... 38.0 48.9 5155 491.1 28,849 37,146 391,802 373,267 24,742 28,787 
Michigan Farmer 58.2 54.0 568.0 607.0 44681 41438 436215 466, , 
Capper's Farmer... 61.4 61.0 633.8 563.9 26,338 26,180 271,877 241,906 25,510 25,370 | wiseour Ruralist 6S SL2 S265 $e0S S008k S806  conkas ped an a 
{farm Journal: 5 Montana Farmer-Stockman 65.5 69.0 6765 701.7 49,487 52,178 511,393 530, : . 
BContrar ......... 121.7 142.0 1,050.5 988.9 52,190 60,923 =o 424,229 50,560 59,951 | Nebraska Farmer .... 109.5 93.3 927.0 882.2 82,784 70,550 700,824 666.967 oB.736 s.c6l 
HEastern ..... ++: 112.2 142.0 1,049.5 968.9 48,115 60,923 241 424,229 $46,505 59,931 | new England Homestead 32.0 33.5 361.5 375.0 22,372 23,415 253,053 262.470 16,791 17,126 
H#Southern ........ ie? 94 aan is aon bay ae aaa myo £8-920 | Ohio Farmer ........ 62.4 70.8 689.6 7048 47,946 54,346 529,605 541,255 39.570 46.065 
fWestern ......+5 111.8 1,027. ’ , , Pennsylvania Far . t . ’ 
Average 4 Editions . 117.0 143.5 1,055.2 996.9 50,189 61,567 ae oe aloo “2 Os ee ee ee ee ee. ee ae ee 
Farm & Ranch—Southern Agriculturist ; Z#lllincis Edition .. 95.8 96.9 9918 985.8 69,745 
#Southeastern Edition 30.0 34.2 347.1 377.9 12876 14,665 148,903 162,098 11,521 13,567 Z#indiana Edition .. 95.7 91.4 955.4 959.3 69,655 reas aese aoa.es 9 Seane 
Southwestern Edition 32.0 42,1 371.2 425.2 13,739 18,072 159,259 182,394 11,559 16,404 Average 2 Editions . 95.8 94.2 973.6 972.6 69,700 69,506 708.773 708.019 60.566 58.713 
Average 2 Editions . 31.0 38.2 359.2 401.6 13,308 16,369 154,081 172,246 11,540 14,986 | Aural New-Yorker .... 28.3 311 3348 336.9 22,162 24,406 262,473 264.115 19110 21.356 
Progressive Farmer Wallaces’ Farmer .... 114.9 107.9 1,054.9 1,057.5 90,097 84,617 ; : , 
SCarolina-Va. Edition 934 97.4 939.2 925.4 63,522 66,263 638.675 629,282 61,231 64,393 | Western Farm Life... 252 31.7 0 3203 19738 24825 259908 251119 15768 ataes 
ZGa-Ala.-Fia. Edition 93.3 1039 949.3 9725 63,475 70,678 645,547 661,264 60,668 68.337 | colorado Edition... 96 338 1236 2156 7 — a = 1.463 
#Ky.-Tenn,-W.Va2. 878 966 890.4 903.3 59,708 65,665 438 614,263 57,622 64,02? | wisconsin Aavieutwrist ‘ " 
Miss.-La-Ark. .... 85.0 93.0 884.8 895.4 57,772 63,235 601,650 608,901 55,512 61,384) Farmer ........ 82.9 787.7 793.5 66,433 64,967 617,557 622,108 63,115 61,792 
STexas Edition .... 89.7 99.6 920.0 924.4 61,005 67,761 625,600 628,575 57.684 65.658 | 1) Grouy [yao she irsena iteaea win me tee 115 61,792 
Average 5 Editions .. 89.8 981 916.7 924.2 61,096 66,720 623,382 628,457 58,543 64,759 | 0 RA ee ots Galton aiemaae ts 877, 480 & 821,020 F889.479 752150 727.630 
Successful Farming .. 73.9 90.3 mt, 867.7 33,241 40,615 399,481 390,473 32,726 40,079 ncinded in totals. ton ( y Herdsmen Edition) also carries all linage appearing in Western Farm Life. 
Total Group ...... 373.1 Wii 38526 3,75435 184172 211,451 1901496 1,860,759 176,898 205,76 . 
Combined with Better Farming deaety teats Country Gentleman) in September 1955. Not included in totals. Farm Linage Trend Figures in thousands 
Monthlies 
Agricultural Leaders’ 
Pavbaes est 15.3 17.1 
American Fruit Grower 11.5 11.4 
American Poultry Journal: 
H#Eastern Edition .. 33.8 419 
Midwest Edition . 35.6 429 
Pacific Edition .. 34.0 39.5 
H#Southeastern Edition 33.3 42.9 
n Edition 31.7 —— 
Average 5 Editions . 33.7 418 
American Veg. Grower 8.3 9.8 
Arkansas Farmer .... 184 17.5 
Beiter Farming Methods 37.4 33.0 
Breeder-Stockman 77.0 103.1 
Breeder's Gazette 19.0 246 
Broiler Growing ...... 45.2 36.7 
California Citrograph .. 24.1 26.3 
California Farm Bureau 
Monthly ......... - %&S.O 120 
The Cattleman -» 91.6 100.1 
Coastal Cattieman 2443 249 
Cooperative . Digest 63 33 
Couety Agent & Vo-Ag 
Pissctouhs 27.4 25.7 
gueuieny on the Farm 13.5 152 
Farm Management .... 233 14.4 
Farmer-Stockman: 
Oklahoma Edition 41.6 515 
Texas Edition .... 39.7 50.3 
Average 2 Editions .. 40.7 50.9 
Florida Cattleman .... 769 62.6 
Florida Grower & Rancher 27.7 29.5 
#tGeorgia Farmer ... oo 
Kentucky Farmer . Bi 21 
Michigan Farm News... 22 19 
Mississippi Farmer ... 11.7 12.1 
Missouri Farmer ..... 125 16.0 
National 4-H News .. 22.5 23.2 
National Live Stock 
Producer ......... 129 15.4 
Nation's Agriculture | ee 72. BLA 
New Jersey Farm & Garden 40.4 34.9 
Ohio Farm Bureau News 85 104 f I 48,751 
Poultry Tribune: Total Group ...... 68.6 I 559 102,607 “871318 933,808 50892 86,328 
H#Midwest Edition . 38.6 428 384.8 360.9 16,554 369 165,076 12,425 15,472 igures shown represent the average itions feces ts Olena ; heat 
HEastern Edition .. 41.4 418 429.0 398.2 17,752 17,921 184,052 170,847 13,556  alarer in totals. Wa tc tine ™ r — a 
Pacific Edition ... 47.5 486 473.0 444.9 395 863 202,928 190,845 14,783 15,076 r. 
HSoutheast Edition. 44.3 45.6 4313 404.0 19,559 185,022 173,331 14,985 Dailies 
HSouthwest Edition 39.8 —— M17 —— 17,07 —— 60,799 —— 13,116 
Average 5 Chicago Daily Drovers 
Am tae ED a 44.7 372.0 402.0 18,153 19,178 159,574 172,464 13,773 15,330 WD = nsskseonee 2 554 3514 4118 104,559 117,980 747,833 876,374 51,721 55,511 
Southern Journal 96.0 86.0 699.6 719.4 40,320 36,120 293,832 302,161 5,586 3,892 | “ansas City Daily Drovers 
Southern vace «©9236 «25.1 296.5 323.0 16,538 17,590 207,571 226,105 15,989 16,891 T ere 7 42.7 3306 364.6 682,403 90,951 703,519 775,826 54,498 45,200 
Tennessee Farmer & Omaha Daily Journal 
Homemaker ....... 97 81 1507 1158 7,604 118,147 90,758 6,907 5,947 | _ Stockman ...... «-- SOL 565 378.2 404.5 106,531 120,215 804,788 860.751 74,704 76,263 
Turkey World ....... . CS 59.0 457.3 463.7 27,824 196,200 198,943 12,135 11,708 | St. Lowis Daily Livestock 
a Dairy Journal’ 482 356 3848 3527 20685 15,267 165089 151291 11969 10,011 5 eaten 27.8 362 2538 2825 59,119 77,116 _ 601,228 36,738 45,462 
Western Livestock Journal 107.5 132.5 1,057.1 1,096.0 46,099 56,844 455,483 470,192 19,083 16,396 | Total Group ...... 7 W508 T3iso Taes4 352612 We,262 ee Tiss 7s 222,436 
}Wyoming Stockman- 
Farmer ....sess+++ 36.3 35.2 367.6 319.2 27,454 26,586 277,938 266,326 23,081 21.699 | Quarterlies 
Total Group .......4,494.84,229.8 11,6343 11,7203 576,568 593,300 5,739,125 5,765,398 383,354 384,852 
: ; §Farm Quarterly ..... 87.3. 70.8 2005 158.1 41,396 559 7 4 
{Started publication in January 1956, {Changed from 696-linme page to 7>b-line page in Jury 1955, #¢Not included in totals. | Spusrisheg spring, summer, fail and winter. 33, 95,053 74,955 41,396 33,557 
Newspaper Monthly Farm Sections Canadian 
wae ee 195 194 2285 229.9 19, ~ a 
moet Gravure ........ 7.0 126 856 79.1 71008 12,564 4 ro yoo nse fe omnes trees = 59.7 564.8 519.2 43,855 41,801 395,376 363,468 43,684 41,662 
Texas Ranch & Farm... 136 13.0 1794 149.2 13,860 13,230 182980 155,470 12418 10,976 oe oo RR 2 39.6 370.9 380.0 26,067 28,573 267,069 273,564 + 26,067 28,573 
er ——S tFamily Herald & 
Total Group ...... 40.1 450 4935 “458.1 40,726 “45583 ~S0l,660 38,738 42,587 | Weekly Star ...... 74.7 96.6 8103 873.9 72,860 96,567 806,446 873,898 57,689 71,959 
Farmer's Advocate & Cana- 
dian Countryman 51.2 515 479.7 450.7 35,841 36,058 335,812 315,504 26,667 
Semi-Monthlies Farmer's Magazine 23.9 28.7 2558 2649 10,253 12,317 109,748 113,660 10,218 oa 
American Agriculturist 42.2 35.5 3526 327.0 30,751 25,912 256,671 238,024 27,819 24,093 | tFree Press Prairie 
Colorado Rancher & Farmer ad 35.8 390.2 3666 23,959 27,041 294,900 £77,178 21,635 24,003 i Bee + 113.8 103.7 1,004.0 1,017.0 119,458 108,871 1,054,158 1,067,859 73,675 
Dakota Farmer ..... 2 73 os wed 57.982 57,772 544,987 566,137 57,058 56,835 | #Western Producer 44.8 43.7 519.0 459.8 47,983 46,712 555,417 491,943 31,474 30,396 
The Farmer ........ 1a : 70,520 723,964 709,677 73,150 63,072 | Total Group ...... “3625 S798 SABSS F505 7 308534 SMe? T9706 F079 Wiel B2275 
Hoard’s Dairyman . 50.6 557.0 496.3 45,915 36,829 405,522 361,271 39,892 29,611 | tar size October 1955. issues in October four issues in October 1996. 
Indiana Farmer's Guide 33 22.3 265.0 282.6 18,453 18,160 207,745 224,658 13,021 11,342 hare wh Ming ash ac _ So — ws = 


Waterman, Gruen Cancel Pact 

L. E. Waterman Pen Co. Ltd. of 
Canada and its subsidiaries in the 
U. S. and England once again are 
under Canadian control, accord- 
ing to an announcement by J. E. 
Savarid, president. Last March, 
through an exchange, Gruen Watch 
Co. acquired majority interest in 
the Waterman Co. This agree- 
ment has been cancelled and the 
shares are now in the control of a 


Canadian group in association with 
Van Alsyne Noel & Co., New York 
investment broker. 


GE Names Van Voorhis 

Steven C. Van Voorhis has been 
appointed manager of the new 
press, radio and television rela- 
tions bureau of General Electric 
Co., New York. He has been with 
the company in public relations 
for the past nine years. 


Behlen Mig. Names Warner 

Juel R. Warner has been named 
to the new post of advertising and 
sales promotion manager of Beh- 
len Mfg. Co., Columbus, Neb., 
manufacturer of frameless metal 
buildings, grain dryers, corn cribs, 
grain bins and other products. He 
formerly was in charge of adver- 
tising and sales promotion at 
O’Shea-Rogers Tractor & Equip- 
ment Co., Lincoln, Neb. 


Strolee to Anderson-McConnell 

Strolee of California, Los An- 
geles manufacturer of baby stroll- 
ers, car seats and doll strollers, 
has named Anderson-McConnell 
Advertising, Los Angeles, to han- 
dle its advertising. Plans call for 
schedules in national women’s 
magazines, furniture trade publi- 
cations, and special promotions, 
broadsides to the trade, and point 
of purchase materials. Berghoff 


Agency, Hollywood, formerly han- 
dled the account. 


Advance Advertising Bows 
Advance Advertising Inc., an 
agency serving the tri-city area 
of Pasco, Kennewick and Rich- 
land, Wash., has been formed by 
Vance Shelhamer with offices in 
the Griggs Bldg., Pasco. Mr. Shel- 
hamer has operated the Shelham- 
er Agency for 18 years in Yakima. 
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What makes a newspaper great? 


Crops were fine again this year on 
one of the most unusual farms in the 
Upper Midwest. Thousands of ring- 
necked pheasants strutted through 
the thickets and across the fields. And 
multitudes of mallards quacked noisily 
in the marshes. Visitors throng to 
Glendalough Game Farm near Battle 
Lake, Minnesota, to get a look at the 
man and the establishment which, in 
the opinion of many sportsmen, are 
making one of the large private con- 
tributions in the United States to the 
restoration of upland game birds and 
migratory waterfowl, through hatch- 
ing, raising and releasing many thou- 
sands of pheasants and ducks each 
year, 


The man in the middle of this fas- 
cinating 1,200 acre wildlife farm 
is Axel Hansen, Agricultural Director 
of the Minneapolis Star and Tribune, 
who superintends the Glendalough 
aig oa — by these newspapers. 

n fact, Hansen has been the man in 
the middle of so many Upper Midwest 
farm projects that farmers have a 
hard time keeping track of his varied 
interests and enormous achievements. 

Turkey raisers regard with awe his 
Glendalough flocks of giant gobblers 
hatched from the farm’s own incuba- 
tor eggs. 

Cattlemen know Hansen as one of 
the best livestock judges in the nation, 
and long-time superintendent of cattle 
at the great Minnesota State Fair. 

Farmers know him as an agriculture 
expert who drives more than 40,000 

es a year attending farm meetings 
and sliieading conferences .. . a8 a 
director of many farm organizations 
. . . 48 a Correspondent who answers 
multitudes of letters from farmers on 
farm problems, and still finds time to 
—s his own 400 acre Minnesota 
arm. ; 


Minneapolis Sunday Tribune 
readers know him as writer of one of 
the most useful farm columns in 
American newspapers, who not only 
reports, but also makes farm news in 
his busy circuits of the Upper 
Midwest. 

Like many of the friendly experts 
who staff these newspapers, Axel 
Hansen regularly shares his experi- 
ence and knowledge with his readers 
—just one of the helpful services 
which make and keep the Minneapolis 
Star and Tribune the best-read, t- 
liked, most respected newspapers in 
the Upper Midwest. 


Copr., 1956, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star end Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 


pa ane Te. ee oe Se eS Cb SEs. - a Lye Sogn ce be aN | ee. or ¥ We Oe ee ae ie Bia os ie 4 Te 
ep 2 a a : it Vee Gare ay pms fees: 5g tial pe ie. Cee x Bi: ae as ve eae ie Sa one . Tae ae “i Pei Real Seite ni ia a be ‘. ¢ - 
Se eed neti oo —— ll tet > a, a ge Ck ae ee oc: Ee ate 
= ¥ -— 2 : > : : a ees . Re ., Caacaene rere Nd ; 
‘ - ( Fag at 
- . ~~ reer 
Tore 
’ - _ i orm ee ee oe ie " 
. elt 
-. “ % na «a 4. : Pg an 
; x : F = Z = - , . 
: a ae : - > ae y a <3 
3 ‘ ee J ee a a ice i Aa 7 , €, » 
pi cel ee a & ae - \ aaa : 
ss” ae ‘ ct  . 4 Bee - ™ ee oF 
‘ ine oe i% ers apes a “= & ; ; ~ 
‘ nea — ; wie. : a Sal el r ‘ 3 ' , 
a te? e —s ™~ Tek aie aha Om a , = a ) 
ital aeek ——— a" 4. 4 . eae ~ e ax: ' : 
.. ae a Se . ae : % 
4 . 4 2 ae hp ; oa Sy 
ieee a ; ‘ . eel oui eaten, ~ ; L 
: ee . > aS ee ae eee Ea < 
7 :, Bee gr ' J 4 nae SS. ar SS | t 
3 J pari ig - wr Re i 
4 es Bek ie Pearse: yy po ae eae ee we 
a ie ee es ! 4 . a a ea Ss 4 
ae wees ey ¢ 2 ie sor eee 4a ia yi aa ‘ e 
ae G af : “ae ae, ae oa be Veriars ’ 
if : beng re ) ae 4 y ces ess ait nn . 4“ : 
: al ee: diay : ae Sg ee a ee ee — eS = » 7 : % 
y pa Be Aes ; i . po ‘ Mees * . 4 ne & i,” -" 
- io. ; ae , a 3 aa . - a ~\ me 
) i : i ao > 2 ee - ., ’ i 
> ee | & |S. 3: eee ay ~~ ny > 
<a re Ie, me ae a Ts, ? > a Sh te Py a - “ae “ 
. . a oe e MD Sa ‘ ‘ -_ pO ties ee eae % 3 : 
: ca > Soe Age oe ~ ‘ aia . ae eee : as gir ged eres a 
3 | Z 2 . ee a es a4 a - F ~ ae | a sai -— 2 , i “i, es \ 
wae — [ \A 2 .”06lCUC“( OS . ! oe SS SAAR ; 
aes ERE va a Po aes oe. os , ~* ; were es 7 5 . aie ss — a 
a SE % ste ee 
asd a ee | ee a > : > ee a ae aa toe nee : 
sibs _ =e : ee ht ee eee | = . Ci ee, ee ee As : 
or Bah So hae —— wo: PP eae eae eet ee : : “ts 
ing ’ . , eee ee oy. ai Se at PM ky pig - e 
§ wv * Y < ee a Meee ee ced vn oo =< , oe de 7), aie Sei 5 er eG) Soe Dake 2 ‘ 4 
ce A a >» a eee sy “ : no | EE ore ee : ‘ ; 
I ae * . P c es oii ; has ua ‘ ae ewe Se. Pi a ae : “sf 
ee ae eS ee’, pe nine S Seale ea a > J ‘ . lc BA ie ee ae — ; ~ 
— = Gee eee, ti‘ 
ae ee vy 7 ge Ym Sak 2 feo a a : Eo ; 
. ae _ : ; a m a bes ; me a oe) ages Bs 4 ae 
Rae > a : ee Avan fe * _— se } BS eA ne Feet 2 nn ; Pk 
or &j > J im 3 \ a &%, “ ' ae. ee ae ee Soi i 
ee i ae 7 ee, a © a ke if “Ea a >) ae a <ts rs 
Bi ta e : . bs vid ° es 2 2 ee > ae ae 3s ets , 
er Fae ; _ % ee i aa: * a: Gees ater i." } ; 
eames” si; ; . 7 oe ae hace i, a aie | bee eee. Dre here... 7 
A ed oe 4 ; * Bee 4 , _— 4: ee ae 3 thy. ie eee oh a Boe ‘ ap: 
2 mee er De, . ; ? . —— . tae tl Bes ge _ ; : 
Me fo gh 7 : meres. > Wiewang 84)” a 5 ca er ¥ 
| aaa 7 Fie, j Pave ak.” nee : RE 4 mn is 
aia a 3 ee ee ok tee o gee zi » 
: ion ee ae on. j ~~ 4 tinal My : ‘ 4 — x We” co. g)4 . pate reas “ as ae > 
we Sagging es } ee Sen é ie far ee Cia ae S| ‘ 
ae ps4 4 P we Ml 3 2 EE ny ® of a ee eee eign y* san : =f 
= “ss ae “ ent ar i ea a Sra ra eh pak aaa ~~ Site 
“Wess aon , a >.< Vo =? “es 7 Pe! at jy Cee ye! ; se 
ee a oe . ee i ee . eee: i RE ey bore : <3 
ee Se J, - wy es fe x ; <a ON: oe ee ame ee ays. at 
ge 4, & At i a0 2 - MR ie oe ee he rg e al ee 
cw ed ge ln Mee 7 es Sate 2) Wee ia . 2 i Pia wiysey oC ~. R 
ores gee eae ge Oe on ee ees ae ae eee So an 
ed oe ae 8 a ¥ tee Ng oat i eee > i ae ; 7 
serene tae tet or! its oe > om “a BS i ae . a j ' ee Dae 4 nara ae $ eon a t 
E ee (f A a) Be oe te ie ead Bat”) SS <a eat, tee 
ae) eae ry ’ ps ree f as ee ee Oye 
ees ae ae +¢@g af 4 ‘ # Fe a ie 2 = see 4 * 
pip Ne eee | ee F ‘ad = € i Peek F ' . e — 
“ 7 iia ~~ iy ‘ e ace aaa 
ee ae oo La ee - ; a ‘ : i ee DS Vee , ’ 
? fe ere a eS ae Bj 4 ee ee , 3 é, ie nae BS : 
ae “ee re ae , ' 
* Cie en oy te a ; a é t aoe 
peek ee ~ 4 el - : ’ a 
Sea. oe fy Bove a : me + ae . ‘ ee 
Fe ae oP 4, fade ei ta — Et ¥ > eh ‘ 
Qs SS z a 4 o> all FERS ee Ee bul Sachs a oT) 
Oe eae Saar Wh ; i * - \ a rs ia pees 9 * lie aad wt ti ole 2 
re ae rit é iy? ki ee = ae aes Ee Bae ae : es a ack% Ry - mate 
eres! = ote he 4 is Pa iat ae “GE —— +3 ie, i <a i: i ya sii al : 
: OS eee oi ee! as SP a, ligt on ‘ ‘ ae ms Se 
seed: ae f ye eo SE " : > A * f i: 
Rte fy foeeG ray a ata ker ee e te oe oo” 3 : re , #z a Bey . Zn 
Bee et ee co, nis Es ae aie or MS hs — as “Salas i 2 t ' - 
ee eT | Te a > a ’ a a : po ae »% , ae eee tog ey <" 
SE lpe te? Fo7. rid Lan pa a ae eee at ae. Bo. lanes 7 oi = ie oh hte ae E 4 3 
ah \ 3 ee : | rn, ee 
Jey 2 on ae ee): F a x = % . > te ° a= &, “e 
OMT UNAS i eae ae ad -, _— > a" — 6 F = : - ihe oe 
tty zi . e 2.. a ie Se ae oa - 4 ° “ Te : ; 
ers eS re ee Pak ea age a ee. mY =s s Whe & eee ; 
es enw eet : a. 3 ees + . Bess . id - = . i ae oe Ws ie ‘ 
Bie ee Rey . ae. :. er ieee » & he ee $ f ‘ P , ‘ ee : 
ie eee SME = oy ee. Cle ——— : 4 . ‘ a oe : ue m ; 
ee 6 ee Co a : Be is : by SEP ol = ‘ Do ee ce , 
‘ 5 cs all ; PS a. Bre. z i Ww ame ~ sr Mm ; 
%& 
“Hey, POP, THE ONE IN THE 7 
‘ ‘ VAN 
MIDDLE IS AXEL HANSEN !” : 
; —_ ; , . a 
3 y, ss 
‘ i ; 
7 4 * 4 
<% ¥ A ' 
ec : 
Ve BS, 3 d 
— & . z 
= oa 
‘ Wolk = N : 
~., A sf N Fas acd 
bee 
~ 
es 
f 
ee : 
ee a 
a ; ; : : : 5 = poe ae 
Ries et) a =, ene i [ +i eS > See gee i ea 7 NE RRR a race © aaa Sa ~) a a ki: 
¥ ae =) a Meet: et as mee 2 .. “aaa = Ey : Lote BS ar ee AB Vso a = i ak : us nie e Bae : ‘ame fae eae: ee Sot” 
Skt: fl geese ns Se ee Sa es a Seep oe ; ‘ia Te eeay 


eo 
One Contr ey Helivers the 


FIRST IN TOTAL 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia - * Pittsburgh 


Advertising Age, November 26, 1956 


Second Class Mail Sent Monday Beats Friday 
Mail, Post Office Check of CofC Test Shows 


WasuincrTon, Nov. 20—One rath- 
er startling fact emerged from the 
Post Office’s re-run of the Cham- 
ber of Commerce Executives 
Assn.’s check on mail delays: Sec- 
ond class mail sent on Monday or 
Tuesday will reach its destination 
at the same time as, or even ahead 
of, mail sent the previous Friday. 

In fact, the lesson indicated is 
that it’s best to hold your second 
class mail until after the weekend. 
As the schedule reported below 
shows—and as a quick glance at 
the chart on Page 87 indicates— 
second class mail sent Monday fre- 
quently got to the receiver as 
much as two days ahead of the 
same mail sent the immediately 
preceding Friday. 


® Mailings of second class matter 
produced some of the most drama- 
tic inconsistencies. Mailings were 
made on Friday, Sept. 28; Monday, 
Oct. 1, and Tuesday, Oct. 2. But 


No.10 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


Smear-proof proofs in 3'/2 minutes!—Thanks to B« C’s 
exclusively designed infra-red drying cabinet. Better proofs, too: 


richer ink coverage, because ink is not heavily “watered down” 


with artificial drying agents; guaranteed uniform color; and 


absolutely squared lock-up. Let us proof it for you! 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 
1147 West Jackson Blvd., Chicago +» MOnroe 6-5200 


Largest facilities in America... for complete typographic, 
electrotype, newspaper mat, film positive service 


mailing date often had no bearing 
on delivery date. Mailings to Dan- 
ville, Ill., sent from Washington 
on Oct. 1 and Oct. 2 both arrived 
on Monday; Oct. 8 (good time by 
second class standards), while 
similar matter dispatched on Sept. 
28 limped in Wednesday, Oct. 10. 
The Oct. 1 mailing to Dayton ar- 
rived Oct. 8, a full day ahead of 
the Sept. 28 mail. The Oct. 1 
mailing to Great Falls was de- 
livered 8:30 a.m., Oct. 9, but the 
Sept. 28 and Oct. 2 mailing did 
not arrive until 4 p.m. that after- 
noon. 


s Sometimes the weekend upset 
deliveries so that the Oct. 1 and 
Oct. 2 second class items might 
understandably reach Birming- 
ham simultaneously on Monday 
Oct. 8, but that would not explain 
why the Sept. 28 and Oct. 1 mail- 
ings both reached Huntington at 9 
a.m. Saturday, Oct. 6, or the Oct.1 
and Oct. 2 mailing both were de- 
livered in Milwaukee on Wednes- 
day, Oct. 10 (one of them at 7:30 
a.m., the other at 11 a.m.). 

The Oct. 2 second class test to 
| Jacksonville was delivered at 
| noon Oct. 8, while the Sept. 28 
}and Oct. 1 mail crept in at 10:10 
| a.m. Oct. 9. An Oct. 1 mailing 
'rocketed into Mason City, Ia., on 
Friday, Oct. 5, three days ahead 
of identical material mailed on 
Sept. 28. Minneapolis, which 
showed up particularly badly in the 
second class test (slowest service 
of the 15 test cities for two of the 
three test days, 11th place on the 
third) delivered the Oct. 2 mail- 
ing on Oct. 10, pigeonholed the 
Sept. 28 and Oct. 1 mailing until 
Oct. 11. All three mailings were 
delivered in San Francisco simul- 
taneously at 7:30 a.m., Oct. 9; the 
Sept. 28 mailing was delivered in 
Reno Oct. 10, two days behind the 
Oct. 1 test, and a full day behind 
the Oct. 2 material. The Sept. 28 
mailing reached Shreveport Oct. 9, 
simultaneously with the Oct. 2 
test, and a day behind the Oct. 1 
run. 


® Best time for second class mat- 
ter mailed Friday, Sept. 28, was 
eight days, while the elapsed time 
of the slowest was 13 days. Best 
time for the Monday, Oct. 1, test 
was four days, and for the Tues- 
day, Oct. 2, test six days. Last 
of the Oct. 1 items trickled in 10 
days after mailing, while the last 
of the Oct. 2 items reached its 
destination in nine days. 

In the Friday, Sept. 28, mailing, 
first delivery was recorded in 
Huntington, W. Va., and Birming- 
ham, Ala., on Saturday, on Oct. 6. 
It reached Woonsocket, R. I., Ma- 
son City, Ia., and Schenectady, 
Monday, Oct. 8; San Francisco, 
Houston, Shreveport, Dayton, 
Jacksonville, Great Falls and Mil- 
waukee on Tuesday, Oct. 9; Dan- 
ville, Ill, and Reno, Nev., on 
Wednesday, Oct. 10, with the last 
item reported by Minneapolis 
Thursday, Oct. 11. 


® First delivery on the mailing 
of Monday, Oct. 1, was reported 
at Mason City, Ia., Friday, Oct. 
5; then at Huntington, W. Va., 
Saturday, Oct. 6. The following 
Monday test mailings reached 
Shreveport, Woonsocket, Danville, 
Dayton, Reno and Birmingham. On 
Tuesday, Great Falls and Jackson- 
ville; Wednesday, Milwaukee, 
Houston and Schenectady, with 
Minneapolis closing the books on 
Thursday. 

Danville, Mason City, Birming- 
hem and Jacksonville reported re- 
ceipt of the Tuesday, Oct. 2, 
mailing on Monday, Oct. 8; San 
Francisco, Huntington, Shreveport, 
Woonsocket, Reno, Great Falls on 
Tuesday; Dayton, Minneapolis and 
Milwaukee on Wednesday, with 
Schenectady and Houston bring- 
ing up the rear on Thursday. 
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Second Class Mail Service 


Test Mailings from Washington, D. C. 

ination Mailed Monday, Mailed Tuesday, 

’ Cities Oct. 1; arrived: Oct. 2; arrived: 
Birmingham 11:30 o.m., Oct. 8 11:30 a.m., Oct. 8 
Danville, til. 8:30 a.m., Oct. 8 8:30 a.m., Oct. 8 
SS 8:30 a.m., Oct. 8 8:30 a.m., Oct. 10 
Great Follis 8:30 a.m., Oct. 9 4:00 a.m., Oct. 9 
Houston ............. 8:00 a.m., Oct. 10 3:00 p.m., Oct. 11 
Huntington .................. 9:00 a.m., Oct. 6 8:00 a.m., Oct. 9 
Jacksonville 10:10 a.m., Oct. 9 12:30 p.m., Oct. 8 
Mason City 8:30 a.m., Oct. 5 10:30 a.m., Oct. 8 
Milwaukee ......... 7:30 a.m., Oct. 10 11:00 a.m., Oct. 10 
*Minneapolis 8:30 a.m., Oct. 11 8:30 a.m., Oct. 10 
BID eiceccdescscemncecs 9:10 a.m., Oct. 8 8:30 a.m., Oct. 9 
‘San Francisco 7:30 a.m., Oct. 9 7:30 a.m., Oct. 9 
Schenectady 10:55 a.m., Oct. 10 11:25 a.m., Oct. 11 
Shreveport ..............00 8:00 a.m., Oct. 8 8:00 a.m., Oct. 9 
wi cket 8:25 a.m., Oct. 8 8:25 a.m., Oct. 9 


Lung Cancer Results 
From Air Chemicals, 
Not Smokes: Doctor 


ATLANTIC City, Nov. 20—A can- 
cer expert last week blamed air 
pollution and not cigaret smoking 
for the increase in deaths from 
lung cancer in the U.S. 

Speaking at the 84th annual 
meeting of the American Public 
Health Assn., Dr. W. C. Hueper, 
of the National Cancer Institute, 
said he based his conviction upon 
worldwide studies by many sci- 
entists. 

Industries have introduced can- 
cer-related chemicals into the at- 
mosphere for 50 years, Dr. Hueper 
said, and lately, motor vehicle ex- 
hausts have fouled the air at an 
increasing rate. 

Evidence to find out exactly how 
these agents could cause lung can- 
cer is missing, he said, but evi- 
dence linking the prevalence of 
the agents with the appearance of 
the disease is available. 


® These observations “favor the 
concept that the great majority of 
lung cancers, particularly those in 
males, are traceable to environ- 
mental factors rather than exces- 
sive cigaret smoking,” Dr. Hueper 
said. 

He pointed out that lung cancer 


occurs more frequently in city and | 


industrial areas than in rural 
areas, that lung cancer started to 
increase in an era when cigaret 
smoking was uncommon, and that 
the distribution of lung cancers 
and their rise in frequency have 
presented an “irregular epidemio-~ 
logic. pattern” in different coun- 
tries and in different communities. 

One cancer-causing chemical, 


benzypyrene, is found in the ex- 
hausts of gasoline engines, he said. 
And certain suspicious hydrocar- 
bons from exhausts are released at 
ground level, where they can act 
on pedestrians and drivers before 
these products become diluted in 
the air, he said. 


Two Newspapers Join 
Consumer Analysis Group 

Two newspapers have been add- 
ed to the Consolidated Consumer 
Analysis Group, bringing the total 
membership to 23. The papers are 
the Denver Post and the Wichita 
Eagle. The new “Consolidated Re- 
port” will include figures on 111 


subjects covering a broad range 
lof classifications, according to 
'Arthur F. Hall of the Milwaukee 
| Journal, chairman of the member- 
ship committee. 

The 1957 report will again show 
standings of major brands in all 
of the markets and will show 
over-all product trends for a three- 
year period. Individual brand 
standings will be shown only for 
1957 in the report, but earlier fig- 
ures will be available from each 
market’s individual “Consumer 
Analysis” book. 


Forms Midwest Preservers 

The Midwest Preservers Assn., 
Chicago, has been formed, making 
it the seventh regional associate 
of the National Preservers Assn., 
Washington. The associations have 
been established to give members 
an opportunity to exchange views 
and discuss the business problems, 
marketing, merchandising and ad- 
vertising problems common to 
their industry. At the new group’s 
first annual meeting, Francis J. 
Oelerich of Oelerich & Berry, Chi- 
cago, was elected president. 


Ever Hear Of A Sleeper? 


A couple years ago Barron’s printed an article 
about a. Texas bank being a sleeper, that is, a good 


investment . . . We 


read the story, watched the 


stock. Barron’s was correct, as it is generally. The 


Texas bank not only 


split but has since gradually 


Well, we don’t print 

any stock tips. 

we print lots of 
Central Florida news. So 
much, in fact, that it 
takes 10 different editions 
to do the kind of Tailor- 
made job we do. 

That’s wiy we outsell 
the combined circulations 
of Jacksonville, Miami, 
and Tampa papers four 
to one. 

Central _Florida’s 400 
thousand people market 


who spend $500 million a year may be a sleeper 
to you . . . Have you ever heard of Orlando? It 
will startle you, in results, if you have something 


to sell. 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & No. 1 Galley Boy 
National Representatives Burke, Kuipers & Mahoney 


CAN YOU GUESS 
WHICH MAGAZINE 
OF BUSINESS 
THIS DESCRIBES? 


e Its audience is virtually un-duplicated by any 
other business-management magazine. 


e Of all the business magazines in the 200- 
300,000 bracket, this one ran up the greatest 
circulation gain in the past five years. 

e One of its greatest strengths are its feature 
articles, which average Readex ratings of 
85-90%, issue after issue. 


¢ A titled officer’s signature appeared on more 
than 20% of letters-to-the-editor. 


e It served up inside data on the automotive 
industry six times in eleven issues (average 
Readex — 61%) ... on the booming chemi- 
cal industry twelve times in eleven issues 


(average Readex — 49%). 


e Drew requests for 670,000 reprints of edi- 
torial matter — in less than six months. 


e When readers asked “What about the rail- 
roads?”, its answer was sixteen articles in six 
months (average Readex — 50% ). 

¢ Intensive readership is its trademark. Not one 
article in six months’ issues drew a Readex 
rating of less than 27%. 


¢ Who are the men who head America’s great 


companies? This magazine ran a comprehen- 
sive profile-of-a-leader in every issue. 


See how good a guesser you are. 


All statistics from Audience Survey — 1956. 
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GIFT SETS FOR BOYS! 
48 different SEA SHELLS, 
cr 36 different ROCKS 
and MINERALS—each $3 
per set postpaid. Card 
enclosed if desired. Two 
weeks delvy: (SPECIAL: 


Three More Buy Segments 
on NBC's ‘THT’ 

Three additional advertisers 
have signed participation schedules 
on NBC-TV’s “Today,” “Home” 
and “Tonight.” W. F. Young Inc., 
through J. Walter Thompson Co., 
has signed for 78 participations on 
“Today” and “Tonight” for Absor- 


.| bine Jr. liniment. The sponsorship, 


the company’s first on the net- 


work, will start Jan. 4 and run for 
39 weeks, with one announcement 
a week in each program. 

The Florida Citrus Commission 
(Benton & Bowles) will use 55 
participations on “Today” from 
Dec. 5 through April 12. The Car- 
rier Corp. (N. W. Ayer & Son) 
will advertise its air conditioners 
on 30 participations on “Today” 
between March and June. 


..» for that entry 


INDUSTRIAL MARKETING’S 


$2500 contest ‘‘How | Use The Market Data Book.’’ The contest 
closes Dec. 1, and a letter on how you're using this unique 580- 


of yours in 


page reference volume may win for you— 


Any advertiser or agencyman is 


are no entry blanks to fill out—all that’s re- 
quired is just your letter on how The Market 


Data and Directory Number is 


selecting markets and media, getting basic statis- 


tics quickly on market potentials, 


Write to EDITOR 


—a 3-week all-expense trip to Hawaii for two 
people—including your choice of travel by air 
or on the luxurious SS Lurline— accommodations 
at such plush spots as the Royal Hawaiian Hotel 
—with visits to other islands and all travel details 
handled by Happiness Tours 

—one of the 20 Eastman Kodak 8mm movie 
cameras which will be awarded to the 20 next- 


best entries. 


eligible. There 


to the field. 
serving you in 


providing vital member. 


200 EAST KLLINOIS STREET 


information for product promotion or many 
other uses which we're interested in publicizing 


Do it now. The letter you write today may put 
you in Hawaii for a vacation you'll long re- 


INDUSTRIAL MARKETING 


« CHICAGO It, ILLINOIS 


SWEETEN THAT HOME—R. J. Tiernan, promotion and merchandising 

manager of Better Homes & Gardens, checks one of the posters 

being supplied to 2,232 stores cooperating in BH&G’s fifth Christ- 
mas promotion. 1 


‘Buy Your Home a 
Yule Gift.’ Says 
‘BH&G’ Promotion 


Des Mornes, Nov. 20—A promo- 
tion to tap the market consisting 
of American families buying 
Christmas gifts for the home is 
under way by Better Homes & 
Gardens. According to a January, 
1956, survey by the magazine, 88% 
of its readers included gifts for 
the home on their Christmas lists. 
The promotion will run from Nov. 
23 to Dec. 24. 

This year’s Christmas promotion, 
BH&G’s fifth, is designed to stim- 
ulate the sale of home furnishings, 
appliances and accessories during 
the December buying peak. 

Three separate promotions are 
planned for this year—designed to 
fit the needs of appliance, furni- 
ture and department stores. The 
theme of the department store 
promotion, in which 122 stores are 
participating, is “Get your home a 
gift for Christmas.” 


# In addition, 2,000 appliance 
stores are using a related theme, 
“Make wishes come true with gifts 
for your home.” For furniture 
stores, the motif becomes “Make 
yours a happier home with gifts 
for Christmas.” In all, 110 furni- 
ture stores are scheduled to par- 
ticipate. 

Kits of promotion and advertis- 
ing aids are being made available 
to all participating stores. The 
stores can use BH&G promotional 
materials in windows, support the 


program with local advertising and 
feature products advertised in the 
November and December issues of 
the magazine. 

BH&G will run a color page in 
its December issue listing all co- 
operating department stores. 


Consolidated Foods Buys 
Klein's and Morey Co. 
Consolidated Foods Corp., Chi- 
cago, has acquired, through an ex- 
change of stock, Klein’s Super 
Markets, St. Paul food chain. The 
acquisition of Klein’s represents 
Consolidated Foods’ second major 
expansion into retail supermarket 
ownership. Piggly Wiggly Midwest 
Co., with 34 units, became a sub- 
Ssidiary in May, 1956. Klein’s, 
which owns 23 supermarkets in 
St. Paul and Minneapolis, has cur- 
rent annual sales of $27,000,000 
and expects sales of $33,000,000 
next year, according to Consoli- 
dated. Two new markets are under 
construction and several more are 
planned for next spring. 
Consolidated also has purchased 
Morey Mercantile Co., a Denver 
wholesale distributor and proces- 
sor of food products under its Sol- 
itaire and other company brands. 


NARTB Hits Membership High 
The membership of the National 
Assn. of Radio & Television Broad- 
casters is now at an alltime high 
of 2,158 and is expected to get 
bigger as a result of a current 
drive, according to NARTB’s mem- 
bership committee. The association 
made a net gain of 137 members 
during the past year, including 104 
am stations and 41 tv stations. 


Nowhere else can you get coverage like this! 


No other daily newspaper anywhere is read by 3 out of 5 
families in an entire state and in a key 10-county market area 
of another state. That's the effective way The Omaha World- 
Herald covers Nebraska and Western lowa. 


cttarana 


SY 


wh: 


Key to daily 
coverage map* 
20% te 100% 
15% to 20% 
Under 15% 


*ABC, 12 months ending 
March 31, 1956. 
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ROLLE RATER JESFERSO 


O'Mera and Ormsbee, National Representatives 


New York © Chicago © Detroit 


@ Les Angeles * Sen Francisco 


Twelve editions, each changed for a differ- 


ent geographical 


segment of subscribers, 


won this superlative reader-demand status 
for The World-Herald and its advertisers. 


In this going and growing market there are 
1.6 million people with over $2.3 billion to 
spend. Advertisers find it profitable to sell 
these people through the columns of The 
World-Herald because they can be reached 
with this one newspaper — at one low cost. 


Omaha World-Heraid 


252,598 Daily 


263,674 Sunday 
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It's KORBES— 


THE MAGAZINE FOR THE fina’ DECISION 


What is it about this magazine of business that commands such unswerv- 
ing loyalty from its readers? 


Why has it out-distanced all others in the field in gaining new readers? 


The answer lies, simply enough, in the book itself. For men whose time 
is big money, Forbes serves up the facts fast... in a crisp, brief manner 
... yet packed with precisely the kind of information a busy executive 
needs to help him make his decisions, finally, about a company, a product, 
an idea, a service, or an investment. 


That’s why Forbes’ success story is so important to advertisers. No matter 
what your product may be, here is where you display it to its keenest 
advantage ...to the very top level of management... in a setting that 
makes them want to buy. 


To get all the facts... to get the inside story on this richest of business 
markets... send for “The Men Who Make America’s Final Decisions” 
today. This free information-packed brochure will open your eyes to all 


you may now be missing. ~ 
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IS YOUR ADVERTISING MAKING 


ENOUGH CALLS where dleounte? 


As your detail men double their calls on your better prospects 
...S0 Postgraduate Medicine enables you to double 
your advertising impressions on your busiest doctors. 


For Postgraduate Medicine is bought by the alert, 
progressive practicing physicians—those who insist on being 
kept well informed of new discoveries, new practices and 
new treatments in medicine and surgery; they are your 
busiest doctors—your better prospects. 


That’s why your message belongs in the one journal your 
busiest doctors buy for authoritative guidance and help in 
practicing today’s medicine. 


Postgraduate Medicine 


DR.CHARLES W.MAYO 
Editor-in-Chief 


Reaching Your Busiest Doctors 


30,345)... pain ABC 


t Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, subject to audit 


‘The Beauty Is, It Works’... 


Adman’s Outsize Library 
Grew from ‘Job Security’ 
Need on New Accounts 


By James V. O’Gara 


New York, Nov. 20—Suppose 
you’re a copy chief. Suppose 
you’re knocking yourself out look- 
ing for a hook on which to hang a 
campaign for a new liquid cream 
make-up. The product’s good, but 
there are no outstanding character- 
istics, and you have to make up in 
excitement what’s lacking in ex- 
clusives. So, you’re stymied. 
| You could take your problem to 
Reg Coughlan, who would take it 
to his “copy machine,” which in 14 
minutes—now wait, don’t go ’way; 
this is for real—would turn out a 
theme like this: 

“Banish forever that ordinary 
look. New way to lift every trace 
of your natural beauty from 
‘make-up fog.’”’ 
| That is merely hypothetical, but 
| here is a campaign now running in 
major magazines for Vicks Vapo- 


| 


| 
| 


Roe eae. 


‘ = 
Give him the one first day 
| proved by 41] million mothers 


relief 


FINEST HOUR—Reg Coughlan’s file 
of ads was the source of the theme 
for this Vicks ad. 


rub that came right out of the 
|“copy machine”: 

| “What to do during the most im- 
| portant hour of his cold . . . give 
| him the one first day relief proved 
by 41 million mothers.” 

| And this one, for Vicks Va-tro- 


| nol: “Come out of that stuffy head | 
cold fog...” And this for Vicks | 


|throat lozenges: “When every 
swallow hurts... here’s relief bet- 
ter than any gargle.” 


® The campaigns for Vick have 
come during Mr. Coughlan’s tenure 
_as copy chief and group head at 
| Morse International, which handles 
various Vick products. Mr. Cough- 
lan recently announced he will 
leave Morse at the end of the 
year (AA, Oct. 29). 

Mr. Coughlan, author of 35 
whodunits and hundreds of book 
reviews for the New York Herald 
| Tribune, the Chicago Tribune and 
others (his specialties: psychiatry, 
_ psychology and sex), has teamed 
/up with his copy machine to grind 
|out countless campaigns for major 
agencies. 

One Madison Ave. shop angling 
for a $3,000,000 account got the 
pith of its presentation from the 
Coughlan combine in 14 hours—a 
job that otherwise might have 
taken the agency a month. 


s Mr. Coughlan’s copy machine 
was born of the instinct for job 
security. When he left Gulf Oil 
for Compton Advertising in 1942, 
he was handed copywriting assign- 


Coughlan’s Marvelous Copy Machine 
Grinds Out Campaign Ideas in Garage 


ments for products about which he 
knew little. And, except for the in- 
formation uncovered by the agen- 
cy’s research staff, there was little 
of significance on which to build 
anything different in the way of 
an ad campaign. 

The thing to do, thought Mr. 
Coughlan, was to know everything 
about a client’s business, and the 
heck with eking out a campaign 
drawn only from one’s own expe- 
riences and imagination. This 
meant knowing every marketing 
move made by client and competi- 
tors down through the years. 

So Mr. Coughlan started build- 
ing a storehouse of every national 
campaign to appear in print since 
1920 for foods, drugs, cosmetics, 


DIGGER—From his private file of 

ad copy ideas, Mr. Coughlan esti- 

mates, he has produced themes for 

about 100 distressed copy people 
every year. 


household appliances, automobiles, 
accessories and petroleum. He 
started looking for copies of Mc- 


WINSTON-SALEM 


INDUSTRIAL CAPITAL 
of 
NORTH CAROLINA 


- TE fet OE RED SO aman me aD ape MAS See 
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Highest Per Capita Industrial Wages 
of any North Carolina Metropolitan Area 


METROPOLITAN AREA EMPLOYEES 


Charlotte 21511 
Asheville 11,075 
Durham 13,270 
Raleigh 6,045 
Greensboro-High Point 37,608 


PER CAPITA WAGES 
$3222.46 
3193.20 
3163.97 
3023.21 
2814.89 
2775.37 


POSITION 
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WINSTON-SALEM IS ALSO 
NO. 1 IN VALUE ADDED BY MANUFACTURE 


FIGURES FROM NEW 1954 U.S. GOV. CENSUS OF BUSINESS 


WINSTON-SALEM 


WINSTON-SALEM 


“TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY 


National Representative 


EVENING 
KELLY-SMITH COMPANY 
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MACHINE AT WORK—Poring over his vast “copy machine” file of ad 
clips, Reg Coughlan seeks out copy themes of bygone campaigns. 


Clure’s and Scribner’s, Literary 
Digest and Judge. He advertised in 
newspapers for back issues of mag- 
azines. Sometimes he could buy a 
1923 Delineator for a dime; some- 
times a ragged Scribner’s cost a 
buck. 


s With a young mountain of mag- 
azines on hand, Mr. Coughlan re- 
cruited two girls with agency ex- 
perience to clip the ads—stamping 
each with the date—and then file, 
cross-file and collate. 

While all this was going on, Mr. 
Coughlan was subscribing to every 
national periodical extant, as well 
as to most regional magazines and 
several big city mewspapers, as 
well as business publications cov- 
ering the food, drug, cosmetics, 
medical, dental and nursing fields. 

All the clips went into a com- 
paratively few folders. But the 
categories grew. Deodorants, once 
lumped under a single heading, 


i 


Bregein! 


When a cold stuffs up your head 
and it’s hard to breathe, just put 
a few drops of Vicks Va-tro-nol 
up each nostril as directed. In- 
stantly, you feel a refreshing 
tingle. The swelling goes down, 
the an — your ta 
opens. You breathe again! Won- 
derful relief, too, for sneezes and 
dry, itching nose. 


VICKS VA-TRO-NOL 


for Chikdren... 


a new, different 
ous nose drop that 


MACHINED AD—A product of Reg 
Coughlan’s “copy machine” for ad 
themes was this “head cold fog” 


ad for Vicks Va-tro-nol. 


came to be classified as “deodor- 
ants—liquid, cream stick, lotion, 
spray, chlorophyll, soap, home air 
purifier.” 

Most major editorial pieces cov- 
ering the ills of mankind and pub- 
lished in national magazines turn 
up in the copy machine. They are 
filed under “Headaches,” “Back- 
aches,” “Ulcers” or whatever. Mr. 
Coughlan has a file set aside en- 
tirely for medical ethical themes— 
a big bulge for people interested in 
campaigns for proprietary prod- 
ucts. 

Mr. Coughlan’s copy machine— 
several million individual clips 
housed in a garage behind his Elm- 


hurst, N.Y., home—also includes 
the complete cigaret-cancer con- 
troversy; the advent of non-food 
items in supermarkets; the change- 
over of the national palate from 
straights to blends. 

“The copy machine,” says Mr. 
Coughlan, “puts before creative 
people every campaign evolved 
during the last 30 years. That in- 
cludes every claim made for every 
product. 

“The beauty of the thing is that 
it works. Long-ago campaigns can 
be evaluated by matching them 
against others. The fact that one 
theme was repeated for several 


years would tab it as having en- 
joyed more success than one tossed 
out at the end of one year. Even 
the most practical sizes for print 
ads can be figured.” 

“What copywriters can get out 
of it,” sums up Mr. Coughlan, “is 
every selling phrase, expression 
and slogan used in the past 30 
years. I’ve seen completely new 
campaigns suggest themselves 
from phrases that were used once 
and abandoned. 


s “Ideas often can arise from ads 
about products completely unre- 
lated to a current problem. A basic 


got you 


HABERULE | 


Copyfitting 
own? Get 


91 


ine 


a 
COPY-CASTER 


Discover for yourself how much fasie:, easier ond 
more accuretely you can copyfit all type jobs with 
this new, completely revised Hebervie. Tens of 
thousonds of artists, ad-men, printers, copywriters, 
editors, students sove hundreds of hours ond aol- 
lors in costly resetting with this nationolly fomour 
copy-caster. Why don't you? Al your ortist supply 


or direct. Complete with gouge, oniy $7.50 | 


L 


THE HABERULE CO. 
BOX AG-245+ WILTON, CONN. 


Get your bumper crop of premium sales with . 
emblems of “SCOTCHLITE” 


REFLECTIVE SHEETING 


What better place for your message than right under the nose of America’s million motor- 
ists. These bright, colorful emblems of “ScoTcuuiTe” Sheeting sell your service, do it 
cheaply, help nighttime safety besides. For a free demonstration of emblems with both 
safety and sell, write Minnesota Mining & Mfg. Co., Dept. AA-11266, St. Paul 6, Minn. 


3M “SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 


there's a 


NEW LOOK 


in Cincinnati... 


Have you been watching the growth 
of the “New Look” TIMES-STAR? 


In just one year, TIMES-STAR circula-— 
tion has jumped. 


@ 2,919 in Cincinnati City Zone 
@ 3,095 in Total Circulation 


More and more people are switching to the “New Look” TIMES-STAR . . . Cincinnati's only 
home-owned, home-edited newspaper 


Keep your eyes on Cincinnati and the trend to the 


“NEW LOOK’ in the 


° 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHIGAGO, DETROIT, SAN 
FLORIDA REPRESENTATIVES: McASKILL & HERMAN, MIAMI BEACH 


CINCINNATI TIMES 


FRANCISCS, LOS ANGELES 
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campaign for 1957 refrigerators 
might evolve from a 1925 idea for 
an auto accessory crive. One of the 
most exciting campaigns—my 
opinion—ever used in the liquor 
industry came from a combination 
of ideas furnished by ads for a 
breakfast food, a canned vegetable 
and a gas stove.” 

Mr. Coughlan, whose years of 
book reviewing are reflected in the 
thousands of volumes perched on 


HinterLANGUAGE Spoken Here! 


“Nat pw OS Bott a re) 


Leo P. Bott, Jr., 64 E. Jacksea, Chicage 


|shelves lining the walls of his 


house, houses the copy machine in 
his three-car steel garage. “High 
insurance rates made me build a 
fireproof shelter for it,” he says. 
He employs a girl fulltime to keep 
the unique library up to date. 
There are several million individ- 
ual clips on file. 

The library includes countless 
coupons and premium ads. Many 
coupons and premiums now used 
by leading manufacturers came 
right out of the copy machine. The 
collection encompasses a 20-year 
study of couponing in all forms. 
The premium ad file breaks down 
into adults’ and children’s sections 
and includes nearly every variation 
ever used. All national contest ads 
printed since 1925 are there, as 
well as thousands of regional and 


... all Baltimore has taken : 


WCBM to heart! 


. . . now Baltimore’s big radio 
audience will get CBS programs in 
addition to their favorite local shows 


on WCBM. 


. .. this can mean only one thing— 
WCBM is Baltimore’s Best radio 
buy*—delivering more audience 


per dollar! 


. .. now, more than ever, WCBM 
is a ‘‘must’’ on any Baltimore 


radio schedule! 


... the latest surveys prove our 
point. Get the facts today . . 
direct or from our representatives. 


*Ist or 2nd in 146 out of 212 \4-hour 
rating periods 1st—104 times, 2nd— 


42 times 


CBS RADIO AFFILIATE 
10,000 WATTS ON 680 K. C, 
BALTIMORE 13, MD. 


Exclusive National Representatives 


THE BOLLING COMPANY, INC, 


Advertising Age, Vovember 26, 1956 


COPY COMPILATION—Reg Coughlan, soon to leave Morse Inter- 


national, 


has spent “thousands” building up his private file of 


several million ad clips as a source for ad copy ideas. 


local give-away linage. 

The Coughlan collection offers 
such sidelights as material illus- 
trating how new products are an- 
nounced and how copy testing 
works out in the split-run field. 
Then there are photos of hundreds 
of types of displays. Many are de- 
scribed in detail. 


® The copy machine—so regarded 
by admen who come to Mr. Cough- 
lan for help because of its speed 
in delivering usable ideas—has 
cost its originator thousands. He 
says he has no idea just how many 

Mr. Coughlan, who, since his 
days at Compton, has worked for 
Ruthrauff & Ryan and Morse, esti- 
mates that the copy machine comes 
up each year with campaign 
themes for perhaps 100 distressed 
copy people. The help they get, in- 
cidentally, is for free. And anybody 
who goes to Mr. Coughlan and his 


machine needn’t worry about the 
word getting out. Where a guy got 
a campaign idea, says Mr. Cough- 
lan, is his own secret, and the fact 
never filters back to the guy’s 
shop. 

(Photos of Mr. Coughlan by Sid 
Schonbrunn of Schonbrunn-Ives, 
New York.) 


Friedlander to Clayton-Davis 

Clayton-Davis & Associates, St. 
Louis agency, has appointed Percy 
W. Friedlander an account super- 
visor. Mr. Friedlander formerly 
headed Friedlander-Stein Agency, 
oe offices in Louisville and New 
York. 


Galbraith-Hottman Adds One 

American Metal Market, New 
York, daily newspaper of the metal 
industry, has appointed Galbraith- 
Hoffman Advertising, New York, 
to handle its advertising. 


U.S. Chamber Issues 
List of 1957 Special 
Days, Weeks, Months 


WasHINGTON, Nov. 20—More 
than 300 business promotion events 
for 1957 are listed in “Special 
Days, Weeks and Months” for 1957 
and the “Trade Promotion Plan- 
ning Calendar for 1957,” just pub- 
lished by the U.S. Chamber of 
Commerce. 

The publications were formerly 
issued by the U.S. Department of 
Commerce. They are used by ad- 
vertising media, retailers and man- 
ufacturers as an aid in planning 
tie-ins with national celebrations. 

“Special Days, Weeks and 
Months” prevides both chronologi- 
cal and alphabetical listings show- 
ing the purpose of the event and 
the name and address of the spon- 
sor. 

As a companion piece, the cham- 
ber has released the 26-page 
8%x11” spiral-bound “Trade P:0- 
motion Planning Calendar,” chron- 
ologically listing events scheduled 
each month with ample space for 
notations after each date in the 
calendar. 

Copies of either publication may 
be ordered from the domestic dis- 
tribution department, Chamber of 
Commerce of the U.S., 1615 H St., 
N.W., Washington 5, D. C., for 50¢ 
each. 


Kennedy Joins Bristol-Myers 

John P. Kennedy, formerly 
Ipana account executive at Doher- 
ty, Clifford, Steers & Shenfield, has 
joined the products division of 
Bristol-Myers Co., New York, as 
brand advertising manager for 
Ipana. 


Van Praag Opens New Office 

Van Praag Productions, film 
producer, has opened a Florida of- 
fice at 3143 Ponce de Leon Bivd., 
Coral Gables, with Harry Walsh, 
vp, in charge. 


( 0 6 ( ( First in Display Advertising 


CORPORATION * 15 East 58th Street + New York 22, N. Y. EL 5-2878 


Fabulous (Revlon) used this 
eye-dazzling window display to launch 


a major lipstick-color promotion! 
Alpha) produced this important display for Revlon! 


49 wide = 49 Wight > 


Write for Portfolio of Successful Displays 


MOTION DISPLAYS © COUNTER DISPENSERS 
SELF-SHIPPERS © WINDOW DISPLAYS 


IN-STORE DISPLAYS 
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Settles Part of 


dvertising Age, November 26, 1956 


Trendex TV Ratings 


Nov. 1-7, 1956 
Fifteen Multi-Station Cites 


ank Program Rating 
1 | Love Lucy (Procter & Gamble, General Foods, CBS) oo........cocccccececccceeee 37.1 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) oo.........0.ccccccccccccceeceeecoseeces 35.4 
3 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............cccccccccccsccceccsceseeecereee 32.3 
4 Jack Benny (American Tobacco, CBS) o...........cccccceccsccccescesssecessessssceseesenseces 31.4 
5 What's My Line? (Remington-Rand, Helene Curtis, CBS) .o....0.....cccccccc ccsceee 29.9 
6 Ford Star Jubilee—Wizard of Oz (CBS) .o........ccccccccccccccsescssecesessceccereeeaceceeee 29.4 
7 Groucho Marx Show (DeSoto-Plymouth, NBC) o..........cccccccccceecceecesceseensesesecenee 28.9 
8 Sie A, I I, FINI tase ncirettadhnienciciicechinincnsnesedsndpbabdbivectnisbedsaorese 28.7 
9 I've Got A Secret (R. J. Reynolds, CBS) un........j.ccccccpesccssecccccsecessesseceee-s . 28.2 
10 GE Theater (General Electric, CBS) ........... ; 27.6 


p &T R t dl Three Join Carter Agency 
epor e y | Three people have joined Carter 
| Co., Kansas City, Mo. They are 
_ George R. Reuter, art department, 
| formerly with the Hal Frank Art 
' | Studios, New York; Edward B. 
o | Lane, copy and publicity depart- 
Monopol Suit /ment, formerly with the advertis- 
; y ing department of Vendo Co., Kan- 
_ |sas City, and Phillip Dangerfield, 
New York, Nov. 20—Park & Til- client service, formerly a pr offi- 
\ ford Distillers Corp. reportedly has|cer with an Air Force recruiting 

‘reached an out-of-court settlement | detachment. 

*with Distillers Co. Ltd., British dis-_ 


Grocery leader in 


the Target Market 
where your dollars 


The San Francisco Call-Bulletin moves more grocery products 
off the shelf because it carries far more grocery advertising 
(both retail and general) than any other San Francisco daily 
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buy the most 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


newspaper. 


The most for your money where it counts the most . .. 


SAN FRANCISCO 


CALL-BULLETIN 


‘tiller which dominates the scotch 
whisky market, on part of its $90,- | 
000,000 suit against alleged monop- | 
oly practices. 

The suit was filed last spring 
(AA, April 9) in U.S. district court | 
here against the British distiller, | 
National Distillers Products Corp., | 
Distillers Corp.—Seagrams and_ 
Hiram Walker-Gooderham &. 
Worts, charging a conspiracy to) 
deprive P&T of distribution rights 
on Vat 69 scotch and other import- | 
ed liquors. : 


| 

® The settlement with Distillers | 
Co. is reported to have been 
reached recently in England during 
a visit there by P&T and Schenley 
executives. P&T was bought by | 
Schenley in December, 1955. At the 
offices of both companies here re- | 
quests for comment on the settle-_ 
ment were declined. Technically, 
it was pointed out, the case still is 
pending before the court. 
Whether the P&T suit against 
the other companies will be con-| 
tinued is uncertain. Legal opinion 
here is that it may be but that the 
grounds for action will be changed. 
It is surmised in the liquor trade 
here that settlement of the suit | 
probably means that P&T soon will | 
announce the acquisition of a new | 
brand of scotch whisky for Ameri- | 
can distribution. 
Schenley recently acquired con- | 
trol of the Seager, Evans Co., one | 
of the few independent grain 
whisky distillers in the United 
Kingdom. It makes several brands | 
of scotch, a gin, and has distribu- 
tion rights to several French wines | 
and brandies. 


Triple-S Boosts ‘Gifts’ 

Triple-S Blue Stamps, Paterson, 
N. J., a subsidiary of Grand Union 
Co., has launched a campaign of 
14-pages in 71 newspapers in the 
New York metropolitan area, in- 
cluding northern New Jersey, 
Westchester County, N. Y., and 
southern Connecticut, to capitalize ot 
on the desire of stamp savers to 
get their “free” gifts in time for 
Christmas. In addition, a color 
page will be used in the New York 
Times Magazine, Dec. 2, and radio 
commercials will be used through 
mid-December on ten stations in 
the same areas. Hilton & Riggio is 
the agency. 


j 


WCBS Boosts Some Rates 

WCBS, New York, has increased 
its rates for Class C and Class D 
participations and feature minutes. 
The price for Class A and B time 
remains the same, with features 
in those periods priced at $225. 
Revisions on the new card include 
Class C participations from $150 
to $180; Class C feature minutes 
from $180 to $200; Class D partic- 
ipations from $125 to $150, and 
Class D feature minutes from $150 
to $180. 


COPLEY NEWSPAPERS 15 "Hometown" Newspapers covering 
Northern Illinois — Springfield, IMlinois — Greater Los Angeles — and San Diego, California... 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


To fit this important 
prece of the Northern Illinois 
market into your budget... 


Buy the 
COPLEY BIG 3 GROUP! * 


When you buy all 3 newspapers in 
the Copley Northern Illinois Group, 


YOU SAVE 9'2: A LINE! 


Add it up and you'll see that this 

Big 3 Savings Package is the direct 

way — the economical way — to penetrate 
and sell this multimillion-dollar market. 


BUY ALL THREE FOR 43'/2¢ A LINE! 
AURORA ..... . 18% 
se 
WU he et 


Separately per line . . . 53¢ 
Buy all 3 for 43%¢ a line — a saving of 18% 
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Advertising Pages and Linage in Consumer Magazines 


| October and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 
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ss 


———— Pages _—_ Lines ~ r Pages 5 4 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct dan.-Oct. Jan.-Oct 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1956 1955 1956 1955 ‘ 
Weeklies, Bi-Weeklies, Semi-Monthlies items — 184 199 159.0 189.3 7,910 8.552 68,225 81,195 f 
* EE Sicécccece y . ; ' \ Hy 
Capper's Weekly .........., ate = ro jes a + a Po 124,762 PON. gacicccnsascee 204 217 1862 2178 8.762 9,313 79.879 93.442 4 
SEY see venss sbavnierete 2. = 056 =“ 565,645 | Movie Stars Parade... ..... 204 217 1863 2154 8,748 9,332 79,901 92,410 ‘ 
Reatibevttiasskaaeiaks 78.5 833 7185 687.2 33.674 35,726 308,233 294,798 cee 13s 0 eS) (isk 7309 see en 90.828 ¥ 
ES cdc dee tou takts 278 348 2895 269.7 27.774 34,789 289, 269. oy hada 33 on?) oes ka 749 2983 <0.988 0.466 i 
_— gpaapepeartipggrptaae 529.4 521.4 3,820.0 3,656.9 359,961 354518 2,597,610 2,486,670 — ............. 18 lll 59.0 423 4.612 4.746 25,298 18.139 
RENE SRT 52 S80 212.2 145.3 1,306.6 1,168.3 144,323 9B8I8 = BBBABS 794,457 | secrete Romance Grou: , . ’ , : ' ‘ 
few Yorker ............05: 533.0 597.4 3,743.7 3,418.1 228.661 256,303 1,606,025 1,466,381 : 
MIE ines tannea6s onde 3458 314.2 27165 2483.3 145.236 131.964 1,140,086 1,042,973 | Saint Romance... =. 6S. hl S66 S.C. oe ee ee 
SPreshyterian Life .......... 19.3 266 © 8= 12921568 81ST 54209 GBT] | Secrets ...............--. 2096S COG] 7:318)=— 70.949 = 69.085 tf 
The Reporter .......0....005 179 «197 «©1437 ~=—162.3 7,525 8.285 60,368 68,162 taeda 138 ; 7 mr 773 Hr ym 33.386 
{Saturday Evening Post ...... 343.2 426.8 2915.1 3,033.3 233,388 290,212 1.982 272 2,062,609 | true Story Women's Group 
Saturday Review -............ 90.0 87.3 6818 649 37,813 36,674 333 272.719 a... a: ad as ms we 1 - 
|\|Sporting News ............ 40.0 200 2665 2866 43,425 21,698 289,197 310,976 TV-Radio Mirror .......... 230 258 2288 247.3 9.869 100 "yess par 
_— IMustrated ........-.- a ant bars . 74 aa fe pn . ao Ra True Experience .......... 255 286 2423 2628 10948 12,253 103,960 112,740 
se eneeecvececsseeeres 5 2,872.3 2,722. : 206, . True Love Stories ....... 26.0 283 2405 263.7 12164 12140 103,153 113.128 
tTV Guide .........-...05. 3400 6269 345.6 165.4 9.833 4,903 62,899 30,093 True Romance ............ 26.3 289 242.0 262.0 11,292 12.380 103,833 112.375 
{HiVegeter .....cececeeeees 20.2 342 1797 2111 8349 14.146 74,391 87,401 =e il 7 ert ey 
U. S. News & World Report .. 305.5 286.2 ae 2,456.1 128.327 120,221 1,100,280 1,031,541 FE OS A A = A 
os Hak I> WSIS DUES roel Lees3e) Weseaiee 1ZseTSS 2 Sa eee 535.3 533.7 4665.9 46745 229.640 ~218,942 2,001,662 "2.005.351 
inviliuneacane’ 348. NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 


Group 
tFour issues in October 1956; five issues in October 1988. tThree issues in October 1956; two issues in October 1955. §Two group as a whole PLUS additional advertising carried each individual cat 
issues in October 1956; three issues in October 1955. ||/Five issues in October 1956; four issues in October 1955; ||||Formerly | +Sentember-October issues combined; started publication ! a bi-monthly with March-April 1955 issue. §September-October is- 


Christian Advocate. One issue in October 1956; four issues in October 1955. - combined. |||October-November issues combined; started publication as a bi-monthly with April-May issue. Not included 
in totals. 
Women’s M 
§Bride’s Magazine .......... 1266 1253 5956 564.0 80,018 79,158 376.409 356,448 azin 
Everywoman’s Magazine ...... 40.1 523 3212 380.9 17,216 22,445 137.805 163,421 ag © Linage Trend Figures in thousands 
Family Circle .............. 696 821 S541 6514 29,867 35,212 237,701 279,440 
Good Housekeeping .......... 1775 1@5 1.2438 1,140.9 76127 70,133 533,575 489,448 
Ladies’ Home Journal ......... 127.7 120.1 1.0179 980.6 86,802 81,655 692,149 
McCall's Magazine .......... 115.4 1024 759.0 727.7 78488 69,614 $16,133 
¢Parents’ Magazine .......... 95.0 717 S895 546.9 40930 30,886 253,719 oct. U 1.704 
Rea 107.9 958 1.2054 11386 73,340 65,144 819,663 
{Timely Women’s Group ...... 193 16.0 97.3 85.3 7,540 6.864 37,960 
Western Family: j 
Southwest Edition ........ 254 335 2369 2928 10915 14370 101.636 i 
#Mountain Edition ........ 228 318 230.0 280.1 9.779 13,621 98.665 | 
#No. Calif. Edition ...... 239 342 2259 2848 10,242 14,668 96.921 } 
#Northwest Edition ...... «243346 0235.8 = 2889 )=— 10,423. «14,822 101,167 i 
Woman's Day ..............- 621 708 4965 5704 26,631 30,366 212,979 j 
Woman's Home Companion .... 632 58.9 457.1 529.0 42993 40,015 310,841 ; 
The Workbasket ............ 37.4 315.0 2788 8,795 7,326 61,741 ; 
Sener aD 7 10208 “78893 7887S ~579662 “553.188 “4292311 4 281,176 j 
§Published in January, April, July and October. fIncludes linage carried in special shopping scout section (572 lines per f 
page). tLarger page size in October 1955 (429 lines). ZNot included in totals ‘ 
General t 
American Artist ............ 288 241 247.0 2222 12,095 10,125 103,726 , 
American Forests .......... 43.2 552 1820 1966 18144 23,170 76,4 
American Legion ............ * 217 233 1893 186.0 9.106 9.770 79,513 
na os ones chs 279 257 1938 1839 11,987 11,043 83,151 
NE as bs ctckahobed 467 376 3145 260.0 19630 15,771 132,108 
Christian Werald .......... 404 492 3520 346.2 17,336 21,094 151,021 
Ns ia 5 cotate et 109 113 66.0 73.8 4,574 4,741 27,729 
1h SERS, Seale 22 376 2417 2498 5,130 6.840 43,993 
NESE BH 263 236 2013 1982 11261 10,118 86,352 t 
Eagle Magazine ............ 11.9 8.6 82.4 70.8 5,015 3,613 34,605 
EE ets, sk gucatbe's 45 714 6214 609.7 50,649 48523 422,561 
Elks Magatine ............-: 239 198 1431 1276 10,253 8,477 61,376 
ite AROS fines 79.0 79.0 6544 S818 53,652 53,623 444,829 
OSS agents ar 176 «187 «©1673 = 165.1 7,420 7,875 70,244 
NS Shige sss od ad beee 221 453 1760 2116 15.237 31,148 121118 
NR RE 245 328 244.7 270.7 10,304 13,776 102,774 
ME wet 3. a aJicksdviws 37.2 364 2536 2514 15,937 15,599 108,803 
Grade Teather .............. 49.3 425 2917 2816 21,776 18.756 128,651 : 
Harper's Magazine .......... 435 365 3236 2388 18,284 15,310 135,904 100,306 | American Girl .............. 25.3 275 265.7 2299 10859 11,792 113,993 98,615 i 
0 Sic ee Re eae 74.7 65.7 728.4 667.1 50,780 44,700 495,327 453,639 | Boys’ Life ................ 229 317 297.9 2634 20,343 21577 202594 179,142 ; 
Improvement Era .........-.. 28.4 . 360 267.5 2833 11918 15100 112,354 118,971 | Child Life ................ 21 19 23.1 18.3 881 823 9,903 7,868 f 
DRE \ichswedecesceeie 4.8 524 2603 2702 (28570 35,862 178,037 184.789 | Scholastic Magazines ....... 525 538 3016 2589 22.035 22.611 126,653 108.755 
Motor Boating ............ 1949 97.3 1.2769 2.208.4 61.667 57,428 750,792 707,583 | Scholastic Roto ............. 7.3 7.4 40.5 35.9 6.383 6,489 35,417 31,385 
National Geographic ........ ’ 4 9 10,056 95,070 96,237 t “jivi “Is ~Sme ~Boee ~WSl ~s3202 } 
Paybey  ...... + ARI ER 88 7 372 31 3,710 308 8 s«5,624 1.302 Beppe ensteetensebes ; a . 292 ESCO AIST 
icici sy seiceces 30. 33. 216.1 2134 12951 14177 92.716 91.539 | Outdoor ports 
a naiiee ge paaean ba os ror = By bya Poop — Keser -ai 67.3 706 575.1 607.9 28,878 j 30,266 246,707 260,806 
Redboot Masazinn ......... 310 286 2401 2226 13303 12264 103,011 sags | Field & Stream ............ 853 775 7246 6598 36590 33,256 310,831 283,034 
pity ee ART ORE 3 12.3 10.4 16.6 96.4 5,148 4,355 32,160 40,471 | Fur-Fish-Game ............ 23.0 23.4 187.2 196.3 9,856 10,034 80,326 84,217 
ea ek Loe 106 12.3 59.0 62.1 7,113 8,195 39,675 he et eee 38.8 34.9 289.7 122.8 16,631 14,972 123,916 52,159 
Town & Country ............ 110.0 1082 6574 656.2 69,488 68,396 415,472 414,723 | Outdoor Life .............. 823 846 725.4 (7017 35,286 36,301 311,191 301,024 
} scandy So as MAIN, 5 oo. csaccdeoss 645 67.7 611.7 598.0 27,669 29,033 262.426 256,520 
#Eastern Edition ........ 408 652 381 389.8 17,502 27,988 163,609 167,202 a ine “Sel2 “358.7 Siis7 “ZeseeES IWSS910 “153862 1.335.397 “1.237.760 
#Central Edition ........ 416 65.2 382.2 389.8 17,860 27,988 163,969 167,202 en | saree 
H#Southern Edition ........ 42.0 636 375.7 388.1 18003 27,273 161175 166,487 | Mechanics & Science 
# Western Edition ........ 436 667.6 «397.407.718.718 28,969 170,333 174.910 | i ay ae . 
Average 4 Editions ........ 42.0 4 3041 393.9 18,021 28,060 164,772 168,950 | Meehan . — sreeeeee ami. ona 2a sume on rye pone — 
Vactting oop 989 877 Som0 920.7 $3420 Shee Seoica _Saa.ses | Popeer Science 96-000... 1300 1327 12332 13009 2s 29.722 62H 29.407 
Total Group =... --. ae 1333.7 Bt 10.87 a0 1048 “CAST “TOMS Sere SMO) oo 5 eT 3 oat ar ais eae ny ig ~aa 
so sorneg lage ing advertising 1955. lished bi-monthly; figures shown are for September-October issue. #Not {Published bi-monthly: figures shown are for September prt ; “ . 
Meme ’ Detective & Fiction 
American Wome ......-...0. es. wp wee me. mt ee ees. ome) See ie Ce es ee eae ae ee SS 
a Ag oh hence 7 le Alle — 369 $36,040 | Thrilling Fiction Group... 48 76 £646 «810 £1070 1.707 14480 18147 
RN 4s Jc cca cach y . 1,700 : 
Reus Gentil ............ 196.8 197.6 1,087.2 1,074.3 124,382 124904 687.086 678.942 | Total Grow ............ ~ 6 SS “BS “RNZAF “WTS “ITs “Ties ~ Tires 
Mouse & Garden ............ 137.2 1449 785.0 7 86677 91591 496,111 493,418 
SME gavescccccccrcocs 420 565 4069 4509 18,028 24253 174548 193,429 | Newspaper Sections (I) 
i wca ski casaaesd 128.2 163.6 823.2 8086 81,009 103,415 520,229 511,033 | (Nationally distributed with Sunday 
Sunset Magazire .......... 178.7 163.9 14742 1,2928 75,065 68,837 619,154 $42,958 | tAmerican Weekly .......... 643 681 5633 S419 54,638 57,894 478,835 460,587 
ee GN os occceeass “R75 T0252 77340 ‘S7All “555352 “Toss TF. tFamily Weekly ............ 40.3 345 299.6 2278 34,248 29,356 254,630 193,617 
ES cokscccscus 83.7 943 6563 606.7 71,108 80.146 557,844 515,703 
Fashi This Week Magazine ........ 109.0 1259 8229 805.0 92.632 106.985 699,452 684,221 
Total Group ...........- 273 “3228 ZZ Tisisd “WrE%e “F438 1990.761 1.854.128 
8 AR LSE Ore eae 99.4 110.0 1,005.3 1,035.4 42,658 47,190 431,261 444,200 issues in October 1956; five issues in October 1955. : 
RR aS 95.2 107.2 : aH 1.0108 40,839 46,009 asses? | 3 ™ 8 
Warper’s Bazaar ............ 141.5 089.1 0 89,424 86,056 688,331 650,282 
Gatemeledie ........:-...- 922 812 10963 10791 39552 34848 470308 62983 | Newspaper Sections (II) 
Mrrcdiked Fuisdece ko ead 195.9 1712 1,495.9 1,415.5 123,831 108,188 945,420 894,581 po heey —- a and —, one ase Asnes 
Vogue is .0 1,174.4 121,789 178,481 1,045,440 998,204 
SO nan ns prenssres G2A2 “OEE SESS SSGHE S304 “S21 “ZHTSE “THT | since 5 markets Grovs ...... S33 G33 8.2 457.4 47,005 55.505 10.678 388.790 
New York Mirror Magazine .... : , 5 3919 24371 58811 301,336 384,061 
Movie-Romance-Radio New York Times Magazine... 204.6 255.4 23126 2,150.1 173,939 217,049 1,965,672 1,827,543 
Dell ‘Modern Group: NS Os. sos dopa 8 380.7 31033 “29994 245315 ~331.305 2,677,686 2,600,394 
Modern Romances ........ 35.7 318 3055 2743 25,336 13,632 131,047 117,674 | #Not included in totals, as Chicago Tribune Magazine is also a member of the First 3 Markets Group. {Four issues in 
Modern Screen .......... 29.0 303 2992 269.1 12437 13,015 128,373 115,455 | October 1956; five issues in October 1955. 
Sereen Stories ............ 203 246 2326 230.7 8.711 10,569 99,777 98,974 C - 
Fawcett Women’s Group ‘omics Magazines 
Motion Picture & TV ...... 167 18.0 166.1 1822 7,161 7,738 71,260 78,171 
True Confessions .......... 295 251 217.7 2180 12652 10.759 93412 93.524 ee yy sees ee Spe ~~~ Ape ae 
Hitiman Romance Group ...... 13 3.3 17.1 20.6 556 1,396 7,317 a |. eee eer. 888s * . I. . 11,059 12.854 
Hillman Women’s Group ...... 180 0«=— 16.8 )—Ss(«i67.7 Ss «1589.9 7,709 7,218 71,928 68,581 (Continued on Page 96) 
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HOLIDAY’s 
really 
wheeling along! 


The December issue winds up Holiday’s biggest 
year with the biggest issue ever published! 


Holiday’s free-wheeling success has been gaining 
momentum for 10 years — and now it’s completing 
the fastest lap yet! 

Seven of this year’s 12 issues have set 10-year all- 

time highs for their months in advertising linage 
and revenue. And this December’s issue, just 
closed, will be the biggest Holiday ever published 
—any month, any year! All told, 1956 winds up as 
Holiday’s most successful year yet . . . after a 
record-breaking 1955! 
* What makes Holiday such a big wheel among 
media? More and more advertisers are finding it 
the best vehicle to reach the well-heeled leaders of 
the New Life of Leisure. This year 80 new adver- 
tisers joined the list.* 

Are you, too, enjoying the rewarding Holiday 
ride? 


* More fine products and services for Holiday living—at 
home and away! Among the many new ones in 1956: 


Aetna Casualty Lee Hats 

American Bemberg Manhattan Shirts 
Capitol Records Monarch Rugs 

Cutty Sark Scotch New York Life 

Dan River Mills Parfums Monteil 
Dunbar Furniture Tappan Range 

Excello Shirts Warner Bras and Girdles 


HOLIDAY leads the new life of leisure ; 
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96 Advertising Age, November 26, 1956 
r \ Lines ‘ ~ Lines ‘ 
Get. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct.  Jan.-Oct. | Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dn-Ont. tne 
1956 1955 1956 1955 1956 1955 1956 1956 1955 1956 1955 1956 1955 1956 ae 
tHarvey Comics Group .... 98 105 46.8 47.9 3,717 3,969 17,703 18,113 | tNewsweek-Pacific .......... 748 $79 5909 S415 31,430 24308 248,167 227, 
National Comics Group: | Popular Mechanics: 54,654 
(Total 2 Units) 16.1 112 1346 1060 6.049 4,218 50,905 40,065 Mecanica Popular (Spanish) 265 316 2548 284.0 5,946 7,071 57,077 ayo 
ited Unit .. 8.3 6.1 68.8 54.0 3.119 2.298 26,020 20,413 | Mecanique Populaire (French) 34.3 35.0 261.0 272.3 7,672 7,840 58,467 , 
pS a 7.8 5.1 65.8 52.0 2.930 1,920 24,885 19,652 Reader’s Digest: smb 
Total Group ............ M7 6M COCSCiCSSCi«C‘CSTCDCC( (ii (CS ry — po aan nu “Jos 420 90272—Ss«73.437 
+tPublished bi-monthly; figures shown are September-Octeber issue. 2Not included in totals. | 54.0 50.0 527.0 532.0 9.828 9.000 95,914 ne 
Canadian National Weekend Newspapers (Rotogravure ) 3 675 6476 2940 12603 «12.25 OT 
tha Patrie 739 94 6902 6648 73,890 91,431 690,146 664,825 | 945 1010 7905 867.6 17,577 18,786 146,933 x 
ie capt RR 693 797 6168 6143 69.279 79,692 616800 614.231. 1025 945 779.0 7815 18655 17,199 141.778 142.233 
PT TeEPETELERER ET le. le le. ’ f \e' . 160 
tStar Weekly 90.8 110.7 738.2 816.8 86.287 105,154 701.238 775,995 545 420 3995 365.7 9.265 71000 67.964 G2. 
Ceoeeoeeseceses . be . le . . ® 4 650 32.295 28.086 
{Weekend Magazine ......... 133.7 1349 985.1 886.8 130,330 131,496 960,500 864,627 a bos as =. by a0 08? ATS 
Total Group .............. 367.7 M167 “F03903 “29827 “359.786 “407.773 “ZSEEESA “2919728 | 136.0 1290 8720 8040 23800 22575 140,630 140,700 
tFour issues in October 1956; five issues in October 1955. | French (Swiss) .......... 32.0 28.0 2345 191.0 5,600 4,900 41,038 Bn 
German (Germany) ...... 35.0 27.0 7955 595.5 6,370 4914 144,772 ! 
Canadian | German (Swiss) ........ | 350 062700 2685975 «6370s «491K 48139 (35,945 
Canadian Home Journal ...... 51.4 45.0 387.7 362.1 34,966 30.570 263.633 246,254 ER 56.0 45.0 532.0 438.0 10,192 8,190 96,824 79.716 
Canadian Homes & Gardens 65.7 51.9 471.7 423.0 44,678 35,269 320,725 287,665 th TE: 59.0 48.0 398.0 317.0 10,738 8.736 72,4% 57.694 
DEEN. avedbevciclwests 79.6 74.6 436.3 410.9 48,026 50.707 296.659 279,391 NT ln 106.0 775 739.0 596.0 18.232 13,330 127,108 102,512 
SE brah val cibigu vag 5 Maile 40.9 32.9 333.6 285.4 17,545 14,105 143,131 122.427 | Japanese ................ 37.0 33.5 376.0 290.7 6.216 5,628 63,168 48,832 
EE n.064 cadcudenetes 123.6 157.1 944.7 951.0 84,056 106,823 642,403 646.700 Japanese (Troop) ........ 58.5 70.5 396.0 420.5 10,647 12,831 72,072 76,531 
RRR oa ian 57.5 469 411.4 357.2 39,080 31.856 279,724 242,868 | Mexican ................ 83.0 83.0 5975 5485 15,106 15,106 108,745 99,808 
Reader's Digest: | New Zealand ............ 32.0 25.5 2833 1938 5.824 4,641 51,551 35,263 
English Edition .......... 102.7. 1013 835.2 732.1 .700 ’ 152,020 133,225 Norwegian .............. 55.0 50.0 399.0 362.0 9,350 8.500 140,222 124,368 
French Edition .......... 107.0 105.7 877.3 787.2 19,474 19,247 159,654 143,279 Portuguese .............. 103.0 1030 8655 8120 18205 18.205 151,730 142,281 
Revue Moderne ............ 32.7 257 2292 2216 22,236 17,484 155,837 150,694 | South African ............ 10335 945 895.3 765.0 18526 16,915 160,253 136,935 
Revue Populaire ............ 372 «37.9 «= 256.6 §= «258.8 = -26.027 26,508 179,640 =—-:181,157 | Southern Hemisphere ...... 51.0 S85 3745 442.5 9.282 10,647 68,159 80.535 
OS Sel ERED ORO 39.8 444 3628 345.1 27,832 31.065 253,964 241,580 ERR: 625 66.0 4445 482.0 11625 12,276 82,677 89,652 
tSaturday Night ............ 43.2 72.7 3910 5928 18,170 30,534 164,231 248,990 | Time-Atlantic .............. 120.7 1158 9781 8983 50,680 48,650 410,795 377,300 
Time-Canadian ............ 98.2 265.3 1,877.1 1,883.2 41,225 111,440 788,370 790,950 | Time-Latin American ........ 100.3 1109 987.1 9733 42,105 46,585 414,575 408,800 
, a er “870.5 1,061.4 7.8146 7.6104 442.015 524.036 3.799.991 3.715.180 | Time-Pacific ............... 281.8 914 1,041.3 757.0 118,335 38,395 437,360 317.94¢ 
+Two issues in October 1956; three issues in October 1955. | Visao (Portuguese) .......... 127.0 87.0 1,018.5 665.8 53,340 36.540 427,770 279,620 
| #8Vision (Mexican) ...... 17.3 —— 1311 <_ 729.0 aes 55.040 
Foreign | Vision (Spanish) .......... 678 658 590.0 509.7 28,490 27.650 247,800 214,060 
Life International : ee 3). een” ~Zeal3s F283 2368S 180826 “768,325 ~ 639.346 5,824,339 5.118.852 
English Edition .......... 112.5 1003 7246 643.0 76,500 68.170 492,725 437,240 | tAsian and Tokyo Editions combined as of March 5, 1956; figures shown above represent the combined edition and the aver- 
Spanish Edition ........... 63.5 76.8 670.4 658.6 43,180 52,190 455,885 447,865 | age of the two previous editions. {Started publication in January, 1956. §Started publication in November 1955. +Not 
Newsweek-European .......... 76.3 57.3 575.7 460.8 32,025 24,080 241,785 193,550 _ included in totals. 


De Soto Division Advances 
Robert O'Hara, G. A. Jardine 


|G. A. Jardine to national merchan- | James H. Campbell, assistant sales 
|dising manager. Mr. O’Hara, with| promotion manager, and Paul A. | 


Mid-East Crisis, World Currency Situation 


“The De Soto division of Chry-| the division five years in varying Guzzo, in charge of special events. | Compound Confusion over Newsprint Costs 


sler Corp., Detroit, has advanced /| executive positions, formerly was 
Robert G. O’Hara to sales promo-| public relations manager. In his 


Mr. Jardine, formerly De Soto 
regional merchandising manager, | 
will nationally supervise 18 re- 


New York, Nov. 20—Will there | 
be another price hike in news- 


tion manager of the division and| new post, he will be assisted by 
| print? 


gional merchandising managers. 
| Anumber of well-informed peo- 
Woolworth Adds Mail Order ple in the paper market here be- 
F. W. Woolworth Co., in its 1956 lieve there will be, probably in the 
'Christmas catalog, has added a first quarter of 1957. But there are 
| section showing 50 gift items which others who do not believe it will 

|can be ordered by mail from three materialize. 
| Woolworth addresses in New York,| The former have had their opin- 
Chicago and San Francisco. The ions strengthened by the Middle 
mail order items include a toaster, East crisis. Because of the inter- 
Orlon sweaters, a nightgown and national situation many British 
matching peignoir, black English | investors have been selling British 
morocco wallets and an electric|industrial and Middle-East oil 
kitchen wall clock. Woolworth’s stocks to buy dollars. They ex- 
agency, Lynn Baker Inc., created change these dollars for Canadian 
and produced the 1956 Christmas| dollars, with which they buy Ca- 
catalog, which lists, altogether, 758 | nadian securities. That is one rea- 
items. Five million copies were | son why the Canadian dollar now 
printed. |sells at a premium of about 4¢ in | 
| 


'terms of the U. S. dollar. Current- 
WABC Names Wattenberg ly, in terms of Canadian currency, 
Morris Wattenberg, who former- | the U.S. dollar is worth about 96¢ 
ly held a similar post with a num- | Or 97¢. ; 
|ber of stations, has been named, The effect of this on newsprint 
|advertising and promotion manag- | May seem a bit remote. But it is 
'er of WABC and WABC-TV, New | Pointed out that, in effect, the 
| York. He succeeds Jay Hoffer, who price of newsprint today is higher 
|has joined the advertising and because of the difference in dollar 
promotion department of American exchange between Canadian and 
| Broadcasting Co. |U. S. currency. Moreover, this, in 


|turn, tends to cause inflationary 
Meadowcroft Joins WJIM |pressures in Canada which, au- 
Gar Meadowcroft has 


been thorities say, are likely to increase 
named general sales manager o 


com-mwni-ca‘tive* 
is the word for the Newsweek reader 


t | wage rates and production costs of 


WJIM and WJIM-TV, Lansing, Canadian newsprint mills. To off- 
|Mich. Mr. Meadowcroft formerly | 5¢t this, newsprint producers will 
| was assistant managing director of @Ve to raise prices. 
|WJBK, Detroit, and district ad 
‘manager of Household Finance ® Those who are skeptical of an 
|Corp., Chicago. |early price hike point to the slight 
easing off in consumption of news- 
print, increased mill capacity and 
increased U. S. imports. 

For the first ten months of 1956, 
total estimated U. S. newsprint 
consumption, according to Ameri-_ 


With greater mill capacity being 
added, it is expected that 1957 
production totals will be substan- 
tially increased. 

As for imports, the U. S. import- 
ed newsprint valued at $335,353,- 
895 during the first six months of 
1956 compared with $297,708,538 
in 1955’s first half. according to 
preliminary figures released by 
the U.S. Department of Commerce. 
While much of this volume prob- 
ably includes Canadian newsprint, 
and also reflects higher prices this 
year over last, it is believed that 
European imports increased con- 
siderably the first half of this year 
over the whole of 1955. 


s North American manufacturers’ 
stocks of newsprint on Oct. 31 ag- 
gregated 130,838 tons compared 
with 126,319 tons at the end of 
October, 1955. 

At the end of October, 1956, 
publishers’ stocks of newsprint on 
hand were 34 days’ supply and 7 
days’ supply in transit, for an av- 
erage of all daily newspapers re- 
porting ANPA. This compares 
with 22 days’ supply on hand and 
5 days’ supply in transit at the 
end of October, 1955. 

Current base contract prices of 
most U. S. and Canadian mills av- 
erage $131 a ton. Spot prices for 
Austrian and Scandinavian news- 
print range between $180 and $190 
a ton for delivery within about 45 
days. Demand has lessened re- 
cently and quotations have soft- 
ened accordingly. Spot U. S. and 
Canadian newsprint is about $185 
a ton for delivery within 30 days 
in minimum lots of 200 tons. 


Millar to Ketchum, MacLeod 
William F. Millar has been 


|/Named an account executive in the 


can Newspaper Publishers Assn.,| service department of Ketchum, 
was 5,654,516 tons as compared MacLeod & Grove, Pittsburgh. He 
with 5,478,853 tons for the same formerly was an account executive 
period of 1955, an increase of 275,- with McCann-Erickson, Cleveland, 


1/4 MILLION PEOPLE 


WITH 


663 tons. 

Continental production of news- | 
print in the first ten months of | 
1956 was 6,830,644 tons, an in- 


and prior to that was in the adver- 
tising department of Procter & 
Gamble Co. 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND + MOLINE + EAST MOLINE 
eeee 


crease of 423,367 tons or 6.6% Land Joins C&C Sales S 

above the like period of 1955, the| Ned Land, formerly president of 

Newsprint Service Bureau reports. Station Promotions, has joined the 
So production is running ahead | sales staff of C&C Television Corp., 

of consumption by a small margin. New York, tv film distributor. 


BERNARD P. GALLAGHER 


Vi. ki t PURCHASES — SALES — MERGERS 
ego ator 


APPRAISALS — FINANCING — COUNSEL 
147 West 42nd Street, New York 36, N. Y., Lackawanna 4-1631 


where 9 out of 10 families read 
THE DISPATCH or THE ARGUS 


ock Islan 


ne d Argus 
The Moline Dispatch 


ae 
‘The R 


CONSUMER & BUSINESS PUBLICATIONS 
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- Promotion Is Keyed 


se ae 


“Tm twed of eating at home Why 
donit you ever take me out to eat?” j 


EAT OUT?. 
For variety in'57 / 


Enjoy 


vanetes 


Se Rm SRN 


NEEDLING FOR NUMMIES—H. J. Heinz Co. is using the chuckle ap- 
proach in a cartoon campaign in support of the National Restaurant 
Assn.’s “eat out” promotion. Here are three in a series of 13 ads 
scheduled for 1957. Ketchum, MacLeod & Grove, Pittsburgh, is the | 
agency. 
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| HERE'S WHERE THE MONEY IS 


South Bend, Indiana is No, | in the Nation in incomes of 
$4,000 to $6,999. And No. 2 in incomes of $7,000 to $9,999". 
That’s potent buying power! It’s easy and economical to 
reach, too. You can saturate South Bend’s Metropolitan area 
with only one newspaper (93.6% family coverage) for the low 
rate of 30c a line. Learn more about Indiana’s 2nd market. 


Send for free market data book. 
* Sales Management, November 10, 1956 


Heinz’ Restaurant 


to Cartoon Ads Push 


PrrtssurGH, Nov. 20—H. J. Heinz 
Co. will run a year-long cartoon 
campaign in '57 aimed at kidding 
the old man into taking the wife 
out to dinner. 

This “eat-out” consumer promo- 
tion in support of the restaurant 
industry is one of a number of 
special programs with which Heinz 
“57 Varieties” will celebrate the 
year 1957. A _ supplement to 
Heinz’ regular advertising, “this 
campaign is designed for local 
benefit to the individual restau- 
rant operator,” according to B. D. 
Graham, marketing vp. 

“Eat Out for Variety in '57” will 
be the slogan for the series of 13 
cartoons which will run 12 times 
in Holiday and 13 times in Look, 
The New Yorker and The Satur- 
day Evening Post. 


® Point of sale material empioy- 
ing the cartoons will be released 
on a month-by-month basis 
throughout the year. The program 
will include table tent cards, book 
matches, aluminum-foil ashtrays, 
ad mats and banners. Posters for 
a “Funniest Man in Town” contest 
have been planned for small town 
restaurants. Each poster carries 
one of the cartoons, and restaurant 
customers are invited to compete 
by submitting captions of their 
own. 

Ketchum, MacLeod & Grove is 
the agency. 


Satety Council Offers 
Public Interest Awards 
The National Safety Council, for 
the ninth consecutive year, is in- 
viting entries for its public inter- 
est awards to public information 
media. The awards, which are 
non-competitive, will be made to 
media which rendered exception- 
al service to safety in 1956. The : 
deadline for entries is Feb. 1. At Chr ls tmas saa 
There are six award categories: 
Daily and weekly newspapers and 
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he 
es, 


see mie See It’s good business to give the finest 


magazines, advertisers, outdoor ad- 
vertising companies and transpor- 


tation advertisi companies and 

pas Miedo pecan Entry Seagram’s 7 Crown in its new Cen- 
blanks are obtainable from the tennial Decanter and Seagram’s V. 0. 
po ar Bs N. earns” are available at your liquor dealer’s in 

icago. e councli a wlll ad- . . . 

minister the Alfred P. Sloan Ra-| handsome holiday gift cartons. Each is 
dio-TV Awards for Highway Safe- a superb business gift, for each is the 
ty. Information can be obtained finest and most popular whiskey of 
from the council. its kind. 


GE Advances John Tome 
John M. Tome has been named 


materials department of General 


New Idea For Gift Giving — You can 
send Seagram’s 7 Crown and Seagram’s 
V.0O. to friends and business associates 
in 30 states. For information, contact: 
Beverage Gift Service, Dept.S-1, City 
National Bank Bldg., Beverly Hills, Cali- 
fornia. CRestview 1-6286. 


eM phan ES Give Seagram's and be Sure 


Electric Co., Pittsfield, Mass. Dr. 


Tome joined GE in 1951. Since SEAGRAM’S V.0. CANADIAN WHISKY—A BLEND OF RARE SELECTED WHISKIES. SIX YEARS OLD. 86.8 PROOF. 
March, 1955, he has been a market SEAGRAM’S 7 CROWN— BLENDED WHISKEY. 86.8 PROOF. 65% GRAIN NEUTRAL SPIRITS. SEAGRAM-DISTILLERS COMPANY, CHRYSLER BUILDING, NEW YORK,NY, 


analyst. 
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Former FC&B Exec Left 
After Wrangle; Now His 
Agency Bills $4,000,000 


By Milton Moskowitz 


Lonpon, Nov. 20—Patrick Dolan 
came to England in 1946 to open 
Foote, Cone & Belding’s first over- 
seas office. The fireworks began as 
soon as he got here and they are 
still going off. 

Regarded in some circles here as 
an interloper in British advertis- 
ing, Irish-born, American-trained 
Pat Dolan has achieved a success 
which is the source of amazement 
and consternation to many of his 
colleagues in the London agency 
business. 

During these past 11 years of 
frenetic maneuvering, Mr. Dolan 
(1) built Foote, Cone into a ma- 
jor British agency, (2) resigned 
after a bitter quarrel with FC&B 
brass in New York, (3) rebound- 
ed by organizing a European-wide 
public relations network under his 
own name, and (4) launched a 
new advertising agency that has 
proved to be one of the hottest 
shops in London. 


«@ An aggressive operator, particu- 
larly when it comes to talent hunt- 
ing, Pat Dolan got his schooling in 
intrigue during his wartime ser- 
vice with the Office of Strategic 
Services, the cloak and dagger unit 
then headed by Gen. William 
“Wild Bill” Donovan. 

Mr. Dolan, who is now an Amer- 
ican citizen, emigrated to the U.S. 
in 1929. He worked first for the 
Chicago Times, in editorial, circu- 
lation and promotional capacities. 

He had left to become advertis- 
ing manager of Columbia Records 
when war broke out. 

World War II was a continua- 
tion rather than an interruption 
of the Pat Dolan career. He 
emerged with the rank of major 
after having served as deputy 
commander in charge of psycholo- 
gical warfare for the U.S. 12th 
Army in Europe. This OSS expe- 
rience in international propaganda 
led logically to the Foote, Cone as- 
signment in Britain. 


s Upon his arrival in London, Mr. 
Dolan found he needed all of the 
psychological warfare skills he 
could summon up. He was greeted 
with a strident editorial in Adver- 
tiser’s Weekly proclaiming the the- 
sis that Britain could do very well 
without any more American agen- 
cies. 

British agency men were up in 
arms over actual and possible in- 
cursions of American agencies. 


Masius & Fergusson, in particular, 
took a hostile stance. This agency 
earlier had bought out the London 
end of Lord & Thomas, just as 
Foote, Cone had bought out the 
American end, and Mike Masius 
took the FC&B invasion as a 
double-cross. 

Mr. Dolan and Harry A. Berk, 
the first president of Foote, Cone 
& Belding International, in New 
York, mollified the nervous Bri- 
tons. Mr. Masius was informed 


informed that FC&B was bringing 
new business across the Atlantic 
(Internationa) Cellucotton, Toni 
and Sunkist were among the virgin 
accounts later brought to Britain 
by the agency). 


® Mr. Dolan says he reminded his 
British confreres that “Competi- 
tion is the essence of the advertis- 
ing business.” 

Lockheed Aircraft, RKO Pic- 
tures and General Motors (AC 
spark plugs and Frigidaire) were 
the initial accounts serviced by 
Foote, Cone in Britain. Under Mr. 
Dolan’s direction, the agency went 
on to secure such non-American 
business as the government-owned 
British Overseas Airways Corp. 
and the Associated Bulb Growers 
of Holland. Harry Ferguson Ltd. 
(tractors) also was added. 

(The prime acquisition in 
Europe, however, from the stand- 
point of both international and 
U.S. billing, was the Watchmakers 
of Switzerland—still a prized 
FC&B account. Foote, Cone estab- 
lished an office in Switzerland to 
|service the watchmakers.) 


'@ To all 


outward appearances 


that FC&B had no designs on his| 
accounts. Other agency men were | 


then, FC&B’s London office was 
prospering under Pat Dolan. By 
1948, Foote, Cone & Belding Inter- 
national was reporting billings of 
$5,000,000. The London shop alone 
billed more than $2,000,000 and 
had a staff approaching the 100 
mark. 

Within the international divi- 
sion, however, all was not sweet- 
ness and light. Harry Berk and 
Pat Dolan never did get along. 

They clashed on the personal 
and policy levels. 


The conflict between the two. 


came to a head in late 1948. Lon- 
don had just started work on the 
Toni account, and Mr. Berk had 
flown there to help. Only to Mr. 
Dolan, it seemed like obstruction. 
After a violent quarrel, Pat Dolan 
stalked out of the office and 
caught a plane for New York to 
have a showdown with Emerson 
Foote. 

It was a case of “either he goes 
or I go”—and it was Mr. Dolan 
who went. At the same time, 
Robert Strothur, vp of FC&B In- 
ternational, 1..igned. Six months 
later, Mr. Berk left Foote, Cone. 


® Separated from FC&B, Pat Do- 
lan’s next move was to borrow 
$5,000 from the Chemical Corn 
Exchange Bank to set up Patrick 
Dolan & Associates—a New York- 
based public relations company 
specializing in international ac- 
counts. After working the Ameri- 
can side of the Atlantic for six 
months, Mr. Dolan decided that 
his international pr talents could 
be put to better use in Europe. He 
transferred the PDA operation to 
London, selling his New York bus- 
iness to Edward Gottlieb & As- 
sociates. 

In one fell swoop, Patrick Dolan 
& Associates became the largest 
public relations organization in 
Europe—largely through the struc- 
tural gimmick of setting up a net- 
work of offices throughout Europe 
to service companies operating 
across national borders. 


Photes by Sid Schonbrunn of Schonbrunn-Ives, New York. 
“I started an advertising agency out of a public relations company, and it is the public relations philosophy which guides the advertising.” 


"We've Yet to Lose an Account’... 


Dolan Combines OSS Background, 
PR Skill; Builds Hot British Agency 


London was established as the 
headquarters city. Base No. 2 was 
Zurich, where Mr. Dolan teamed 
up with William Bernhardt, for- 
mer ad executive of Pan-Ameri- 
can Airways, to form Dolan & 
Bernhardt A.G. In other major 
European cities, Mr. Dolan has of- 
fices or representatives function- 
ing under the Dolan name. 


® Six years of fishing in troubled 
international waters had provided 
Pat Dolan with a fund of contacts, 
i.e., potential clients. PDA started 
off with the Dutch bulb industry, 
an account he had secured for 
Foote, Cone. 

Another early account was Bata, 
|the world’s largest producer of 


} 


| 


a 


| 
| 


| 


“We have yet to lose an account.” 
| shoes. Bata was originally a Czech 
| company, and its path had crossed 
|Mr. Dolan’s during the war. (Maj. 


|Dolan was, in fact, decorated by | 


the Czechoslovak government for 
|his service in that country.) 

| From Switzerland, PDA picked 
|up some Nestle business. Lock- 
jheed, an old FC&B client and a 
company with a vital stake in 
| European markets, also joined the 
| account roster. Canada Dry be- 
|came a permanent client after Mr. 
Dolan helped the U.S. bottler get 
'a foothold in several European 
markets. 

In 1952—by which time PDA 
had a staff of 25 and an annual 
fee income of $100,000—Pat Dolan 
was ready to make another move. 
His turbulent stint with Foote, 
Cone had not soured him on the 
agency business. On the contrary, 
it had reinforced an old yearning 
to have his own agency. 


® London admen thus learned in 
1952 that the incorrigible Pat Do- 
lan had formed his own advertis- 
ing agency—Dolan Davis Whit- 
combe & S ewart. Mr. Dolan, 
through PDA, is the principal 
owner of the agency. Reginald 
Davis, formerly sales director of 
Vauxhall (General Motors’ subsid- 
iary in Britain), and Peter Ste- 
wart, formerly commercial direc- 
tor of British Overseas Airways 
Corp., helped launch the shop but 


4 and 


|are not active in the agency today. 

Sydney Whitcombe, who was art 
director at Foote, Cone & Belding, 
| left to join his old boss. Denis 
Caton and Ken Martin, two other 
ex-FC&Bers, have also come over 
to DDW&S. Another top executive 
is Noel Newsom, who, as pr direc- 
tor of Harry Ferguson, was an 
FC&B client. 

In three years, DDW&S has not 
become what some people here be- 
lieve Pat Dolan is driving for—the 
biggest agency in Britain. It has, 
however, become a major agency, 
| with a diversified account base. 


® Mr. Dolan says the agency now 
bills more than $4,000,000, which 
is quite high for Britain. PDA, 
which has been combined with 
DDW&S but retains its separate 
name, grosses about $300 000, ac- 
cording to Mr. Dolan. The two 
operations together employ abou‘ 
140 persons—only three of them 
Americans. Earlier this year, PDA 
its U.S. associate, Edward 
|Gottlieb, joined with a Canadian 
pr man, H. K. Lefolii, to form 
Dolan, Gottlieb & Lefolii Ltd., in 
Toronto. 

DDWé&S handles beer (Char- 
ringtons), wine and spirits (Mar- 
shall Taplow), soft drinks (Can- 
ada Dry), food (Nestle), shoes 
(Bata), flowers (Dutch bulb 
growers), fish (British Trawler 
Federation), cosmetics (Pepsoient 
division of Unilever), power in- 
|stallations and diesel engines 
(Brush Group), animal feed and 
animal feed supplements (British 
White Fish Meal Co. and Lederle 
division of American Cyanamid). 


® Pat Dolan’s biggest coup was 
landing the Hawker Siddley Group 
account. This is one of Britain’s 
industrial giants—and an old-line 
conservative company. Hawker 
Siddley makes guided missiles, jet 
planes (Hawker Hunter) and a 
wide variety of other products for 
industrial and consumer use. 

Mr. Dolan not only got the ac- 
count but convinced management 
to embark on a far-flung interna- 
tional campaign to build the name 
of the company. This institutional 
series, now in its third year, has 
run in British magazines, interna- 
tional media and certain U.S. class 
books, principally The New 
Yorker. 

The concept behind this cam- 
paign is what Mr. Dolan likes to 
call the “total propaganda war.” 
It is a concept, incidentally, which 
he has also sold to the Brush 
Group and the British Trawler 
Federation. Mr. Dolan feels it is a 
sales essential today for business 
to cultivate good will, particularly 
among opinion leaders. 


s “I started an advertising agency 
out of a public relations com- 
pany,” he notes, “and it is the 
public relations philosophy which 
guides the advertising.” 

It is in this field of public rela- 
tions advertising that Dolan Davis 
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Whitcombe & Stewart has made its 
Mark. The ad featuring striking 
Photographic illustration with 
lengthy, cogent copy has become a 
DDW&S trademark. 

The Layton Awards were estab- 
lished in Britain two years ago to 
Tecognize outstanding achieve- 
ments in advertising. In the 1954 
competition, in which there were 
800 entries, DDW&S walked away 
with seven of the 15 prizes. 

In the second annual competi- 
tion, in which there were 1,zuu en- 
tries, DDW&S won the Layton Cup 
for the best b&w ad publishing in 


‘Courier’ Finds Dolan 
Complaint Annoying 


Lonpon, Nov. 20—Pat Dolan be- 
came the center of a controversy 
here recently when he lamented 
that Britain does not have an in- 
ternationally-circulating magazine 
reflecting British life. 

As a result, Mr. Dolan’ said, 
British exporters have to rely sole- 
ly on the international books of 
American publishers. 

The Hawker Siddley institution- 
al campaign handled by DDW&S 
originally was launched by Mr. 
Dolan in The New Yorker on the 
assumption that this magazine 
reached “men of influence” in New 
York and Washington. The air- 
craft manufacturer has received 
substantial orders under the U. S. 
offshore procurement program. 

The campaign, which is still 
running in The New Yorker, was 
later expanded to the Time 
Inc. international magazines, U. S. 
News & World Report and Vision. 

Mr. Dolan’s media selection and 
remarks on the lack of a British 
international magazine prompted 
one publisher here to run a page 
ad last month in World’s Press 
News, British advertising publica- 
tion. 


® Signed by Norman Kark, pub- 
lisher of Courier, the ad carried 
the blazing headlined retort, “Why 
look across the Atlantic, Mr. Do- 
lan?” Mr. Kark went on to say: 

“Courier embodies ‘the spirit of 
London, our way of life, our pol- 
itics, our standard of living’ and 
packs a punch when approaching 
politics. 

“Courier .was started by me in 
1938 with an unshakable belief in 
British craftmanship—than which 
there is no better. British life and 
achievement represent the best 
that civilization has to offer. 

“I decided to resist the line of 
mass circulation. The readers I 
wanted were men and women 
of the administrative and execu- 
tive class in all walks of life. They 
are the buyers of Hawker Hunters, 
Javelins and Brush Group products 
{[DDWé&S accounts], not the mil- 
lions who flap around seeking Sen- 
sation, Sex and Sentiment.” 


Britain during 1955 (for the Bri- 
tish Trawlers Federation), plus 
first prizes in two industrial clas- 
sifications (for the Brush Group 
and Hawker Siddley). All three 
prize winners were institutional 
ads. 


@ There are a number of peo- 
ple in the ad business who say: 
“DDWS5&S is all right for that heavy 
institutional stuff, but it doesn’t 
measure up when it comes to mass 
consumer products.” 

Pat Dolan smiles condescend- 
ingly at such criticism. He notes 
that Canada Dry and Nestle can 
hardly be considered industrial ac- 
counts. And he adds, with a nod in 
the direction of his detractors, 
“We have yet to lose an account. 
Knock on wood.” 


Arnold Kupper Adds Two 
Winick & Pearlman, industrial 
building contractor, and Nation- 
wide Moving & Storage Co., both 
of Hartford, Conn., have appointed 
Arnold Kupper Advertising, Hart- 
ford, to handle advertising and 
public relations. 


AN OPEN LETTER TO 


CAMPBELL 
SOUPS 


Advertisers in practically every business have used WGN's Complete Market Saturation 


Plan during the past year. 


This plan delivers millions of home impressions per week in the ever important Chicago 


market at an amazingly low cost. The plan is flexible and adaptable to your needs. 


WGN reaches more homes than any other advertising medium in Chicago.* No matter 
what your budget is for Chicago—WGN's Complete Market Saturation Plan is an im- 


portant factor to consider. 


The Chicago Market—and WGN 's position in the market—have never been more im- 
portant to advertisers and agencies than they are today. 


*NCS 


A Clear Channel Station . . . oo oo 
Serving the Middle West On Your Dial 


Chicage Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 
West Coast: Edward Petry & Company, Inc. 
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PUBLIC RELATIONS 


Announces the addition of 
these new accounts... 


GOVERNMENT OF SPAIN 


Spanish Paprika Institute 


* 


NATIONAL GARDEN BUREAU 


* 


. joining this distinguished 


list of current clients: 


AMERICAN BLUE CHEESE ASSOCIATION . 
CAL-TRONICS CORPORATION . CHERRY 
GROWERS AND INDUSTRIES FOUNDATION «+ 
CALIFORNIA ASPARAGUS, ADVISORY BOARDS 
* CHOCOLATE MILK RESEARCH FOUNDATION 
« CHURCH & DWIGHT COMPANY, INC. Baking 
Soda and Sal Soda Concentrated + GOVERNMENT 

HEINLEY 
LOUISIANA 
NATIONAL 


NATIONAL 


OF SPAIN Green Olive Commission « 
‘ MASTERCRAFT PRODUCTS ~ « 
SWEET POTATO COMMISSION «+ 
KRAUT PACKERS ASSOCIATION « 
MACARONI INSTITUTE +« NATIONAL PICKLE 
PACKERS ASSOCIATION «¢ PAPER PLATE 
SLIDING GLASS DOOR AND 
TUNA RESEARCH 


ASSOCIATION « 
WINDOW INSTITUTE «+ 
FOUNDATION. 


* 


THEODORE R. SILLS, INC. 


39 South LaSalle Street, Chicago, Illinois 


‘ 


New York, N. Y. + Los Angeles, California 


———— 


Theodore R. Sills, Inc. 


WESSON OIL INDUSTRIAL DIVISION 


—_—-——— CS 


——_——nrn—nrr arr ar ara arr ara ae ae ee 


| declared H. L. Simmons, 


Business Paper Success Story... | 


Business Paper Ads Stimulate Big | 


Demand for New Sarco Steam Traps 


New York, Nov. 20—Three years 
ago, the Sarco Co. built a better 
steam trap, advertised it, and the 
world has beaten a path to its 
door ever since. 

Like other steam traps, the Sar- 
co Thermodynamic steam trap is a 
device for use on steam lines 
which effects the discharge of con- 
densate and air without the loss of 
steam. It looked so good that the 
company decided to try it out thor- 
oughly, with experimental use in 
various fields, before advertising 
it. 

After initial tests proved highly 
satisfactory, there was some lim- 
ited business paper advertising in 
1954, to feel out the market. This 
went so well that in 1955 an all- 
out campaign was decided upon, 
and this proved an outstanding 
success. 


® “The results of the advertising 
program have been phenomenal,” 
Sarco 
president. “It has been necessary 
to increase machine capacity in or- 
der to meet the increased and con- 
tinuing demand, for which the ad- 
vertising is entitled to much of the 
credit.” 

A. Milnes is vp of the company, 
in charge of industrial sales. In 
1953, with the marketing of the 
new trap near at hand, the account 
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sSARCO Seco | 


| SMALL—The size of Sarco’s steam | 
| trap is emphasized by the photo- | 


graphic comparison with glasses in 

this ad. 
was placed with Rickard & Co., | 
New York agency. Rickard was) 
merged last year and became Mar- | 
steller, Rickard, Gebhardt & Reed. | 

H. L. Fisher, board chairman of | 
the agency, is the account execu- | 
tive who created the campaign, | 
with the cooperation of M. J. Mar-| 
ion, advertising-sales promotion | 
manager of Sarco. 

“The campaign was designed to| 
arouse the interest and curiosity | 
of steam trap users in this revolu- | 
tionary new type, by means of ex- | 
citing, challenging copy that took | 
full advantage of the news angle,” | 
Mr. Marion said. 
informing users as simply and di- | 
rectly as possible of the advan-| 
tages of the new trap, emphasizing | 
its simple, trouble-free design.” | 

Production of inquiries was one | 
of the objectives, and action in 
this respect was immediate. The 
experience of Sarco’s Pittsburgh 
representative is typical. He re- 
ported: “These ads have created 
greater reader interest in Sarco 
products than any Sarco ads in 
our period of representing your 


company (36 years personally). 
We have received many trial or- 


| 


ders without a personal call on the | 
prospect.” 


® Most of the inquiries sal 
by the campaign were of very high 
quality, many coming from giant) 
establishments in the process and | 
steel industries who are “cream” | 
prospects for steam traps. 

But of equal, if not greater, sales | 
value was the tremendous interest | 
Sarco business paper advertising| 
kindled throughout industry, pav- 
ing the way for calls by salesmen, 
sales agents and distributors, and 
sparking their enthusiasm. 

To cite a typical example, the) 
sales agent in Greensboro, N. C., 
reported: “Your ads on the Sarco 
TD traps have been more effective | 
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 SiIMPLE—Simplicity of design is the 


_major point in this ad for Sarco’s 
steam trap. 


than you yourself realize. Most 
every customer we call on has 


“why we buy BARRON'S” 


“U-E is an expanding 


area. A primary objective of our advertising program is to 
familiarize investors, corporate executives and the financial 
community with the business potential of the growing, greater 
St. Louis and mid-America area and the simultaneous prog- 
ress of Union Electric System. In Barron's we feel we reach 
the men in the field of finance in whom we are interested— 
men who influence millions of investment dollars.” 


| is the preferred choice of men who 
have money to invest and to manage—investment bankers and 
security analysts. They read BARRON’S in greater numbers 
... they read it more regularly... spend more time with it... 
and consider it helpful in more ways. Ask for your copy of 
the report of the most recent research among investment 
bankers and analysts. Call any BARRON'S office. 


BARRON’S—The Financial Weekly 


by 
WALTER G. HEREN 


Director of Advertising 
and Public Relations 


UNION ELECTRIC 


COMPANY 
OF MISSOURI 


company, serving a growing 


BARRON'S 


Leaven of Capitalism 


eerie senor bono: Aang lead 


NEW YORK 
50 Broadway 


CHICAGO 
711 W. Monroe St. 


BOSTON 
388 Newbury St. 


LOS ANGELES 
2999 W. 6th St. 


ATLANTA 

75 Eighth St., N.E. 

Blanchard - Nichols -Osborn 
ADV. & P.R. EXECUTIVES 

We'll gladly send next 4 issues to 


your home, free, to acquaint you 
Lae op ee nypends re gqeser oe 


; 
* 
ve 


~~ — = se ee ee ee o—. ll ot ee) eee Te 


tT FP 24 egy ae *» Bal A ae se We Sdn wo ie 1) I aa oy St Oo aoe a de oe ~ ae Sees Pr . pee © Yao oe ‘aes .k- (a 
7 os Lp Aa pal el PE at: tC GON ae ae 4 Pine, tamed ree ey e ie ke a ees ie oa os Ae 
oO ORD ey tiga: on” EIT Se ei eam? eee i MS ea “hee ee es feats. ae ny gen ; ; 7 SO Takai « ae, poe Me 6 ae ee Eas - Ee 
“eh OP BI eat ONIN <a oh es eee Bt ges Cee | epee Bos ee ; cs Cae! - ft 3 a sia a “Gr Ee eee 7 ae 
ea rer ye eS ES Ae Se ae > Ss ae! , ae a ie ok a a "ak eal a oF Se Sl. ee i. 
BS! Dgerh J Soar eae oe Li: Ct Soe, eee ee Bie i f Bok ' ‘ : ae hare ky > 9) aa | a Ai ae aN Pee i Si ee 2 ll - oe Pe 
tS al Ae Petes > * ee ey 4 i : i ; ; oo pees ‘ a 
ie tie : : * 
0 ae eer 
| 
oe a ie. 
eo ae 
A 
bow 
) oe ‘ ss 
ee = Advertising Age, November 26, 1956 
Ne OE A A SD EP CES ED AS LD SD END SS GED ND ND AD GED GED GND ND SIND SS GND GED ND SENN SEED END END : 
Acne.’ 
aa ye ! 
ries ees. | 
BP ic | | 
ipa 
ath: | 
“oh Daa | | 
AS | 
ag | * 
ag ¢ | | i 
ee 1 
BAS | . | 
aba | 1 h 
me Wee, { 
on 
2) ! f 
NE peste 
| 
rh eS. s -——~-— +. 
eo er ‘ 
As 1 ee Steoce: 
pe ! SE Sem y f 
i. Goseae sd: 
ay Pe: | — ——1 / 
21 ee, Nee magnee we emt toe a 
+t Re | i 
a oan ae ff 
BS | oss she < 
tes ype} } 
Bo: = = = 
d eae | 
f 
hagges | 3 
eee | ‘ | 
aS 
Roe. l 
we t 
Er ye 
i b iP. 
oe | ‘I 
lars. ie iz 
ee: ! | 1 
ae | 
ee | ; ET aE ea ee si ST ane en 
iat ae | 1 z [ 
bee | 
ae | 
ie. | ee 
a | 
a hy | 
er | | 
eee met es Eo 
aed | | = ; ian 
Ree i a 35% 
hag 8 5) al “fa 
pte | |_| | a - , ba 
oh —_ ae 
el ae | oe 4 “aa 
2 ! — | a 
i ae | ! i : = 
a Sen r ae 
ia i 2 ae «Be 
hee | 1 A oy ~ ae ‘ Fi: 
ae l ae 1a = oa Pe + e « 
Weg ! | 23 eae yo te of ae 
eee | Se A tt et 
ay | a ‘2 eon - 
Se | ae r 
ear | | One large capacity seat for all pressures! Beis ( 
' OSes ‘ 2 
mx i | | = ‘. a : ps . 
. : oa F 
(| ! ij ? 
oo ” 
ce See he ae 
ie 4 ” ry Se oo ng oem + om 
a ! | my == 
Ag t — oe oe 
oe, | | ae ———- 
oe i ia a es 
ea | | See ER eI SO ESS 
ae SRS Severe eae tr : 
ee | | 
ae 1 ony eromnery a= 
ee eel chi deknteniodiod = ¢€Llx. 
ee | *e ed q 
a ] Oe er At eres TEED ioe ter ney ge or we ‘<=. 
Pei... aorta at Rome NF ‘ 
mPa | ] 8 AO premee ne OO et o 
ee ee ee knee Rend een, ee 
| i | oe we aren 
oe | | 1 cee ec tee eee tee 
pa ! ete non 
ies 1 ee ae De 
roo. | 6 Gis agen am oe 
ae | eee hege cepeeeny aeetier as te BOs Pree Re diene ant Gems TD ee 
ae ee ee eT ee 
opie | } paren = Syl Trae — per —enendp wrhowe ea tesintcactenens : 
ga: ] a er = - 
op ty Tor ame Rens TD cap fer mene Rg — 
whe 1 | 
rae | | 
res | 
> | 
ee. | unit 
ay 1 
oo I 
Bikes, ] I 
tat: 
o> ! | 
tos . ! | 
ae | 
pee | 
aos | | 
hee x | ; 
ee ] | 
“a | 
te " 
oe | 
eae). | PO | 
Ve | 
7 | 
> ee 
6B. 
ot | a _— | 
jae 
igh ! 
| Be ' 
pipe LSEawSeabes Sees. ese a 
ial py ER ES er I oh 
Bi a aa py OR oe 
2: | 
i Sse Staeaates sie ccamee 
an | Seirsiisis watsieesets ssscase 
is SOS Steet we sas toa 
a <r ee ee et ee eee ee ee ee eee ee ee 
a | Pietess SSSSe S-5S SSE 
<8 | PSS SSS SSts SSS STE 
aE | es —— a 2 sae eS St Se 
ne | | Sess SSSSSr: Ss -se 
on SSS SSS DS 
maf ! | i RO 
aan. Sl SS eee SSS 
s. | | SSS ee See 
ie ‘Ssanceoee OO”. oe 
pt. | SSrSSSS Tt SSS SS 
oe | tt 
er | ese eee ee Sj ease 
i a ] ase Se Ps: - oi 
ae Se eon SS a 
ae ] Fe A ir Ay to eo 
4 | tivmissess Sesatetses Slee oes 
Bs | Soe eos - wm ea ecemeee 
7] | ae a ee ee oe 
a ,. 1 SSS 5 SSS SSS 
q 7 i mr. SSS OSS 
ee I) cmepsamece SLRS See ; 
7 ( ———scee eee Sema eee eo aes AS 
5 ! 1| Sates Geass Sakeaneees cas Cape. 
a. te Se a a <a a = a Se ae oe * 
i SSaaess Swe: py tte 
| ee PES te ee ; 
28 is: ] p— OS a te 
oS a ge ed 2 
-_ «| : ceases See sae: | | 
4 SSeeweweass: Sas cess Sao 
ae cooee se. Seca stes wicshinces tape 
pe ] 1| Safancu: Sasa ae J 
" ! ee 1 isi i df fit! 
ie | 1| where advertising, too, is read for profit! 
4 ‘ 
Ps, ] 1 
+ 
# Me | | t 
ee. ! } 
; CO 
Meg I 
_ 
a ou 
ere é ‘ te pe 8 ‘ead or hae ss i! 2 Oe : Pee oe : q ES a Sm te ok ie Sa ht ee een am <a ek 
ee > — ae Ms 4 it ies a =e) e 2 ame ; ? . eager Ms) ee Pa ee tiee: Ss hs ae ae Re Sees aa ee 25) } hee 
ta igen NS ie re Se a SOT ihe ow a a 4 Nee oze a eee, ee 72 ae en oe an ae aes nes ee aaa 


Been your ads, and this has made 
Our selling much easier. These ads 
have served to open closed doors; 
they have opened doors we haven’t 
@ven heard of before.” 

“Taking the campaign as a 


whole, I have never seen anything 
to compare with it as evidence of 
‘how greatly sound advertising in 
'the business press can help sales- 
+men right out on the firing line,” 
' said Mr. Fisher of the agency. 


One typical piece of copy was 
headed, “Install It—Forget It.” It 
emphasized, as most of the copy 


' did, the basic selling point—“This 


amazing new steam trap prac- 
tically eliminates maintenance.” 
Since maintenance is costly in 


_ plants where hundreds or even 


thousands of steam traps are nec- 


' essary equipment, the introduction 


of a new kind of trap that cut 
maintenance practically to zero 
was good news to users every- 
where, as the company found. 
Some additional comments from 
Sarco sales representatives will il- 


Now — & Revolutionary NEW Steam Trap! 


iy 
He 25 \2/2ISi=Ie 


RUGGED—This ad stresses the mini- 
mal maintenance necessary for the 
Sarco steam trap. 


nae ete 


lustrate the fashion in which they 
greeted the nationwide response 
to the advertising campaign which 
began in August, 1955: 


e “Many prospects when contacted 
say ‘Let’s see that trap—we have 
been reading your magazine ads.’ 
The ads are a definite help in that 
we are almost introduced before 
we meet the prospect.” 


e “The advertising campaign has 
served to pre-arouse the interest of 
prospects, resulting in a genuinely 
interested reception when we 
make our calls.” 


e “I think these are the best ads 
I have ever seen in our industry. 
You have prospects calling me for 
information and that’s swell! Keep 
up the good work.” 


The original list of business pa- 
pers used, chiefly with page ads, 
has been somewhat expanded, so 
that the present Sarco TD list is as 
follows: Chemical Engineering, 
Chemical Processing, Food Engi- 
neering, Industrial Distribution, 
Industrial Equipment News, Mill 
& Factory, National Engineer, New 
Equipment Digest, Oil & Gas 
Equipment, Petroleum  Refiner, 
Plant Engineering, Power, Power 
Engineering, Southern Power and 
The Plant. 


Jacobson and Smith, Rose Join 
Two public relations companies, 
David J. Jacobson & Co. and 
Smith, Rose & Co., have merged to 
form United Public Relations Inc., 
with offices at 120 E. 56th St., 
New York. David J. Jacobson and 
Harold A. Smith are president and 
vp, respectively. The new organi- 
zation has affiliates in 12 cities. 


Trendex Names List VP 

John P. List has been promoted 
to a vp of Trendex, New York. He 
has been with the tv audience 
measurement company since 1952. 


dvertising Age, November 26, 1956 
‘Desilu, NTA Extend Contract 


to Cover Six New TV Series 
Desi Arnaz, president of Desilu 
Productions, and El Al Landau, 
president of National Telefilm As- 
sociates, have agreed to extension 
of their contract calling for the 
production of tv film series by 
Desilu. The original agreement, 
made last July for production of 
“The Sheriff of Cochise,” will be 
extended to cover not less than six 
new tv series. The first series is 


now sold in more than 140 mar- 
kets. Regional sponsors include So- 
cony-Mobil Oil Co., Star-Kist 
Foods, White King Soap Co., Car- 
nation Co. and National Brewery 
Co. 

NTA will have an initial invest- 
ment in excess of $500,000 for the 
new series, which will range from 
adventure stories to situation com- 
edies. They will be offered for sale 
by National Telefilm Associates on 
the NTA film network, and on 


other networks. It is expected the 
full series will be available for 
telecasting for the 1957-58 season. 


Ogilvy, Benson Names Three 

David P. Evans, formerly opera- 
tions manager of WOR-TV, Rich- 
ard Simon, formerly tv director 
of WATV and WOR-TY, and Will- 
jam Terry, formerly of Bryan 
Houston Inc., have joined the tv 
department of Ogilvy, Benson & 
Mather, New York. 


masonry building 


singularly different ... 


Masoncy Building's ever 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


now ... all this is yours 


in THE STAR WEEKLY! 


what’s 


> HCw 


¥ an exciting new Magazine Section, 40 or 
more pages, now in brilliant rotogravure 


printing. 


what’s 


more 


¢¥ a picture-sequence technique that makes 
the Picture Section more compelling than 


plus 


ever .. 


unmatched rotogravure 


printing, colour and monotone. 


as urban. 


: / you cover all of Canada . . . rural as well 


| you know you get readership, because 


ya brand new appearance, with the same 


“Star Blue Banner” 


sections. 


format in all four 


payment. 


99.6% of Star Weekly circulation is cash 


df you reach the whole family, because the 
whole family finds interesting reading in 


/ and a new tabloid size . . . easy-to-handle, 
‘easier to read, easier to keep. 


plus... fine 


gravure printing at 
the lowest cost per 


thousand in Canada! 


The $4.40 per 1,000 circulation of the 
Star Weekly Magazine Section (4-colour 
page) is considerably lower than that of 
any comparable weekly or monthly 


publication in Canada. 


CANADA’S ONE AND ONLY 
FAMILY WEEKLY 


roto- 


rh 


the Star Weekly. 


ra 


mre ; 


¢fand you get four different advertising 
opportunities . . . the Picture Section, 
Magazine Section, Comic Section, Novel 
Section . . . 4 magazines in one. 


magazines 
in one! 


ie eee fier si See me ee eee i: a 3 sue) ae : nes es ee i ae ae ce 
Peden Mu x gee AS LE ae a el pipes, chee ae 5 i Je 2 Sean. 3 V3 29 fice) eres ie h a 3 7: ee Re) ot Se ee Pe 
ge eee CARR Reon ae a er. Se = ne oe ee Se ee ese s 
i s i ; Se 5 es Reiss 
‘ 
: | 
re 3 
Hi , 
d 
f ; 
ye 
{ re 
| i ie 
i . 
{ : 
— 
| | 
7? 3 
7 | eR ee 
! tite sepia - 
j ee 
PY 2 
4 ' 
144 * 
. t * = 
| > eee 4 
t ‘ 
‘ ? 7 
4 
> 
FI , 
: : ‘ is ri a 
J ° 4 & 
: ? , 
| stay ” porGET, i: 
/ 
(t- | 
‘ 
SS 
k: 
o~ = 
4 " 7 eee ro “eg +“ » 4 S : 
’ é 
Trap . * 
80 RUGGsD S80 amrce - 
Major advance iu trap design! * 
aca stieg easy spe =o" RS ; 
ae Save ae alen ad ene & Tay ecual ame 
Ss : 
a ose Thee oe ee yr — * 
Qo © SSS 
ee ee 5 
a ne na cng a mpm ty 3 
a Boor ae ee : 
~ ~ 
‘ , re . 
P 
—_,__ _—-—---"--—_-_ eee ee: a a i | , 
uy} 
rr 
| ae pee = re ee é 
emenpeeens ee : : 
Pe 
ee =X n 
a ee Po Re 
ee c 
a 
| 73 
‘ “i 
2 ss 
4 * ° , 
a i ney ; S: 
Ys eee ee bee 
Pie ip, oie ee O 
’ sian ea : 
a ee : a 7 et et ae 
; eee at en re oa ra 
. Peg, ae A a 
: i re a ‘¢ 
.- $ es Sy ee tS | Se ; 
y ae ee aS 4 Ss > re a f 
a ile Pam 8 5 lees! d i ‘ 
a f PG eel ea ‘ 
See, OR OM a ; 
> “ gingage > a 4 Se 5 25 ie <r 
| oe = , Mee OS 
; Be ay , 2h Wee oo 
| ne eae ie ea ae Lo ia 
ee 9 ¢ a 7 : + F 
a — ‘ oe 
a Fa ” Si . i : 
- = a ae — ; r 
ey ae, ~ 2 
ae - tig x hs 
Re Ae |G RS ahh - 
ae ae ¢ ge 7 
ae . , he % ee. ihe 
e——— 4 ~ Pe Ps 
- ey > r 
ae . sata MI. ‘ 3 
‘ : , : ° : © 
a, ‘ os Fa : ; ’ - ne “a4 i. Se oe 
Li crags ye ae al Rees ce 2S Oe Aa ag af Se, i eee me a one Rye 


this is what you'd see 
if you looked over the shoulders 
of 48,362 hardware buyers... 
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Houseware 


eae UU 


From its very first issue, HARDWARE & HOUSEWARES, The Hardware Dealers’ Newspaper, has built a strong, dynamic and 
penetrating marketing reputation which makes better use of your advertising dollar. Better because this measurement of merit 
not only has been the result of HARDWARE & HOUSEWARES recognized editorial impact and its ability 

to move merchandise, but it has been the result of an honest and unusually careful approach to complete hardware market coverage. 


For example, did you know that HARDWARE & HOUSEWARES pinpoints, through verified circu- 
lation, unusual coverage of not only the high-volume outlets in metropolitan areas, but reaches and sells over 25,000 
rated hardware stores in towns of 50,000 or less — prime outlets for your products that account for 73.3% of all hardware sales. 


And, did you know that HARDWARE & HOUSEWARES has kept pace with the retail development 

of “combination hardware outlets”— the lumber yards, building supply dealers, garden supply stores and farm equipment 
dealers who have added a retail hardware department, These new and important retail outlets have been immediately 
added to our circulation once it has been established by the leading credit authority that they are capable of paying their bills. 


Any way you look at it, HARDWARE & HOUSEWARES demands the reader's attention. It warrants 

your careful consideration as the one proved hardware medium that can build your sales faster and more economically. 
Now is the time for you to have your HARDWARE & HOUSEWARES representative fill you in on the complete 
story of how you can more profitably sell this 3% billion dollar market. 
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THE IRVING-CLOUD PUBLISHING CO. NEW YORK 
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Feature Section 


dvertising Age 


Three Cheers from The Creative Man 


Television Color Forecast: Black to Biue 


The Right Word Has Copy Power: Woolf 
Weiss—On Creative Geniuses 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING. 


Which Media to Use and How to Mix Them... 


How ‘Intrusive—Directory’ and ‘First and Second Money’ 
Concepts Help to Decide Which Media to Buy 


By Gene Duckwall 
Vice-President, Director of Media and 
Research, Foote, Cone & Belding, 

Los Angeles 

The problem of investing advertising 
dollars has become increasingly complex 
in recent years. 

Like the military man, we have at our 
command many new implements which 
make possible new strategies. Not only 
has television emerged as a new major 
medium (and one that requires a sub- 
stantial portion of many budgets), but 
there .are also many more magazines, 
broadcasting stations, and other media 
competing for the advertiser’s dollar and 
the consumer’s attention. 

This growth in the complexity of the 
media problem demands a new look at 
the strategy to be employed—a review of 
the fundamental reasoning underlying the 
preparation of a media plan. 

There are always at least two questions 
that should be answered in any compre- 
hensive approach to a media problem: 


e 1. What type or types of media are best 
suited to the problem? 


e 2. Within the types selected, what pub- 
lications, stations, etc., should be used? 


The latter question is largely a matter 
of statistical analysis and judgment, a 
process familiar to all media men. This is 
media buying. 

But the question of what types of me- 
dia are best suited to the problem is much 
more in the creative area of media plan- 
ning and it is in this area where the 
greatest contributions can be made. 

This is media direction. And it is me- 
dia direction that I want to discuss. 


s There are certain ground rules or prin- 
ciples which apply to anything. A profes- 
sional golfer tries to use certain basic 
principles which have proved to be sound. 
He does not always follow them. How- 
ever, it is important that he knows them 
and tries to use them... 

And so it is with media; unless people 
understand the principles of media selec- 
tion and their relation tc the entire mar- 
keting problem, they car be led astray by 
the most recent success story which has 
come to their attention. 


Consumer Interest 
A primary consideration in media selec- 


tion, of course, is the interest of consum- 
ers in any product or service. This interest 
usually is a result of one or more of the 
following factors: 

e@ 1. The nature of the product. Some cat- 
egories, such as automobiles, travel, fash- 
ion and cosmetics, are inherently interest- 
ing to most prospects. 

e@ 2. The price. The importance of the 
purchase—as measured by price or value 
—is usually a controlling factor in inter- 
est. People in the market for a television 
set or a refrigerator give a great deal of 


At the Assn. of National Advertisers’ western regional meeting at Peb- 
ble Beach, Cal., last spring, Gene Duckwall described his basic concept 
of media selection, and outlined his method of determining whether to 
use ‘intrusive’ or ‘directory-type’ media with ‘first’ or ‘second’ money. His 
analysis was so interesting that he was requested to repeat the talk at 
the annual ANA meeting in Chicago late in October. Because the ideas 
are interesting, even though they may not be universally agreed with. 
most of the text of Mr. Duckwall's talk is given here. 


thought to their purchase simply because 
it represents a considerable investment. 


e 3. Readiness to buy. In the high-price 
category, usually only a small part of the 
public is planning to buy in the very near 
future, while most people are in the proc- 
ess of being built up to this “ready-to- 
buy” point. For example, only approxi- 
mately 5% of the U.S. families buy 
refrigerators in any one year. 


e 4. Newsworthiness. A dramatically new 
copy approach will earn reader interest, 
even though there is normally little atten- 
tion paid to that type of product. 

It is obvious that with this consumer- 
interest factor in mind, the problem of a 
common, low-priced, high-frequency con- 
venience item must be approached in a 
way entirely different from that of a 
high-priced, infrequently-purchased prod- 
uct. 

Soap might be put in the first category 
and refrigerators in the second. Every 
product or service has a characteristic in- 
terest level which ranges from enthusiasm 
to apathy. 


Intrusive—Directory Concept 

With these consumer-interest factors as 
a basis, I would like to discuss the prin- 
ciple of what I call the “Intrusive—Direc- 
tory” concept. 

In an analysis of media by type, per- 
haps the most important characteristic for 
consideration is the way in which the ad- 
vertising message is delivered to the cus- 
tomer. 

The outstanding characteristic of this 
delivery, apart from the audio-visual 
aspect, is the ability of the medium to 
deliver the message regardless of the at- 
titude of the consumer toward the medi- 
um—an active attitude or a passive one. 

These media I label intrusive. 


s Some media, such as the telephone yel- 
low book or newspaper classified, require 
action on the part of the consumer, who 
voluntarily goes looking for the advertis- 
er’s message. 
These media I label directory in nature. 
In between these extreme examples lie 
most-commonly-used media. Television 
and radio, for instance, are primarily in- 
_trusive in nature. Publication advertising 
is primarily directory in varying degree. 
But please note that I said in varying de- 
gree. General magazines tend to be on the 


intrusive end of the scale. 

Newspapers are the most versatile of 
all. The classified section and travel sec- 
tion, for example, are actually advertising 
‘@irectories. The main news section moves 
into the intrusive field. But then the 
Sunday supplements get right out there 
alongside of broadcast in the intrusive 
area. 


® Now, high-interest products indicate 
the use of directory type media: The most 
interested prospects are selected and then 
given the opportunity to study the copy as 
long as they desire. A reader audience is 
assembled through the use of editorial 
features, and readers often have a com- 
mon frame of mind (food preparation, 
fashion, travel, fishing, adventure) or at 
least a relaxed receptivity (general week- 
lies, Sunday comics and supplements). 

Please don’t jump to the conclusion that 
this means we should use one type of me- 
dia exclusively. It does mean, however, 
that high-interest products can be adver- 
tised most effectively in directory media 
and low-interest products in intrusive 
media. 

In applying the intrusive-directory 
principle we should keep in mind the total 
sales effort behind a product. In some 
cases, automobiles for example, the deal- 


' ers themselves may be doing an apprecia- 


ble directory job. 


‘First’ and ‘Second’ Money 

Now, as I stated earlier, I do not mean 
that funds should be limited to one type 
of medium. Therefore, I would like to 
discuss another principle which pertains 
to the use of more than one type of medi- 
um. 

This I call the principle of “first” and 
“second” money. ’ 

By understanding this principle, we 
know where to make the first investment. 


s For example, we would use directory 
media first for advertising refrigerators, a 
high-cost, infrequent purchase, to get the 
ready-to-buy customers who are looking 
for detailed information. 

However, if the budget is large enough, 
we have left what I call “second” money. 
We recommend that this “second” money 
be spent on intrusive media in addition. 

If our budget is large enough, we can 
afford to spend money selling people, 
many of whom are not immediate pros- 


pects. By doing this, we are building, or 
conditioning, future customers. 


® Let’s consider Catalina, an advertiser 
who sells swimwear, sweaters, and sports- 
wear. 

These items are of high-unit cost and of 
infrequent purchase. This is a good exam- 
ple of an advertiser who should put “first” 
money into directory-type media. 

Therefore, we place this advertising in 
six major fashion apparel magazines— 
Charm, Glamour, Harper’s Bazaar, Made- 
moiselle, Seventeen and Vogue. These 
magazines are the reading choice of wom- 
en who are seeking information about 
fashion apparel; therefore, we tend to se- 
lect the customers who are in the market 
now and represent our easiest-tapped po- 
tential. , 

We would stop here if this were the 
limit of our budget; however, we still 
have some funds left. With this, which we 
refer to as “second” money, we must con- 
sider general publications, including 
newspapers and outdoor. Tv—yes—but 
the highly seasonal nature of the product 
prevents practical consideration. 


® Here we have a more discretionary use 
of our funds, using as our guide those 
characteristics of the media best suited to 
our product. 

We recommended general weeklies. 
And in addition an important part of the 
Catalina campaign is the use of motion 
picture fan magazines, which select out 
younger women, an ideal market for 
swimsuit advertising. With relatively 
limited “second” money we had to stay 
more on the target and pass up outdoor. 

But this is media buying, which I am 
not discussing today. 


® The point is that by using those “sec- 
ond” money publications we accomplish 


two things: 


@ 1. We reach women who for one reason 


or another have not sought out our direc- 
tory-type advertising but who are in the 
market now. We thus broaden our base of 
advertising, which is primarily designed 
to reach the immediate prospect. 


e@ 2. We tend to get at the potential cus- 
tomer who may not be in a position to 
make a purchase this season or for some 
time to come. For this: reason she lacks 
interest and has not sought our directory 
advertising, but is worth conditioning and 
cultivating. 

The example of Catalina demonstrates 
the “intrusive—directcry” concept. It also 
demonstrates the principle of “first” and 
“second” money. 


® To touch very briefly on an example 
where the “first” money should be in- 
vested in the intrusive-type media, let’s 
consider our client Purex. 

Purex is currently investing all adver- 
tising funds in the clearest type of intru- 
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sive medium—television. I think they are 
correct in doing so, primarily because the 
soap and cleanser field represents the best 
example of a low-interest product which 
does not merit or receive readership as 
compared to other products. 

But I hasten to repeat and make clear 
that the intrusive use of general publica- 
tions, including newspapers, would not be 
a violation of our basic principle in this 
instance. 


Applications Vary 

The solutions to advertising problems 
are seldom clear-cut applications of these 
principles. 

For example, I could have discussed 
the difference between metropolitan dail- 
ies in Los Angeles and those in New York 
City, and pointed out that the newspapers 
in these two cities tend almost to be dif- 
ferent types of media. I could have dis- 
cussed the relative merchandising ability 
of media types. I could. have discussed the 
merits of television programs versus spot 

*announcements and also the importance 
of demonstration on television. 

However, these subjects do not concern 
basic principles. They are secondary rea- 
sons for making media decisions. 

This is not to say that these reasons are 
unimportant. They are the reasons why 
the expert golfer employs different strat- 


On the Merchandising Front... 


egies in certain instances which appear to 
violate sound principles. 

To repeat the basic principles: Low- 
unit-cost, frequently-purchased products 
tend to be advertised most effectively in 
intrusive-type media. 

High-unit-cost, infrequently-purchased 
products tend to be advertised most ef- 
fectively in directory-type media. 

In this instance a sound principle in- 
volved is to use directory-type media as 
the most effective way to reach the 
“ready-to-buy” customer. 

This is “first” money. 

Once this is done, use intrusive-type 
media for the purpose of broadening the 
base and as an investment to sell the cus- 
tomer of the future. 

This is “second” money. 


= Many advertisers have already put 
these principles into practice. Some are 
doing it by intuition. Some have arrived 
at them through trial and error—a process 
that can be mighty costly. But to date, to 
my knowledge, there has been little or no 
articulation of these basic principles. 

And I think for the good of the business 
it is probably high time they were set 
down. 

I hope that no one has interpreted this 
talk as a formula for creating media plans. 

Nothing could be farther from the truth. 


When Literary Geniuses Invade 
Advertising’s Unholy Precincts 


By E. B. Weiss 

The medical doctor and the scientist 
seldom entertain even small doubts about 
their divine-given ability to out-perform 
the business man in the world of business. 
Similarly, the literary luminary seldom 
entertains the slightest 
uncertainty about his 
inspired ability to out- 
perform the experi- 
enced copywriter—al- 
though, oddly, when 
the copywriter makes 
bold to invade the 
realm of literature, the 
professional writer of 
fiction or non-fiction is 
both amazed and 
aghast at such idiotic notions (yet the 
trick has been turned pretty frequently). 

These thoughts ran through my mind 
as I read in the Aug. 6 issue of AA a 
letter anonymously signed “Writer,” in 
which the penman complained that, al- 
though he put in 15 years of writing “for 
other audiences,” as he put it, he had no 
success at all making an advertising copy 
connection. (Incidentally, I am curious to 
know who these “other audiences” were. 
I had the apparently cockeyed notion that 
the writer in the field of general litera- 
ture writes for very much the same audi- 
ence as the writer of advertising copy.) 


E. B. Weiss 


s I might tell this aggrieved literary light 
that more than one copywriter with 15 
years of copy experience has similarly 
bumped his creative talents against a wall 
of resistance in publishing offices. Just as 
the literary man is told by agencies that 
“experience is needed,” so is the advertis- 
ing copy man told by publishers that “ex- 
perience is needed.” It’s the old, old plaint 
—you can’t get a job until you get expe- 
rience, and you can’t get experience until 
you get that first job. 

The immovable object and the irresist- 
ible force—yet we have some 66 millions 
employed in this nation today! 

My observation has been that at least 
some of the difficulties experienced by 
creative people—experienced and inexpe- 


rienced—in seeking advertising connec- 
tions is due to the abysmal lack of creative 
talent displayed in their job-seeking ef- 
forts. The absence of imagination, of crea- 
tive skill, of verve and bounce at this 
point is almost total—and by men and 
women who, presumably, are “selling” a 
creative ability. 

This observation stems from personal 
experience in reading, over the many 
years, thousands upon thousands—and I 
do mean thousands upon thousands—of 
letters written by presumably creative 
people trying to make either their first 
agency connection or their fifteenth 
agency connection. It also stems from per- 
sonal experience in talking to hundreds— 
yes many, many hundreds—of eager and 
even desperate job hunters who claim 
“creative talent.” 


® I would like to inject, at this juncture, 
my very private conclusion that there is 
simply no justification for the position 
taken by advertising writers in particular, 
and advertising artists only secondary, 
that they are the creative elite, if not the 
creative exclusives of advertising. 

Competent account supervisors and ac- 
count executives must be highly creative. 
The sales promotion man and the mer- 
chandising man (plug for EBW) and the 
marketing man in agency work must be 
creative; indeed, these specialists create 
more ideas in a week than most agency 
general copywriters create in a month. 
Agency research must be creative in the 
truest definition of that much-abused 
word. And some agency principals have 
been known to be creative, even though 
their offices are not always included in 
the “Creative Department.” 


® In any event, it is my belief that the 
proper way to impress upon a prospective 
employer one’s possession of creative 
talents, whether it be as a writer, as a 
marketing man, etc., is by persuasively 
displaying those creative talents in the 
mail, in the personal interview, etc. 

But go over several hundred letters of 
application by creative talent, including 
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When your drugs go overseas — 
talk lo the people st Chase Manhatten 
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the very essence of communication. 
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Three Cheers! 


We always welcome the freshly new and interesting in advertising—per- 
haps because it appears so infrequently. As a consequence, we found ourselves 
putting out the red carpet for the intriguing photographs which illustrate, 
in color, these advertisements for the International Department of the Chase- 


At a glance, they say “exports, shipping across the seas.” And they do it 
in a manner as far removed from the tired and overly used as you could 
expect to find. It would have been easy, for example, to show coffee being 
loaded into the hold of a ship or packages of drugs being stamped for foreign 


Fortunately this wasn’t done. Instead, someone had the imagination to 
use the most realistic of illustrative media, photography, and employ it on 
a purely symbolic subject—unreal, but amazingly provocative and laden with 


We applaud the creative imagination of the agency that produced these 
ads and the good sense of the client who approved them. 


if importing is your business 
tatk to the people et Chase Manhattan 
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those from literary experts, and note the 
practically complete lack of creative tal- 
ent. Paucity of ideas. Total lack of excit- 
ing advertising philosophy. So painfully 
little audacious thinking; so little compre- 
hension, in particular, of what that man 
who makes the employment decision may 
be so desperately trying to find. 

And, during that much sought-for in- 
terview, a repetition of the same monot- 
onous approach. Maybe a resume is pre- 
ferred—those dull, deadly, mechanical 
listings of so-called facts that could not 
possibly convey as persuasive an impress- 
ion of creative talent as the stimulating 
thinking the applicant brings to the 
personal meeting. Or maybe a port- 
folio is displayed, as though one can de- 
termine the precise contribution that the 
portfolio-bearer has made to a creative 
piece in which a dozen creative minds 
may have played varying roles. 


s Now I understand that at least some 
of the blame for the mechanical approach 
by creative talent seeking employment 
attaches to the personnel directors who 
are quite unfit to make even a prelim- 
inary selection of creative talent. But my 
observation is that this is seldom true in 
advertising agencies where the personnel 
director must be concerned primarily 
with screening creative talent. 

My most massive personal experience 
with so many, many, creative job-seekers 
goes back to those days when few agen- 
cies had personnel directors. Strangely, 
I do not recall any greater display of the 
creative function by job applicants in 
those days than I find today! 

Even more to the point, however, my 


personal experience, right up to this 
very moment, includes creative people 
who are sent to me by good friends. That 
presumed ogre—the personnel director— 
is therefore not at all in the picture. But 
I’m afraid I can’t report that under these 
presumably favorable circumstances the 
“creative batting average” shows any de- 
cided pickup. 

And this bothers me. It bothers me be- 
cause I have always experienced pro- 
found distress when I talk to anyone 
seeking a business connection. Indeed, it 
just about slays me. I suffer with these 
people. Somehow, I always imagine my- 
self sitting in that other chair and, there- 
fore, probably for purely selfish reasons, 
I go through minor and major agonies. 

This distress is increased when I say, 
in effect, to the literary man who is after | 
his first advertising connection: “Let’s 
talk creatively, imaginatively, about ad- 
vertising.” Usually, I find that Mr. Liter- 
ary Man’s thinking about advertising 
hasn’t gone past the point of wanting to 
get into an advertising agency’s “creative” 
department, by which he means copy. And 
he tends to be quite amazed that he should 
be expected to prove his creative adver- 
tising abilities. After all, his attitute sug- 
gests, I’m a successful novelist—what 
more do you need to know? Well, I’ve 
read some fiction that was hardly a work 
of creation! 


resume, and let’s just forget about that 
bulky portfolio. Let’s just ‘talk’ creative 
advertising.” It would appear to me that 
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saturation of 
Greater Miami homes 
and 


/ exclusive penetration 


TESTED and PROVED! 


Sunday 


6~°1 


A scientific cross section survey* once again 
proves The HERALD’s dominant penetra- 
tion and saturation in Greater Miami. 


Greater Miami ranks second in retail sales 

per family among America’s 22 “‘Billion-Dollar ” 
markets...and The Miami Herald alone delivers 
blanket coverage of City and Retail Trading Zones 
and the entire fabulous Gold Coast area. 


*Dan E. Clark II & Asso- 
ciates, Inc., in TOP TEN 
BRANDS survey just 
completed. Write for your 
copy today. 
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when one “lives” with his business (and, 
if I may be crassly commercial, even when 
the creative function is applied to copy 
and art it is “business”)—yes, when one 
lives his business function and dreams it, 
and enthuses about it, and has more ideas 
popping in and out of his head than he 
knows what to do with—it shouldn’t be 
too difficult to talk creatively about it. 
Unfortunately, it is—too often. 


s Now I am not making out a case for 
the smart alecky approach in marketing 
one’s creative talents. Neither do I make 
out a case for the development of a huge 
campaign toward that same end—a cam- 


paign consisting of helicopters hovering 
outside the employer’s window blaring 
messages, etc. 


® I merely contend that creative talent 
should sell itself creatively, and if anyone 
with creative talent shudders at those 
words “should sell itself,” then he doesn’t 
belong in advertising. Surely the creative 
talent doesn’t function only during cer- 
tain hours; only at a certain desk. Crea- 
tive talent is the sum and substance of the 
individual. It can’t be left at home. And 
it doesn’t go to work only after a job has 
been landed. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.} 

Here is an ad that can’t fail to get at- 
tention. It was run as a horizontal bottom 
half page in a metropolitan paper, black 
with a bright red background. But when 
the attention was gained, what good did it 
do the store that not only paid for space, 
but also paid a premium for color? 

It says practically nothing but that this 
store has $12.95 boots of this special name 
and style in certain sizes and colors. The 
color news didn’t come up in this cut. 

Most women probably know already 
that this shoe store selis lined boots. Why 
spend so much to say we have one kind of 
boot? They probably believe the store has 
more than one kind. 

If this boot is worthy of this much 
space, it must have some good features. If 
the store is presumptious enough to ask 
for the attention of women readers, it 
owes them some information. 

What are these boots made of? 

Are they rubber, imitation leather, ny- 
lon, or what? 

Don’t women care? Aren't they inter- 
ested? 

Are they just interested enough to want 
to know this store has a boot—which they 
already know? 

What is the fuzzy or haired lining? 

Is it a synthetic fiber? 


A cheap fur? 

Is it hair? 

What color is it? 

Is the lining the same color in all the 
nine colors of boots? 

Does it resist matting? 

What are the soles? They look like 
sponge rubber. 

Was this ad run because a manufacturer 
provided weak plates, and the advertiser 
thought it cheaper to run the weak plates 
than to alter them to make an ad out of 
them? 

No weak ads are cheap to run. 

If the product names had been raised 
and good enthusiastic body copy had been 
run between the product names and the 
store signature, the ad would have rated 
much higher. 

Incidentally, it probably ran too early 
in the season for good results, in any 
event, for glorious Indian summer pre- 
vailed when it appeared. Nevertheless, it 
is always wise to try for the most business 


possible. 


s If the newspaper gave an advertiser 
only half the space he paid for any given 
day, the advertiser would scream loudly 
and demand adjustment because he lost 
half his opportunity. But the advertiser of- 
ten puts only one-tenth or one-fourth the 
sell in an ad that a normal ad should have, 
and never thinks of his own waste of 75% 
to 90% of his opportunity. 


Looking at Radio and Television... 


Color Forecast: Black Shading into Blue 


By The Eye and Ear Man 
It is time to discuss the sad saga of color 
tv once again. Though the advent of tint 
television is inevitable, it now looks as 
though it will be years before a substan- 
tial number of sets are in the hands of the 


public. 

Many tv executives and advertisers who 
witnessed the early demonstrations of col- 
or, dating back to the original CBS 1945 
show, allowed themselves to indulge in 
wishful thinking. Even the FCC, when it 


<< 


authorized the CBS non-compatible sys- 
tem, thought at last color was here. An 
immediate boycott by most manufacturers 
of sets, by the mere act of not producing 
any sets, followed. 

Recently the lead in color television has 
been taken by RCA. The majority of 
workable color sets are RCA sets. Other 
manufacturers have talked about new 
color tubes and sets, but only RCA has 
really turned out a merchandisable set 
which can be mass-produced and, in most 
cases, is adequate in its operation. 


® Coincidentally, NBC has taken the 
leadership in transmitting color programs 
without which no sets could be sold. 
Many of their live programs and a few 
film shows are now being telecast in col- 
or. Important programs like spectaculars 
are, of course, in color. The network’s 
owned stations are being rapidly equipped 
with color studios so that all live commer- 
cials and programs will automatically be 
in color. 

But, alas, right now it looks as though 
“they’re all out of step but RCA.” One 
president of-a giant corporation, whose tv 
division is notably lacking in progressive 
thinking in color, even allowed himself to 
be quoted in a national magazine with the 
oldest joke in color history: “Every color 
set needs to be equipped with an engi- 
neer.” 

The negative attitude on the part of the 
manufacturers comes about not merely 
because they are reluctant to use RCA 
patents in color or because they resent the 
leadership of CBS in the early days and 
NBC at present. The fact is that the best 
sets are probably only half as good as the 
future sets are going to be, and they are 
at least twice as expensive. Until a simple 
tube is developed with locked-in color 
tuning, there can be no mass production 
and distribution. 


s Engineers are busily engaged in trying 
to develop the one tube that will color the 
majority of sets. So far there is no clear 
evidence that it has been uncovered. 
Meanwhile, black-and-white sets are sell- 
ing well as replacement sets or secondary 
sets, and portable sets are popular. There 
is no strong pressure from consumers to 
get out the color, principally because the 
consumers for the most part have not seen 
any color. 


Advertising Age, November 26, 1956 


Perhaps color in television is like color 
in motion pictures. The black-and-white 
cinema achieved a sort of perfection. 
Black and white is still preferred for cer- 
tain types of drama and it is much cheap- 
er than color film. But no one can ques- 
tion the fact that color is dramatic and 
natural. Commercials in particular will 
be improved to a larger degree even than 
the color page in the magazines over 
black-and-white advertising. 

The stickiest problem of all is the fact 
that films, which now constitute half of 
nighttime programming, cost about 20 to 
25% more to make in color. Few compa- 
nies are willing to pay this substantial in- 
crease in program costs, since the cost- 
per-thousand homes would then be sharp- 
ly up without comparable increases in 
home viewing. Unless homes see favorite 
film programs in color they will not \have 
a strong urge to buy color sets. 


® All this sashaying about color can only 
lead to a slowdown of its development. 
RCA cannot do it alone. And even RCA 
cannot sell sets without programming and 
without a set that is close to perfect and 
competitively priced with black-and- 
white sets. Every important manufacturer 
must then get behind color and advertise 
it heavily. Until then the advertiser must 
expect an evolutionary process in the 
growth of color. 

This column stands second to none in 
enthusiasm for color and eagerness to see 
it developed as quickly as possible. Ap- 
parently the only force that is going to 
hasten its growth is a depression of sales 
in black and white. Since there is little 
consumer demand for color, regular sets 
are selling in quantity, and since there is 
no engineering color progress that can be 
termed outstanding, a new color set pre- 
diction is in order and here it is: 


Color sets in U.S. Homes by Jan. 1 


Needless to say, all predictions must be 
qualified by the statement that if a cheap, 
good color set is produced and all the 
companies get behind it, many more color 
sets will be sold. Barring these develop- 
ments, our guess is that it will be 1960 
before color reaches 10% of black-and- 
white homes. 


Just Looking .. . 


A while back I mentioned Aldous 
Huxley as a notable example of copy- 
writer turned novelist. Now Tom Wood, 
of BBDO, sends me the following in- 
teresting quote from Huxley’s “On the 
Margin”: 

“It is far easier to write ten passably 
effective sonnets, good enough to take 
in the not-too-inquiring critic, than 
one effective advertisement that will 
take in a few thousand of the uncriti- 
cal buying public.” 


® Discounting this compliment for a 
certain trace of left-handedness, I 
think it is still one that copy hands 
troubled by a yearning for beautiful 
letters can accept with a measure of 
pride—and even comfort. 

Mr. Huxley is not saying, of course, 
that advertising copy is—or ever can 
be—literature. Not even the great Mig- 


By Walter O’Meara 


uel Cervantes, who once wrote jingles 
for pills and nostrums, could make it 
that. 

But he is saying that it takes more 
genuine writing ability, more creative 
talent, to turn out a real good four-line 
ad for Coca-Cola or Jell-O than it does 
to endite 140 lines of passable poetry. 


® Mr. Huxley should know what he is 
talking about, having earned his living 
at both varieties of composition. And 
what he says should afford the har- 
assed and often frustrated copywriter 
a genuine—if admittedly limited—sat- 
isfaction. 

For, if what is written (in so much 
pain and travail) of cars and breakfast 
foods and filter tips will not endure— 
well, neither do many sonnets. And, 
besides, it pays so much better than 


poetry. 
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a homemak 


Today’s American homemaker is amazingly adept in all matters from first-aid 

to fashion designing. She dresses a cut finger and cuts fabric for her own 

dress, all in the same hour. She salves a heat rash and speaks on local politics, all 
in an afternoon. She bandages skinned knees with the talent of a trained nurse 
and bids for the floor at a PTA. election with the skill of a senator. And there is 
only one women’s service magazine that consistently delivers the kind of 
significant, informative, challenging reading that attracts and interests this : 
enlightened homemaker . . . the Woman’s Home COMPANION. That’s why your sales 
message placed in COMPANION gets such remarkable attention and results! 


CROWELL COLLIER PUBLISHING CO. 
640 FIFTH AVE. NEW YORK ie n. ¥ 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIERS 
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Salesense in Advertising... 


The Difference Between Lightning 
and the Lightning Bug 


By James D. Woolf 
Advertising Consultant 

Walter O’Meara (AA, Nov. 5) says that 
“a simple variation of words can increase 
the ‘pull’ of an advertisement 200 to 300%, 
or even more—everything else in the ad- 
vertisement remaining the same.” 

S. Watson Dunn, in 
his competent book, 
“Advertising Copy and 
Communication,” de- 
votes an excellent 
chapter to the power of 
well-chosen words. He 
reports: “Research in- 
dicates that the change 
of a single word often 
results in substantial 
variations in the effec- 
tiveness of a headline.” Jim Young, who 
once sold several carloads of neckties by 
mail, proved with careful tests that Mark 
Twain was correct when he wrote: “The 
difference between the right word and the 
almost right. is the difference between 
lightning and the lightning bug.” 


James D. Woolf 


@ There are no synonyms for the right 
word. Consider, for example, this sen- 
tence: “John waddied down the street.” 
“Waddled” is a specific term that paints a 
precise picture, and there is no exact syn- 
onymna for it. Different pictures are painted 
when we say that “John toddled down the 
street”"—or minced, strutted, strolled, 
ambled, teetered, staggered, reeled, saun- 
tered, or idled. 

Or consider the following slogan which 
was once used effectively for a food prod- 


G. D. Crain Jr. Says... 


uct: “The old-home taste you hanker for.” 
Roget’s offers these synonyms for hanker: 
long for, crave, covet, desire. None of them 
is quite it. “The old-home taste you de- 
sire” is completely barren of appeal and 
charm. Or consider Mark Twain’s en- 
chanting “I know how a prize watermelon 
looks when it is sunning its fat rotundity 
amongst pumpkin vines and ‘simblins.’” 
Just try to synonymize “sunning its fat 
rotundity” and see where you get! Or try 
to improve on the right words in 
Shakespeare’s: 

And then the whining schoolboy, with 

his satchel 

And shining morning face, creeping 

Like snail 

Unwillingly to school. 


s It has often been said that what the 
writer says in his copy is more important 
than how he says it. But this does not 
mean that matter is everything and man- 
ner is nothing. Memorable ideas are mem- 
orable at least in part because of the man- 
ner of their expression. The words Lincoln 
used at Gettysburg—a script he edited and 
re-edited a half-dozen times—are a major 
reason the ideas expressed in his address 
live on and on in men’s minds. And surely 
it was Winston Churchill’s choice of words 
as well as his ideas that inspired Britain 
to fantastic heights of courage during its 
darkest hours. 

I agree with Walter O’Meara that we 
don’t do nearly enough testing to deter- 
mine the copy-power of words. And that 
the reason, perhaps, is the cost in terms of 
mental energy, hard creative thinking, 
and dogged patience. 


Marketing Must Support 
Capital Investment 


At the closing session of the recent 
ANA convention in Chicago, Dexter M. 
Keezer, vp and director of economics of 
the McGraw-Hill Publishing Co., con- 
ducted a panel session in which McGraw- 
Hill editors forecast developments — in a 
number of important industries. 


® In summarizing the outleok for con- 
tinued heavy investment in plants and 
equipment planned by American indus- 
try for the next few years, Mr. Keezer 
emphasized a fact which needs constant 
reiteration: that the only way to make 
the expansion of industrial facilities 
worth while is to assure markets for the 
products which they make possible. 

Along with a great increase in indus- 
trial research, particularly in the chem- 
ical process field, increased production 
facilities assure the growth of the Amer- 
ican economy. It is expected to reach 
the $500 billion goal suggested for 1965 
long before the year arrives, provided, 
of course, that marketing plans are suf- 
ficiently good to assure effective demand 
for the new and improved products which 
are coming! out of industrial research 
laboratories and later from the produc- 
tion lines. 

Many large companies point out that 


a large part of their current sales are 
represented by products which were 
merely research projects ten years ago, 
and that during the next ten years many 
other new products will account for still 
greater increases in production and sales. 
But along with this optimistic outlook 
it should be emphasized that for every 
new product which succeeds, there are 
many more which fall by the wayside, 
representing lesses both for initial de- 
velopment and the capital investment 
needed to produce and market them. 


® The new concept of marketing manage- 
ment which is being adopted by many 
successful companies assumes that direc- 
tors of marketing will not only define 
the sales opportunities for products which 
their companies are planning to bring 
out, but will also have something to say 
about their design and character. To make 
huge investments in production equip- 
ment, based on research findings regard- 
ing new products, without having mar- 
keting direction which will assure the 
successful introduction of these products, 
increases the normal risks inherent in 
product development to an unjustified 
degree. 

Thus Mr. Keezer’s emphasis on the 


need for accompanying industrial re- 
search with marketing research, and giv- 
ing product development the support of 
market development, seems to make a lot 
of sense, especially as continued indus- 
trial growth, as measured by the Mc- 
Graw-Hill annual studies of capital in- 
vestment, is probably the key to the 
future expansion of the economy. 

It is certainly true that American in- 
dustry spends far more on industrial re- 
search than on planning to sell the new 
products which are the result of labora- 
tory study. Since the expansion of re- 
search means a great increase in the 
number of new products, as well as 
improvements in old ones, the load on 
the marketing operations of all manu- 
facturers will become much heavier than 
it is today. That is why the problem of 
providing the necessary manpower to 
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handle the increasing volume of business 
expected during the next decade is re- 
ceiving the concentrated attention of top 
management throughout industry. 

But the rapid development of new 
products, requiring the exploitation of 
markets which in many cases are ertirely 
new to the manufacturers, is a task of 
such great proportions as to suggest that 
manpower needs in production will be 
equaled by the requirements in the field 
of marketing, including research, distri- 
bution, sales and advertising. 


s Thus Mr. Keezer’s thesis, that industry 
cannot afford to invest billions in plant 
and equipment for production of new 
products without a similar expansion of 
facilities for both market research and 
market development, seems to be emin- 
ently sound. 


tell the story that one has bought 

and is enjoying the product. You 
choose expressions, types, sex of each, 
pretending this is to help the art 
department interpret your idea. 2. 
Draw them right here. 


l Problem: Two people’s heads, to 


Problem: Man, two girl friends; 

he has chosen one over the other 

because she (a) smells better, 
and/or (b) wears pearls, glasses, or 
a hearing aid of better quality than 
her friend. How would you show it? 
Use these 3 Fat-heads. 


a head in place . . . see the flying 

man. Can you visualize, can you 
tell in advance how to do it? Do 
some more dot-people, somewhere 
else. 


Problem: Parent wants children 

to stop fighting and listen to Hi-fi. 

Parent may have a point, but you 
are using this scene to help the AD 
show real American boys, temporari- 
ly unconcerned with. cultural devel- 
opment. 


3 Connect the proper dots and put 


Problem: First put leaping Fat- 
head (a) on the ground, standing 
in proper spot for vanishing point 
shown (b). Then complete figure (c), 
who should be holding a bowl of 
something, with only one foot on the 
ground. Add other appropriate items, 
if desired. 
WE, ART DIRECTOR -- ~ THINK” 
| | TOOK THIS ORAWTHIVKS - YOUARE, 


Next Lesson: 


TEST, AND I'M PRETTY j CoPyeuneTen,: j 


Test your skill here with FAT-HEADS 


Five solid months of Drawthinks—How have you improved? 
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com-mu‘ni-ca‘tive™ 


is the word for the Newsweek reader 


The Significant Magazine 
for America’s 
Communicative People 


Housewives Seek 


Convenience, New 


Ideas in Foods, Rindlaub Tells Forum 


‘Newsweek's’ Clark 
Hits Diet Fads; Says, 
“No Easy Diet Is Safe’ 


New York, Nov. 20—To get 
your food product talked about, 
think up new ways, new times, 
new places to serve it. That’s the 
advice of Jean Wade Rindlaub, vp 
of Batten, Barton, Durstine & Os- 
born, speaking before the United 
Fruit Co.’s sixth annual food for- 


When food manufacturers pon- 
der what meals or portions thereof 
are available for them to move in- 
to, “the answer is all of them,” 
Mrs. Rindlaub told the 300 food 
writers, home economists and ed- 
ucators attending. 

“Breakfast is open—wide, wide 
open. Lunch is open, dinner is 
open. The fourth meal is open. 
And there’s good hunting every 
hour on the hour or the half hour 
in between. The American stom- 
ach is elastic. The American house- 
wife’s mind is flexible. The Amer- 
ican family is easily bored with 
the same old meals, eagerly inter- 
ested in the new, the fresh, the 
different,” she maintained. 


Market. 


How good a salesman is he? Why, every day he 


He's YOUR best salesman in the Tar Heel State— 
WTVD—the No. 1 station for the Durham-Raleigh 


To prove her point, she enu- 
merated the many new ways now 
being recommended for serving 
the old familiar foods—ideas 
ranging from bananas in the 
breakfast orange juice and ice 
cream in the cereal to, of course, 
soup on the rocks at the game- 
room bar. 


s “Any food can be a good food 
served in a new way at a new 
time in a new place if (1) it tastes 
good to at least a reasonable 
number of taste testers, (2) it 
helps to satisfy basic nutritional 
needs and (3) it has a small and 
special extra all its own—extra 
ease, speed, flavor, food value or 
even extra economy,” she said. 

Key to consumer interest in 
these changing food habits, she 
believes, is the fact that today 
everyone is looking for fun—fun 
in new flavors, new shapes, new 
notions. Next to fun, there is a 
strong reaching out for religion, 
reflected in the fact that women 
want to be of use in the world. 
They want to make food very 
personally their own, they want 
to do something special to like 
themselves for. 

Beyond this, she believes, is a 
feeling of boredom which makes 
nothing quite so effective as the 
word “new.” 


s Another forum speaker, Samuel 
| Aidekman, president of Good Deal 
| Supermarkets, Rivington, N. J., 
told the group that Mrs. Shopper 
|is looking for every convenience 
'in shopping and in preparing 
| meals. 

“She is saying to us and ‘the 
|manufacturer, don’t tell me how 
to make something different. You 
make it different and I'll serve it. 
Don’t give me homework to do; 
you do my work for me. I'll buy 
any food that is tasty if it saves 
me time in the kitchen.” 

Many items, he said, have ap- 
peal because they need one item 
added at home—this makes the 
housewife feel it is homemade. 
But don’t expect her to do too 
much, he warned. She likes foods 
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like chicken pies in throw-away 
plates and cake mixes in throw- 
away pans. She’ll even buy meat 
in. disposable pans, he asserted. 


s As for package labels, accord- 
ing to Mr. Aidekman, consumers 
want labels which visually present 
the mouthwatering contents at 
first glance, easy to recognize, 
clear and looking like the finished 
product ready to eat. There must 
be a minimum of writing on the 
label and it must be specific, such 
as “cook three minutes,” or “heat 
and eat.” There should be a white 
spot location where price is im- 
printed clearly and is readily leg- 
ible. 

Among services Mr. Aidekman 
offers his customers is full refunds 
on any merchandise returned— 
even if it’s from another market. 

“For one market alone we spend 
over $50,000 a year for advertis- 
ing, and our refunds in the market 
do not exceed $1,500 a year. It 
certainly is a low cost of adver- 
tising,” he figures. 


@ Marquerite Clark, medical edi- 
tor of Newsweek, told the forum 
that an estimated 68,000,000 
people in the nation are over- 
weight, leading to a _ fantastic 
growth in “diet goods,” like low- 
calorie fruit and vegetable packs, 
non-fat powdered milk and salt- 
free soups and fish. 

In 1952, she said, only 50,000 
cases of low-calorie soft drinks 
were sold; last year the sales 
mounted to 15,000,000 cases. Skim 
milk sells 21% faster than in 1951. 

Women are about 5 lbs. lighter 
than those of the same height in 
1912, she said. They take smaller 
sizes than they did 25 years ago 
when the smallest size stocked by 
the average shop was 12 or 14; 
now they run down to size 8 and 
even 6. 

In their frenzy over fat, women 
have contributed heavily to the 
national income, Mrs. Clark 
pointed out. The corset industry 
touched $640,000,000 last year. 
Bathroom scales are up 19%; one 
kind, Detecto, sold 2,500,000 scales 
last year. 


s Men, however, are about 5 lbs. 
heavier than in 1912 but there’s 
been no change in the size of 
men’s clothing although sales of 
reducing “belts,” and “braces” as 


calls on over 70°%, of all the homes in the Durham- 
Raleigh market—-more than any other station. No 
other SINGLE medium in the market can offer you 
such dominant coverage. 


TELEVISION 
COMMERCIALS?? 


And do they like him? ARB says they love him. 
Every rating taken in the market continually proves 
this fact—WTVD leads all other stations in the 
Durham-Raleigh market in three out of every four 
quarter hours—both Class A and B time. 


So if you're buying Durham-Raleigh—and who can 
overlook a market with $2.1 BILLION in buying 
power—call on the Man with the Black Tar Heels. 
Your Petry man will introduce you. 


WTVD 


CHANNEL ELEVEN 
ABC for Durham-Raleigh 


le 


a 
UPA PICTURES, INC. 


BURBANK NEW YORK LONDON 
4440 Lakeside Dr. 60 E. 56th St. 21 Upper Grosvenor Si. 
Thornwall 2-7171 Plaza 3-1672 Mayfair 0171 
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FESTIVE—Hiram Walker is concen- 
trating its Christmas promotional 
effort this year on gift-wrapped 
packages. Ads will run in about 12 
magazines and 500 newspapers 
with this ad scheduled for Life, 
Dec. 10 and 17. Foote, Cone & 
Belding, Chicago, is the agency. 


well as figure-confiners called 
“knitted shorts,” run to some $5,- 
000,000 annually. 

But even as the sums spent on 
looking thinner increase, obesity 
brought on, paradoxically, by fat- 
tened wallets, is still the biggest 
nutrition problem in the U.S., Mrs. 
Clark maintained. 

Most of the overweight first try 
one of the reducing “aids”—a 
wafer, a pill or a capsule. When 
these measures fail®as they us- 
ually do—fat people then try some 
of the bizarre reducing diets 
which now amount to a profit- 
able business of about half a bil- 
lion dollars a year, she said. 


8 In discussing the various popu- 
lar reducing fads, Mrs. Clark 
warned them that “no safe way is 
easy; no easy way is safe.” The 
national obesity is not caused by 
any one food or combination of 
foods. It is the net result of eat- 
ing too much of everything, she 
said. 

The Rockefeller “fabulous form- 
ula” diet, she said, occasioned 
an unfounded demand for dex- 
trose—one chain store reporting 
coast-to-coast dextrose sales of as 
much as 1,000 Ibs. a day. Unfor- 
tunately the Rockefeller diet was 
developed for metabolic research 
only; “it had never been recom- 
mended for use by the public,” 
she pointed out. 

All such “get-thin-quick” diets 
are not only potentially harmful 
but usually none too effective, be- 
cause the lost weight is speedily 
regained. The _ specialists, Mrs. 
Clark reported, all advise that the 
slow and sure way is the only way 
to reduce. This means a long-term 
diet program, sparked by will- 
power, in which firmly established 
eating habits are changed perm- 
anently. 


Hitchcock Names Jacobs 

Hitchcock Publishing Co., Whea- 
ton, Ill, has appointed William E. 
Jacobs Detroit district manager for 
Machine & Tool Blue Book, Hitch- 
cock’s Machine & Tool Directory 
and Grinding & Finishing. Mr. Ja- 
cobs formerly was an advertising 
counselor in Michigan for Diamond 
Match Co. Before that he was a 
publishers’ representative, assist- 
ant to the publisher of Bramson 
Publishing Co. and circulation and 
business manager of the Canton 
Economist & Times. 


Goodsett Advertising Bows 
Henry S. Goodsett, formerly an 
account executive with Ernest 
William Greenfield Inc., and Sol 
Silverstein, previously advertising 
manager of American Dryer Corp., 
Philadelphia maker of hand hair 
dryers, have formed Henry S. 
Goodsett Advertising, with offices 
at 1920 Chestnut St., Philadelphia. 


,| company. 
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McLaird Named VP 

William B. McLaird has been 
named vp in charge of marketing 
of Gemex Corp., Union, N. J., 
watchband manufacturing division 
of Adam Consolidated Industries. 
Mr. McLaird was formerly with 
Canada Dry Bottling Co. He re- 
places William A. Swartman, who 
is no longer with the company. 


General Cigar Taps Goldman 
Arthur E. Goldman, formerly 
advertising director of Gunther 
Brewing Co., Baltimore, has been 
appointed advertising director of 
General Cigar Co., New York. He 
succeeds W. L. Rubin, who is re- 
tiring after 40 years with the 


Wiremold to Brunelle 
Wiremold Co., Hartford, Conn., 
manufacturer of electrical wiring 
systems and flexible air ducts, has 
appointed Charles Brunelle Co., 
Hartford, to handle its advertising. 
The account was previously han- 
dled by Julian Gross & Associates. 


TOP BILLING for M 


ichigan's TOP TV buy! 


average industrial salesma 


* Business publication 
advertising can 
supplement the efforts 
of salesmen by delivering 
your sales message to 
these prospects before and 
after the salesman calls. 


x 


The average industrial salesman spends 194% of his time on 
office routine, 32% traveling, 8% servicing. That leaves him 
only 41% (or about 3% hours a day) for selling the three or 
more people per company who have a voice in buying decisions.* 


These findings are from a recently-completed McGraw-Hill 
Research Department survey in which 288 industrial salesmen 

in 37 companies reported on the number of people they called 
upon and kept a diary of their time on a 15-minute interval 
basis. There are other findings in this study which you will find 
mighty interesting. We suggest that you ask your McGraw-Hill 
man for a copy of Data Sheet #7023, which contains the 
complete report. 

Studies such as this are 4 continuing project at McGraw-Hill . . . all 
designed to provide a better understanding of how good advertising 
in good business publications can help create more sales. 


NMcGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


@ 330 WEST 42nd STREET, NEW YORK 36, N.Y. @® 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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BIRTHDAY—A cocktail party, held at New York’s 
Park Lane Hotel, delebrated the 45th anniversary of Ad- 
vertising Women of New York. The affair, the biggest of 
the year, was attended by about 1,000 men and women— 
with men outnumbering women by about three to two. 
In the photographs here are: 
(1) Gertrude Michalove, product publicity, Young & Ru- 
_ bicam, and Antoinette Casey Hodes, at one time with 
Schenley Industries. 
(2) Winifred Karn, executive secretary of the Art Di- 
rectors Club of New York, and Marjorie Follmer, copy 
research manager, Ruthrauff & Ryan. 


(3) Eugenie C. Stamler, director of print media, Norman, 
Craig & Kummel; John Hay, Passaic Herald-News, and 
Phyllis Baker, Springfield, Mass., Newspapers. 


(4) Bill Metz, New York manager, Scripps-Howard 
Newspapers, and president of the New York chapter of 
the American Assn. of Newspaper Representatives, and 
Ruth Volckmann, past president of Advertising Women of 


New York, and office manager of Sawyer-Ferguson- 
Walker Co., newspaper representative. 

(5) Helen Leary, consultant with Leahy & Co., manage- 
ment consultant; Eleanora Accardi, Parents’, and Mar- 
garet Stark, research director, Gotham-Vladimir Adver- 
tising. 

(6) H. B. Fairchild, Davis-Delaney, printer, and 
Bertha Bernstein, who has been a member of AWNY for 
over 40 years. Miss Bernstein was the oldest member of 
the club in attendance. Now retired, she formerly ran 
her own agency in New York. 

(7) Sidney DaCosta, First National City Bank, New York; 
Frank Hall, vp, Albert Frank-Guenther Law; Marion 
Dizen, publicity chairman of AWNY, and member of the 
pr department, First National City Bank; Frank Burns, 
vp in charge of public relations, Forbes. 

(8) Francis D. Edmunds and his wife, Harriet Edmunds, 


president of Chartmakers Inc., and Advertising Woman 
of the Year. Standing between Mr. and Mrs. Edmunds is 
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Anne Cummings of Chartmakers. 


(9) John Schobert and Dick Matula, space salesmen with 
Moloney, Regan & Schmitt, newspaper representative, 
and Eleanor Accles, space buyer wtih Robert W. Orr & 
Associates. 

(10) Starting at left rear and going counter-clockiwise, 
Annette Robin, Celanese Corp. of America; Mr. 
and Mrs. J. R. Rawlings (Mr. Rawlings is vp of Apex 
Knitted Fabrics); Harriet Raymond (left foreground), 
president of Advertising Women of New York, and ad- 
vertising manager, plastics division, Celanese Corp. of 
America, and Mary Farrel, Fleischmann Distilling Corp., 
and president of Women in Associated Allied Beverage 
Industries. 


(11) Watson Lee, space salesman with Cosmopolitan, and 
Sally Mansfield, associate media director, C. J. LaRoche 
& Co. 

(12) Betty Rankin, business manager, Woman’s Day, and 
Emma Stock, co-director of advertising, Forbes. 
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_TvB’s Latest Salvo 
‘Against Newspapers 

‘Uses Pulse Study 

_ New Yor, Nov. 20—The Televi- 

sion Bureau of Advertising last 

_ week fired off its latest competi- 

_ tive salvo—with newspapers as 
the major target. 

The ammunition came from a 
Pulse Inc., nationwide study made 
during the first week of Septem- 
ber. A probability sample of 3,000 
homes was covered. 

TvB’s findings show that there 
are almost 71,000,000 copies of 
newspapers distributed on the av- 
erage day in the U.S., where there 
are now more than 41,000,000 tv 
sets in homes. 

According to the study, 107,250,- 
000 people read newspapers dur- 
ing a single day, while 120,450,000 
people view television. The aver- 
age person spends 34 minutes a 
day with newspapers and an hour 
and 45 minutes with television, it 
was noted. 


®@ The data were also broken 
down to show how the two media 
are faring at attracting various age 
segments of the population. Be- 
fore making these compilations, 
TvB deleted the under-12 viewer, 
because, it said, they have no sig- 
nificant newspaper counterpart. 

Here TvB’s big argument was 
that television is doing a much 
better job of reaching the younger 
elements of the population, par- 
ticularly housewives between 18 
and 34. As the bureau put it: 

“In the important 12 to 17-year- 
old teenage market, television's 
share of the total two media time 
is 85.7%. In the young age group 
television's share is 73.4%. In the 
next group television’s share is 
about 68%. 

“The media significance of this 
is patent; newspapers should ap- 
pear strongly on the schedule of 
Walter B. Cooke (funeral home) 
and similar advertisers—no of- 
fense intended or taken, we trust.” 


® The bureau took strong issue 
with the newspapers’ claim that 
their advertisers have several 
chances to catch the potential cus- 
tomer, who is likely to pick up a 
paper repeatedly before throwing 
it away. 

Said the video bureau: 

“Of all references to newspapers 
during all 24 hours throughout 
seven days of the week, 90% were 
one time only references. Thus if 
a reader misses an advertisement 
on his first trip through the paper, 
he will probably never see it even 
though, being printed, it lasts and 
lasts and lasts.” 

TvB’s latest offensive was made 
in the form of a widescreen pre- 
sentation to nearly 2,000 admen 
and advertisers here. 


s Other points emphasized in the 
presentation: 

Some 7% of all homes in the 
U.S. intend to buy a new tv set in 
the next 12 months. 

For three product classifica- 
tions studied—major appliances, 
beer and frozen fruit juices—the 
heaviest tv viewing homes ac- 
counted for the largest percent- 
ages of purchases. 

One tv home in ten has more 
than one set. 

In 1956 television advertisers 
are expected to invest 22% more 
than the $1,025,300,000 they spent 
in the medium last year. 

The country’s enthusiasm for tv 
is not waning. Nielsen figures 
show tv-sets-in-use for the first 
nine months of 1956 higher than 
those for the same months in 1955, 
with the single exception of June. 
The per cent of tv homes tuned per 
average minute this year is 4% 
greater than last year. 

The average commercial is 
reaching more homes this year 
than it did last. For the average 
weekday daytime network pro- 


gram, the increase is 21%; for the 
average weekend daytime pro- 
gram, it is 24% and for the aver- 
age nighttime network show it is 
18%. 


Andrews Surveys Reorganizes 

Andrews Surveys, New York, 
has been reorganized as Andrews 
Research Inc. The company will 
continue to offer a service of con- 
sumer, dealer and general public 
market and opinion surveys. Anal- 
ysis and management consultation 


as well as research based on sec- 
ondary research will be included 
in the new corporation's functions. 
The reorganization, according to 
Andrews, “is planned to permit 
cooperative participation by the 
members of office and field staff 
who have contributed to our 
growth and success.” 


Sawyer Joins Paulson-Gerlach 

Paulson-Gerlach & Associates, 
Milwaukee agency, has appointed 
Robert D. Sawyer to its creative 


staff. Mr. Sawyer formerly held a 
promotion post with United Air- 
lines and before that was assistant 
advertising manager of Harnisch- 
feger Corp. 


Revlon to List on Big Board 
Revlon Inc., New York, has been 
granted permission to list its stock 
on the New York Stock Exchange. 
Issued to the public Dec. 7, 1955, 
and currently sold over the coun- 
ter, Revlon anticipates trading on 


the “big board” by the end of ’56. 


masonry” building 


singulariy different... 


Masonry Buiiding’s over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 2 
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“One more bellow and we fight!’’ 


@ High costs got you seeing red? If printing is an 
item, toss these facts around for a moment. Paper 
costs are over 25 per cent of the average printing 
job. And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 
You save because a modern papermaking method 
pioneered by Consolidated eliminates several costly 
manufacturing steps while maintaining finest quality. 
MAKE YOUR OWN Test RUN! Whether it’s a com- 


pany publication, 


brochures or any other quality 


printed material, Consolidated Enamels can save you 
money, without sacrificing quality. And only your 
Consolidated Paper Merchant can offer these savings. 
Call him now for complete facts and free trial sheets 
to make your own test run, or write us direct. 
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ENAMEL PRINTING PAPERE 
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Consolidated Water Power & Paps: Co. © Sates Offices: 135 S. LaSalle Street © Chicago 3, Iitinos 
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Publisher's Rep Sums Up 
His Post Otfice Problems 

To the Editor: Apropos of the 
Post Office’s shortcomings, our of- 
fice has run countless experiments 
in an effort to expedite our mail- 
ings of promotional material and 
publications and we find that (1) 
larger than ordinary No. 10 enve- 
lopes are invariably delivered in a 
later mail than No. 10 envelopes 
mailed at the same time, even 
though first class or even airmail; 
(2) duplex envelopes have the an- 
noying propensity for getting lost 
completely; (3) special delivery in 
the big cities generally arrives 
AFTER the normal delivery via 
the first mail would have been 
made if special delivery service 
had not been paid for; (4) first 
class or airmail envelopes mailed 
earlier than 5 p.m. rarely will ar- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


rive in Detroit or Minneapolis 
(from Chicago) earlier than 11 
a.m. the next day, often the second 
day. 

The Post Office Department de- 
nies that larger envelopes receive 
worse treatment than No. 10 size, 
but we think that individual car- 
riers remove the big ones from the 
first mail to make it easier to 
handle. 

We never have found out what 
happens to duplex envelopes ex- 
cept that they disappear, even 
when plainly, stamped all over 
“LETTER ENCLOSED.” In the 
matter of special delivery—in the 
big cities—it would seem that a 
quantity of deliveries are collected 
for a single area and by the time 
the messenger gets these and on 
his way the first delivery is com- 
pleted and he won’t finish his 


batch of “expedited” deliveries un- 
til noon. 

On No. 4, the post office advises 
me that the hotels aren’t picking 
up their mail early enough to dis- 
tribute early, and this may be true. 
They further guess that the hotel 
messenger picks up the light mail 
and leaves the heavier pieces for 
the next messenger, delaying re- 
ceipt of important packages, even 
airmail ones. Again, this may be 
true, although it doesn’t explain 
the delay in delivery of these same 
larger envelopes and packages not 
routed to hotels. 

In the matter of publications, 
one of my publishers found it de- 
sirable to enter his publication in 
a suburban post office rather than 
a big city because in the big city 
the post office seemed to have a 
corps of trouble shooters who de- 
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“We NEED the TacomaNews 
Tribune to Sell Durkee 
Foods in this Rich Market” 


—says H. C. Weiss, district manager, 
DURKEE 


FAMOUS FOODS 


“We have learned that people in Western Washing- 
ton are intensely loyal to their local daily news- 
papers. And this is especially true in the rich Ta- 
coma market, which incidentally, is separate and 
distinct from the adjoining Seattle market.” 


Mr. Weiss continues, “We found that Tacoma 
people really ‘shop the ads’ in the Tacoma News 
Tribune and that acceptance of Durkee products 
increased greatly in the Tacoma area after we 
started advertising in this newspaper.” 


NEWSPAPER COVERAGE 
IN THE RICH TACOMA MARKET 
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scended upon publications and 
“threw the book” at them on ob- 
scure regulations AFTER PUBLI- 
CATION of an issue, and held up 
shipment for a week or more be- 
fore notifying the publisher and 
then would often refuse to allow 
the shipment to go out without 
some major revision or reprinting. 
This happened so often and was 
handled so crudely that we con- 
cluded it was a deliberate attempt 
to reduce volume through the big 
city post office and obliged them 
by going to another town where 
the postmaster was glad to have 
the volume and where if regula- 
tions are thrown at us it will be 
with consideration and notice ra- 
ther than retroactive. 

Strangely enough, our trucker 
reports that his waiting time to 
unload in the big city was greater 
than the time to cover the extra 
miles to the suburb and our de- 


livery of magazines is faster from]! 


the suburb. 


If this makes sense to you, it 


doesn’t to us but we like it... 
James H. TOorrTen, 
Publisher’s Representative, 
Chicago. 
« 


Says Reliable Service Would 
Be Worth Higher P. O. Charges 


To the Editor: Re your Oct. 29 
editorial, we wish to express com- 
plete agreement. Our postal bill 
is not inconsiderable, but we'd 
gladly pay higher charges for re- 
liability. 


Peter SEBASTIAN, 
Consultant, International 
Trade Promotions, New York. 

.* * + 


Some Other Bids for 
‘Drawthinks’ Reprints 

To the Editor: Have just read, 
in your Nov. 12 column, a letter 
from Glenn Sontag of Milprint 
Inc. requesting reprints of the 


Advertising Secretary, Leath 
& Co. 


To the Editor: I have been fol- 
lowing with great interest your 
current feature Drawthinks, by 
Paul Pinson. 

Do you plan to publish the en- 
tire course in booklet form at some 
later date? 

Howe .t A. Bates, 

Humor Editor, Rust Craft 

Publishers, Dedham, Mass. 


Station WSAI Also Was 
a Field Enterprise 

To the Editor: Your article on 
the late Marshall Field lists radio 
stations he owned during his life- 
time. You failed to mention 
WSAI, Cincinnati, which he ac- 
quired from the Crosley Broad- 
casting Corp. in 1944. 

I was continuity editor at WSAI 
from 1947 until Mr. Field sold the 


station to Fort Industries in 1950. 

After that I became chief writer 
for the ABC network radio pro- 
grams, “Big Jon & Sparkie” and 
“No School Today.” The shows 
were owned, at the time, by Ar- 
thur-Sampson Enterprises, anoth- 
er Marshall Field interest for a 
while. 

Donatp G. KorTEKAMP, 
Advertising Copy Chief, The 
Wm. S. Merrell Co., Cincin- 
nati. 

_ * — 


‘Famous Americans’ Auto Ads 
Make Reader's Blood Boil 

To the Editor: My blood is still 
boiling and if this particular cam- 
paign runs much longer, I can’t 
say what will happen. I’m refer- 
ring to the enclosed ad of one of 
our illustrious car manufacturers 


and its dealers, using famous 
Americans, such as Thomas Jef- 
ferson, to make their sales pitch. 
How can we instill a respect for 
our American iueritage in the 
hearts and minds of our young- 
sters when such outrages are per- 
mitted? Does it add to the pres- 
tige of the advertising profession? 
To me this is “huckstering” of the 
worst sort. Those responsible for 
this “idea” should be sent back to 
school to relearn their American 


traditions. 
James D. KANnTor, 
Director, Key Productions 
Inc., New York. 


* 
‘Don't Be Half Sure’ 

To the Editor: Anent your re- 
cent article about Dial soap’s rise 
to glory: 

Wonder if the manufacturer 
knows that it’s THE recommended 
soap for anti-V.D. control in the 
armed forces? 

If this is true, officially or unof- 
ficially (and one of my Navy 


in MONTREAL 


The Star is your 
logical English paper 


. .. because the Star gives you 
market penetration where it 
counts — near-saturation cov- 
erage of Montreal’s English 
households plus evening, fam- 


ily readership in the home. 


Represented nationally by 
O’Mara and Ormsbee Inc. 
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sources says it certainly is), what 
a testimonial campaign could be 
cooked up! 


SUBSCRIBER, 

Honolulu. 

Name withheld by request. 
: * . 


Color Gets Double Play 

To the Editor: Voice’s depart- 
ment of extra sensory perception 
may get a kick out of this bit of 
coincidental communication be- 
tween Scott Paper’s J. Walter 
Thompson Co. copywriter, and 


SSS 


Thee beg cells pow Begges: Coben Vertue 


s - 
aa 


Chicago Tribune Sunday Magazine 
writer Ed Barry. 

Scott Tissue (below) headlines, 
“Give me COLOR, in 4 pretty pas- 
tels,” while the Tribune editorial 
above blurbs, “COLOR, for the 
City of Tomorrow.” 

Colors are “three shades of blue” 
in the porcelain enamel steel cur- 
tain walls of the projected Mutual 
Trust Bidg., Chicago (upper left), 
and the blue-green steel and glass 
walls and contrasting sienna ce- 
ramic tile band of the Lutheran 
Brotherhood Bldg., Minneapolis 
(upper right). 

Both structures were designed by 
Perkins & Will, architect-engineer, 
Chicago and White Plains, N.Y., 
our client since 1940. 

HAL BuRNETT, 

President, Burnett & Logan 

Inc., Chicago. 


Boss’ Memo Replies to 
Shaw’s Article on Grammar 

To the Editor: The feature ar- 
ticle by Charles A. Shaw: “Gram- 
mar Is So Much Hay—Forget It,” 
appearing in the Nov. 5 edition of 
ADVERTISING AGE, appealed to me 
very much. 

Since my boss is quite a gram- 
marian and a stickler for correct 
English, I marked it and sent it 
through to him. He returned quite 
a lengthy memorandum regarding 
this article which I believe would 
be of interest to some of your 
readers and I am enclosing it. 

Gus D. E.vpripce, 

Advertising Manager, Anabolic 

Food Products Inc., Glendale, 

Cal. 


I think I can agree with every- 
thing that this gentleman says, but 
I feel that there is much that he 
unfortunately has left unsaid. 

On such things as split infini- 
tives, ending the sentence with a 
preposition, and so forth, we can 
certainly agree with Churchill— 
“pedantic nonsense, up with which 
I will not put!” But still, some 
people find them objectionable. 
Hence, I think we should be con- 
scious of them, and not use them 
when writing copy, except when 
their use eliminates an otherwise 
unavoidable awkwardness. I think, 
to most ears, their occasional use 
seems natural; in other words, they 
are something to not always neces- 
sarily avoid, but as a matter of 
preference, hardly a construction 
to ‘urn to. Occasionally, they are 
something that it is probably bet- 
ter to put up with. But to use 
them sparingly is a guide it is 


always best to go by. 


Similarly, it seems to me that 
incomplete sentences should be 
used only when they will appear 
completely natural when read. 
Hardly possible? No, rather com- 
mon. But I think to a copywriter 
an incomplete sentence should be 
a “stopper”—something only to 
use when he is convinced that a 
complete sentence would not serve 
the purpose equally well. Why use 
ANY construction that will leave 
even a minority of readers with a 
feeling that the copywriter did not 
know what he was doing? 

Another thing he left unsaid, be- 
cause it does not strictly pertain 
to grammar, is the correct use of 
words. English can be a beauti- 
fully precise language, but only 
when there is some agreed author- 
ity to which one can turn when in 
doubt as to the writer’s actual 
meaning. This authority is the dic- 
tionary. 

If one becomes loose in his use 
of words, then his exact meaning 
will always be a subject of guess- 
work. Of course, allowances must 
be made for the fact that English 


is a living language, and meanings 
do change. Still, if one has a 
choice, it would certainly seem 
betier to use the correct word 
rather than an approximation. 

Take, for instance, the word 
“acute” (dietary deficiency). I am 
aware that hardly anyone agrees 
with me, but the fact remains that 
Webster gives as a definition: 
“Med. Attended with symptoms of 
some degree of severity, and devel- 
oping rapidly or coming speedily 
to a crisis; opposed to chronic; as, 
an acute disease.” 

Now, this word is frequently 
used as a synonym for “severe”; 
but a moment’s thought would in- 
dicate that we might speak of a 
“chronic severe condition,” but to 
speak of a “chronic, acute condi- 
tion” is meaningless. Similarly, it 
is difficult to think of an “acute” 
dietary deficiency, since under any 
ordinary conditions one does not 
develop rapidly or come speedily 
to a crisis. 

I note that the gentleman does 
not decry the teaching of grammar 
—it appears to be the manner in 
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which grammar is taught, that he| does not make any claim that cor- 
objects to. On this, I can certainly | rectness of writing and speech is 


agree with him. But as I see it, he! unimportant. 


$1,070 Direct Selling Investment Brings 
$10,000 Return as a Starter—Facts Free* 


To market-test a household product, a Colorado 
company turned to Direct Selling. $1,070 invested 
in one advertisement brought almost $10,000 
in cash s for samples within 5 weeks, as a starter 
—and now repeat orders from salesmen, distributors 
and sales organizations are still Ba vie in. One 
salesman drove all the way from Muskegon, Michi- 
en eer esting Se 26 fo make 0 fie urchase. 
ere’s dramatic but not unusual proof of modern 
Direct Selling’s dynamic role in distribution. Big 
ticket items sell as readily as $1 items, not only to 
homes but to stores, offices and. factories. New vol- 
ume may be built up right alongside present retail 
setup without conflict. For detailed authoritative 
facts about modern Direct Selling, read “The 
Quickest Way to National Distribution.” Send for 
FREE copy today—no need to write—just clip this 
to your business letterhead and mail to: 
SPECIALTY SALESMAN, Room 812-11, 307 North 
Michigan Ave., Chicago 1, IIl. 
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There are two sides to most situations... 


And there are two sides to the 
DELAWARE VALLEY 


To tell your story profitably on the booming 
New Jersey side of the Valley, the media 
you must use are the TRENTON TIMES and 
the CAMDEN COURIER-POST—the key dai- 
lies serving an area in which “all buying 
and selling are local." 


it pays to 


cross the 


Delaware 


Media fact. During 1955, combined advertis- 
ing in the TIMES and the COURIER-POST came 
to a whopping 32.2 million lines—a gain of 
2.5 million over 1954. What's more, each 
paper topped 5 out of 7 New York City news- 
papers. Have you joined the regulars? 


T 


TIMES 


Esteblished 1883 


CAMDEN 


COURIER-POST 


Estoblished 1875 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


If there are any part-time inven- 
tors among our readers, we offer 
four lively suggestions for free—no 
charge. These gadgets are badly 
needed in every household. (1) 
Dishes you can eat for dessert. Yes 
—plates, cups and saucers! Think 
that wouldn’t go over big with the 
hausfrau who has washed the same 
plate 10,000 times? (2) Square eggs 


that won’t roll off the kitchen table. 
Rough on the hen, but that’s prog- 
ress. (3) Salt shakers that don’t gum 
up in wet weather. Sounds simple 
but we ain’t seen any yet. (4) An 
automatic chair-upsetter for lazy 
bums who won't leave the teevee 
while dinner gets cold. Go right 
ahead, bub. Your fortune is prac- 
tically made. 


xe 


Super market operators and food 
manufacturers who want to know 
the score will find a vast and valu- 
able lot of information in the new 
“Survey of Super Market Custom- 
ers, their attitudes and buying hab- 
its in 1956”—the third edition of a 
continuing series published by the 
Burgoyne Grocery & Drug Index. It 
was prepared to give grocery prod- 
uct executives the real down-to- 
earth pitch on what happens at the 
retail level. It tells whether custom- 
ers have favorite supers; whether 
they are “shopping around” more 
than in the past; tells about their 
likes and dislikes. Find out for yeur- 
self about the relative influence of 
newspaper, radio and TV advertis- 
ing and a lot of equally valuable in- 
formation you can’t do without. For 
a crisp one-dollar bill you can get 
whopping value —just write Bur- 
goyne for your copy of this master- 
ful project. 


xk 


When we were a very small 
shaver, our dream of tops in luxury 
was someday to have two whole 
packages of chewing gum in our 
mush at one time. Of course we had 
to cough up a nickel if we wanted 
real gum. If our finances were lim- 
ited, as usual, we could get a long 
white stick of sugared paraffin and 
a near-silver finger ring for.a cent, 
but the flavor didn’t last. Anyway, 
a gum vendor, anxious to get out of 
the groove into which the gum busi- 
ness seems to have settled, popped 
up with three new and durable 
flavors, panel-tested by Burgoyne in 
Phoenix, Omaha and Peoria. Result 
—none, except on the shoes of un- 
lucky pedestrians. Gum chewers, it 
seems, are fixed in their habits. You 
got notions about a new product? 
Fine—but let Burgoyne check it first. 


FIRST WATIONAL BANK BLDG., CINCINNATI 2, OHIO 


Wallace 


TIME OUT—Relaxing between sessions of the New York conference 
of National Business Publications are P. M. Fahrendorf, vp, and 
Robert McKenna, Chilton Co.; Edward A. Stratman, president, Ed- 
ward A. Stratman Advertising; Stanley Sargent, Daniel Starch & 


Corbaugh Dovis 


Staff; Joseph J. Wallace, president, Wallace Publishing Co., Mon- 
treal; James C. Corbaugh, American Trade Publishing Co.; Adin L. 
Davis, president, Business Papers Audit; Arthur H. Dix, vp, Conover- 
Mast Publications, and Richard Carrie, Printers’ Ink. 


Jesse Scott, Pioneer 
Publisher of British 
Ad Statistics, Is Dead 


Lonvon, Nov. 20—Jesse Scott, 
66, an American who developed 
Britain’s only source of central in- 
formation on advertising expen- 
ditures, died here last week after 
a long illness. 

When — 25 
years ago — he 
first outlined his 
plans to provide 
figures on ad ex- 
penditures, Brit- 
ish admen greet- 
ed him with 
scorn and dis- 
belief. In his own 
words, “I was 
regarded as a 
public nuisance.” 

Mr. Scott, a 
Texan, was not to be deterred, 
however, by those who wished to 
continue in the old manner in 
which everything was kept a deep, 
dark secret. With the help of a 
few friends in the ad business, he 
launched his service and it was 
not too long before it became in- 
dispensable to the British adver- 
tising industry. 

Today, if you want advertising 
statistics in Britain, there is only 
one place to go—The Statistical 
Review of Press Advertising, a 
quarterly put out by Legion Pub- 
lishing Co. (Mr. Scott’s company 
came to be called Legion because 
he was commander of the Ameri- 
can Legion in Britain. He origin- 
ally had planned to start a month- 
ly magazine for veterans.) 

The Statistical Review lists the 
monthly newspaper and magazine 
expenditures of every advertiser 
in Britain. It also provides media 
and product breakdowns. 

Mr. Scott compiled the figures 
by the simple expedient of check- 
ing every newspaper and maga- 
zine published in Britain. Some 
10,000 issues of publications are 
checked each month in the Legion 
reading room. 


Jesse Scott 


® Mr. Scott thus provided in one 
package a survey of 75% of the 
advertising done in Britain. Last 
year, when commercial tv was 
launched, he added a companion 
publication, The Statistical Review 
of Commercial TV Advertising. He 
compiled these figures by having 
tv screens monitored. 

In addition to publishing the 
Statistical Review, Legion acts as 
a records department for many 
British agencies. It supplies client 
agencies with monthly reports on 
advertising under their own im- 
prints. For example, on the J. 
Walter Thompson Co. imprint will 
go a detailed report on all cereal 
advertising in Britain, since JWT 
handles Kellogg. 

Mr. Scott was a man of few 
pretensions. He was never very 
active in British advertising cir- 


cles. He had never worked a day 
in advertising and, in fact, he was 
not vitally interested in the ad- 
vertising business. He regarded 
Legion Publishing as mainly a 
money-making vehicle. Although 
he had been a resident of London 
for the past 30 years, he never 
relinquished his American citizen- 
ship. 


JOHN D. COLE 

New York, Nov. 20—John D. 
Cole, 70, former vp of Lord & 
Thomas and at the time of his 
death a partner in Lee Rogers En- 
graving Co., died Nov. 13 of can- 
cer at the Veterans Administration 
Hospital. 

At one time Mr. Cole was man- 
ager of the Lord & Thomas office 
in San Francisco and was credited 
with building up the West Coast 
operation of the agency. Later he 
was a vp and account executive 
with Hanff-Metzger and subse- 
quently served with Abbott Kim- 
ball Co., McCann-Erickson and 
Duane Jones Co. He became wide- 
ly known in the 1930s for his 
work in cosmetics advertising, 
particularly on Revlon beauty 
products. 


WILLIS S. JONES 

Westport, Conn., Nov. 20—Wil- 
lis S. Jones, 81, retired editor and 
publisher of the Westporter Her- 
ald, died here Nov. 10 on the eve 
of his 82nd birthday. 

Mr. Jones operated the paper 
for more than half a century, tak- 
ing over the chief executive post 
from his father. 


Erwin, Wasey Boosts Johnson 

Roger M. Johnson has been 
named vp in charge of media and 
research in the Los Angeles office 
of Erwin, Wasey & Co. Mr. Johnson 
joined the agency five years ago 
as head of its research department. 
He added responsibility for media 
activities in 1953. 


Capital Admen’s Homework? It's Their 
Kids’ (They Understand Their Wives, Too) 


WASHINGTON, Nov. 20—Those 
poor people may be going crazy 
on Michigan and Madison Aves., 
but here advertising men and 
women are wonderfully normal. 

Anyhow, that’s what you could 
read into a survey of the Washing- 
ton Advertising Club members 
that was made public last week. 

Take the typical Washington ad- 
man. His business thinking is in- 
fluenced by the wife and kiddies 
(57%); he helps the kids with 
their homework (37%); likes to 
play with them (56%); attends 
PTA meetings (24%), and helps 
with the housework (28%). 

Unhappy in his work? Not in 
Bedlam-on-the-Potomac. Some 
56% of respondents think opportu- 
nities in advertising rank better 
than in other industries. Their 


spouses fee] the same, but by a 
smaller percentage (49%). They’re 
sure (63%) that salaries are bet- 
ter than in other businesses, and 
their spouses (62%) are in agree- 
ment. 

Normal, sturdy, overconfident 
people, some 66% of the men 
claim to understand their wives; 
71% of the women believe they 
understand their husbands. Ap- 
proximately equal percentages of 
the adwomen (42%, 43%) claim 
to understand baseball and foot- 
ball. 


Dyke Joins Grati as A. E. 

Arthur C. Dyke, formerly with 
Sandvik Steel Inc., Fairlawn, N. J., 
has joined Harry W. Graff Inc., 
New York, as senior account ex- 
ecutive. 


SAMPLE THE 
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VERMONT 


MARKET 


Te get the Vermont Market Story 


Cadloss Reems B14, Statler Othe, Side. Boston 16, Mass. 
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LANSING 


MICHIGAN 


_ Capital City | 
of Michiqan - 


“LANSING, where food sales topped 57 million dollars in 1955, 
isa must on our list of Michigan markets. That's why we ask our 
seers pee to include the capital city in their advertising plans 
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Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


A elie he Be oat oe ie = BOE Mtg Bis a4 See ia™ ee = eee Pe Sy eats a ” tai Tee fs, 34) 3 GF ih ie io a Pie, eee ay Nes Pas eee eT ae be er wa “here ere: al eA at a lee! 2 = Bot ae 
gaa) eae 6 ie er 2 tag ee Ba ss ae ak _ eee : ed Js et 2 8 t roe : RD are LS Re ice ky =e he y : . oie 
‘ye See Se > ee ee) oe ol ae Cee ae al 
er Hig: ba sel Shy a eR A tae ee a. a . a ; a ae te Sea : et. 4a) eee Ber ys ae go a 4 aan = 
neat nee #; . “ a Ying e * . 
ro 
ee ae 
or 
By. ™ 116 Advertising Age, November 26, 1956 
ar 
eee 

moe se a) g oe i ee Bs ae he E 
ae! : ; an —_— a ” = : a, Ware a 

eae 9 at “ o's oa j = ¢ ee Reasigs FS ga: 
z ‘ kolo ‘ee - ~~» ae ae . o§ ba’. ee f h a ee 4 i =" o 
ae Bs — a oe Ss A ee Tae 
can : eg : ae aera a o - oo eed: Me ‘es , 
a : Pa gee - 8 ae Z | oe wee gi q 
, een : “ i a hae } — a : aie a. : 
me ea ; ee a Sc. es eas oye a eee. 
re j Nia ® eae, eae d me, & ae = ae Bar. Se . Ch eae 
ame: oo be eae ; . 2 ae eae “ie \ samen ae ea 
“hie Hes ae — tee ae Pee : oe oe ee -} = ln [oS ee 
4 Soe : ae ie yee hp Gale i ae. a ac, eee te Peete ae 
a Ge _ ae a . fae: a ae a 
pre: ; es en *, :, is 4 ae : Piste be, ae ak S: 3 : ] % 6 a " pS Pic R eke 
ge EN rs ee fas) Bye oe Pe ee y fi y reas + a e aa Perk 
Pee. ee ee E aes gs ; > pie: es <a at 
ht ce) ae ee e. Met = ; 2 ¢ Ae Age * Oa 
Sa a - ae ‘ ; ‘ + a | a eo: 
Berrie. | . A > ee >. ae ; yy na aa 7 ae re 
ere ees oie et aah 4 a. Ages" ee ee ae Be 
ee See 7 ee, mS “a : 2 | ao ae , 
ane 2 . ; rey _ : j : : oUF 
ia 7 — F 
Pa * 
Bee ue 
ors, " Fahrendorf Stratman McKenna Sergent Po Dix Carrie 
ae ane 
; oe 
eee = 
: 7 i . iy y .) 
es * a. ) = SY 
As Ag iS hS 
Pate fo : oe - RE - —— —__________ 
an : Lb 4% SSIES 
et * oSy ( Ye | 

ag ° \ Ss 

Cet. 2. oe iA i = 
rae AT BNA; 

» re ~ q ee Beet ; | 
baa \ aes LSS 
Py Ad i) ree SS 

th =) LY “@ Se 

Pe Aw. Xe wall —" . 

ee . «Sy 4 

a ed 7 /> i A 
a —> x WY / 
ais em aoe 2 —- d 
ae o 
“Tag 

oe 

us 

io ay 
ie ; 
er 
a 
3 oe 
ae 
+ Ae Pe 
ae 
PSG. 
eae 

By 
ae 
may nnn 
. f 
* — 
te x 
Beek, 
‘i 
me , 
yee 
wae © 
ela ; 
ee Leal ; - 
pee ‘ 
ao : 
ae 
nas, 
Eres OER 
eae 
at 
ee <! ‘ 
Whee” 
i 
5% P| | 
By 
“ak { 
oe | a ame : eee OF ee pe 
a ns 
Pe: 
ea ~ z 

ve, . | 

ae MIC 
a @ ee 
- 4 ae 
ee y ,, e& Mr. D. H. Wallace Pe 3 
a BA — —) ob 11, of Don H. Wallace a 
ee a ~ — y 2 Food Brokers, Inc. Ap/ of 
ey /' —~ says, ae is a \- 
ee a ri r~ ‘. Pre ¥ “s 
it ges ae 
te. MS : wi ——- 
wee” aoe (on 

ay e a et, re 
e. an 
2% lie 08 6 alae 
re, ahs 2 des ne 
* By — == “a 
. us a ese ee age ae 

Poe —_—_— — —~ eet Pi ie —S 
R \ | ed Seanad es ee — 
ee N —— = 
a oe ; _ 
Be, y tf wd" me ms ve a 
ae 5 : Le ae 
ea a —— 
ous, ' P F ¢ Pe he oe a io aan 
ae . iy a ey ' a 
Be fs. ine a L 
J : #* gs Ft. 
Ai ee ‘ a 
m i Pi By ; i 

4g - ass cade Ans SS Pe _ _ 
i as) od fanshsty 4°. 
orn gf FS ag a ee ‘ Teas Pes ee . 
re — , | i 7 
= eee | ; 
Nien ‘ * f cea rp eae a eee ae 
, ia nt aoe er War hoes z ee z 2) SSE Pier talon, Me eg 3) ae oe ee eee ey. © es RTE arGG Bake ca eS a 
fis Cs at ai Tea aie" c,! SN RS ve RA Se ee ee we i a 6 SETA Be oF Ry peek Esc ae a4 a ea. ol nae one en on Se se ee 


Wilson Condict 


Condict Named Ad 
Head of Newhouse 
13-Paper Chain 


(Continued from Page 1) 
cated in nine principal cities— 
from New York to Portland, Ore. 

Mr. Condict is a past president 
of the Advertising Club of St. Louis 
and the Newspaper Advertising 
Executives Assn. 


Ernest G. 
Hoffsten, who 
has been man- 


ager of general 
advertising of the 
Globe - Democrat 
since 1952, will 
succeed Mr. Con- 
dict as advertis- 
ing director. 

Mr. Hoffsten, a 
native of St. 
Louis, started a 
weekly newspa- 
per in suburban Webster Groves, 
The Town Crier, in 1933. From 
1935 to 1942 he was on the adver- 
tising staff of the St. Louis Post- 
Dispatch. In 1942 he became part 
owner, associate publisher and 
general manager of the Herald, 
Brownsville, Tex., a daily and 
Sunday newspaper. 

In 1948 he sold his interest in 
the Herald and became associated 
with the San Antonio Express & 
News as manager of general ad- 
vertising, leaving that position to 
return to St. Louis as manager of 
general advertising at the Globe- 
Democrat in 1952. 


Ernest Hoffsten 


# C.C. Callihan, assistant manager 
of general advertising since 1952, 
will succeed Mr. Hoffsten. Mr. Cal- 
lihan has been with the Globe- 
Democrat for the last 28 years, 
coming to the daily from the IIli- 
nois State Journal in Springfield, 
where he served as national adver- 
tising manager. 


Treyz ls Named ABC VP; 
Morgan. Jahncke Leave 

It was two vps out and one in 
for the American Broadcasting 
Co. last week. 

The new vp is Oliver Treyz, 
who was named to head the 
ABC Television network last 
month, following the exit of Robert 
E. Kintner as president of the 
company. Last week ABC gave 
him the title of vp in charge of the 
tv network. 

The two departing executives 
were Harold L. Morgan Jr. and Er- 
nest Lee Jahncke Jr. Mr. Morgan 
resigned as ABC vp and con- 
troller and announced that he will 
join McCann-Erickson in an exec- 
utive position, effective Jan. 1. 

His resignation was preceded by 
that of Mr. Jahncke. whose last 
assignment at ABC was as assist- 
ant to Mr. Kintner. He did not an- 
nounce his future plans. 


Gordon Best Names Jenness 

Gordon Best Co., Chicago, has 
appointed Frank W. Jenness direc- 
tor of research. Mr. Jenness for- 
merly was associate director of re- 
search of MacFarland, Aveyard & 
Co., Chicago. 
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Cleveland Dailies 
Still Shut Down: 
Union Talks Go On 


CLEVELAND, Nov. 21—The shut- 
down of the three Cleveland dailies 
has gone past the three-week mark, 
with resumption of publication— 
although expected in a matter of 
hours—still uncertain. . 

Publishers of the Press, Plain 
Dealer and News still talked con- 
tracts with the craft unions, three 
of which have not agreed on new 
wages and conditions. 

The Newspaper Guild strike 
ended against the Press Nov. 15 
after the guild reached agreement 
with the publishers of all three pa- 
pers. The Plain Dealer and the 
News suspended after the Press 
was struck Nov. 1. 

Holding up publication of the 
three papers, according to the man- 
agements, are incomplete negotia- 
tions with the unions representing 
the press operators. 

Publishers hud announced they 
wanted to get an agreement with 
all unions before putting their pa- 
pers on the streets again. 


# Guild contracts with the three 
papers expired Oct. 31; the drivers’ 
contract died Nov. 15. The others 
have expiration dates between now 
and Dec. 31. The printers, paper 
handlers, mailers, stereotypers and 
maintenance men all have voted 
acceptance of terms. 

The guild has contended that 
the Plain Dealer and the News 
could have published all along, 
even though the Press was struck. 
But the publishers have said they 
suspended because they could not 
distribute their papers. 

In a statement issued Nov. 20 the 
guild, which is headed by Webb 
Seeley of the News, said the Plain 
Dealer and News, from the begin- 
ning, and even the Press, after the 
strike ended, have “locked out” 
employes. 


AA Mixes Ptizer Agencies 

In stories on promotions by two 
divisions of Chas. Pfizer & Co., 
Brooklyn (AA, Nov. 12), AA in- 
correctly reported that Wm. Doug- 
las McAdams Inc. is the agency 
for Biostat, a chemical division 
product, and MacManus, John & 
Adams handles the Roerig divi- 
sion, which makes Atarax. AA 
transposed the two similar agency 
names. Actually, MacManus, John 
& Adams handles the chemical di- 
vision from its New York office, 
and Wm. Douglas McAdams Inc. 
services the Roerig division from 
its Chicago branch. 


cae te 


SIGN OF SUCCESS—“When 


an ivy leaguer (university man) make 


Vollbrecht 
Watson 


ADDITIONS—These seven men have joined the ac- 
count and creative staff of the Chicago office of 
Cunningham & Walsh recently. New members of 
the account service staff are William Bell, former- 
ly with McCann-Erickson; Gene McKeough, for- 
merly with Beaumont & Hohman, and Art Watson, 


Tauber 


formerly of Needham, Louis & Brorby. John Voil- 
brecht, named a creative director, was formerly 
with McCann; Kenneth Tauber, art director, had 
been with Campbell-Mithun; Paul Kamman, on the 
art staff, was with NL&B, and Paul B. Ricks, from 
Kuttner & Kuttner, was named to the copy steff. 


Electric Appliance Makers Will Sell ‘Use’ 
of Electric Equipment in ‘57, NEMA Told 


ATLanTic City, Nov. 20—Out- 
lining the promotional plans of 
the major appliance division of the 
National Electrical Manufacturers 
Assn. for 1957, an industry spokes- 
man told the 30th annual NEMA 
convention here last week that 
electric appliance manufacturers 
are now doing far more than just 
making and selling their products 
—they are selling the full use of 
these products through all major 
media of communication with the 
public. 

R. J. Sargent, general manager 
of marketing and distribution in 
the consumer products division of 
Westinghouse Electric Corp., told 
the convention that “the major 
appliance division of NEMA looks 
forward to 1957 with complete 
confidence.” 

He said the trend to electric ap- 
pliances has been definitely up- 
ward for a number of years. 


s “Taking electric ranges as an 
example,” he said, “there are three 
times as many in American homes 
today as there were 10 years ago. 
Every day more than 4,000 elec- 
tric ranges are being installed. 
New appliances each year tend to 


vote 


the 


grade on Madison (Michigan) Ave., this is the sort of shoe he in- 

dulges in, at $25 a pair and up,” says Regal Shoe Mjfy. Co. in these 

ads appearing in New York and Chicago newspapers. The ads are 

also scheduled for Hollywood; Los Angeles; San Francisco (Mont- 

gomery St.); Washington; Springfield, IU.; Buffalo and Pittsburgh. 

In most of the cities the Madison Ave. sign will be used. Doyle - 
Dane Bernbach, New York, is the agen: y. 


create obsolescence among older 
models. 

“The electrical industry is grow- 
ing two and one-half times faster 
than our economy as a whole,” he 
continued. “Business leaders point 
out that the industry should begin 
to think in terms of multiple sat- 
uration. Consumers are fast be- 
ginning to use multiple electric 
units in their homes. Many fami- 
lies even now are able to afford 
two homes—one in the country 
for weekends, and another closer 
to employment.” : 


= Mr. Sargent, outlining the major 
appliance division’s promotional 
and advertising campaigns for 
1957, explained that “new think- 
ing and planning” has gone into 
the campaigns, and programs in all 
sections are being prepared on a 
concentrated basis for greater im- 
pact. 

He described the NEMA elec- 
tric range section’s 57 campaign 
to architects and builders as a 
“block buster campaign,” in which 
each advertisement will consist of 
four pages, gate fold. This  pro- 
gram will cover architects and 
builders in a major way—those 
who build up to 50 houses a year, 
as well as the “giant” builders, 
he said. 

Another NEMA section program 
Mr. Sargent described was that of 
the electric fan section. Its “May 
Days are Fan Days” campaign is 
being projected into 1957, and 
plans are already well under way, 
he said. 

For the past three years this 
section has promoted early-sea- 
son fan selling successfully, stim- 
ulating such selling through its 
“Electric Fan Window Display 
Contest.” 

The household refrigerator and 
freezer section will also continue 
its financial support and direction 
of the discarded refrigerator pro- 
gram during 1957, the speaker 
continued. This is strictly a safety 
education program, he said, car- 
ried on through the National Safe- 
ty Council, with cooperative sup- 
port from the PTA, Refrigeration 
Service Engineers Society, Junior 
Chamber of Commerce and other 
safety-minded community groups. 


s The national adequate wiring 
bureau of NEMA has laid the 
groundwork for a commercial and 
institutional adequate wiring pro- 
gram, to be launched in 1957, with 
a market survey conducted this 


year, according to Andrew Dore- 
mus, manager of the advertising, 
construction materials division of 
the Genéral Electric Co., and 
chairman of the bureau’s plan 
committee. 

Basing its plans on the findings 
of their extensive survey, the bu- 
reau is preparing a program that 
will seek to enlist the support of 
all branches of the electrical in- 
dustry and will furnish promo- 
tional materials necessary to help 
electrical utilities and contractors 
sell better wiring installations in 
business establishments and public 
buildings. 


Quisenberry, Pioneer 
Exec of McGraw-Hill 
International, Is Dead 


New York, Nov. 23—George 
E. Quisenberry, 65, vp of the 
McGraw-Hill International Corp., 
died yesterday at his home in Port 
Washington, N. Y., after a long 
illness. 

Born in Sedalia, Mo., he was 
graduated from the University of 
Missouri. He served overseas as a 
balloon observer with the aviation 
section of the Signal Corps in 
World War I. 

After the war, he was a news- 
paper reporter before joining Class 
Journal Co., which subsequently 
merged with Chilton Co., Phila- 
delphia. He left Chilton in 1925 to 
join Business Publishers Interna- 
tional Corp., which later became 
McGraw-Hill International Corp. 
He served with the company as 
publisher of the American Auto- 
mobile, El Automovil Americano, 
Pharmacy International and El 
Farmaceutico. 

Mr. Quisenberry was secretary 
of the Overseas Automotive Club 
for about 25 years and in that ca- 
pacity frequently made speeches 
on export matters. He also served 
as a director of the National Fed- 
eration of Foreign Trade Assns. 


B. O. SULLIVAN 

New York, Nov. 23—B. O. Sul- 
livan, 59, a national advertising 
salesman for the New York Daily 
News, died last night of a heart 
attack at his home in Scarsdale, 
N. Y. After attending Vanderbilt 
University and serving in France 
with the AEF in World War I, Mr. 
Sullivan joined the News in 1927 
as a local advertising salesman. 
Later he became the first commer- 
cial manager of the News’ tv sta- 
tion, WPIX. He returned to the 
advertising department of the 
News in 1949. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon § days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


ELECTRONICS COMPAN A 
VERSATILE PUBLIC RELATIONS MAN 
This is a new position in our small but 
rapidly growing development and manu- 
facturing firm. We need a man to handle 
public relations, demonstrate electronic 
equipment to customers, write copy for 
advertising and equipment literature and 
in general help promote the company and 
its products. Must have electronics back- 
ground at ieast equal to first class ama- 
teur radio operator. Write to Mr. M. L. 
Jackson, Vice President. 

CGS Laboratories, Inc. 
391 Ludlow Street 
Stamford, Connecticut 


Wanted—January ‘57 - Outdoor Advertis- 
ing Salésman to assist head of firm. 
Prominent painted display company with 
exceptional growth record, offers a gen- 
uine opportunity to an experienced pro- 
ducer in local and national sales. Good 
starting salary and unlimited future. Sin- 
cere creative man with good background 
will advance to position of trust and re- 
sponsibility. Moving expenses paid. Send 
complete resume in full confidence. 
Box 9130, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING SPACE SALES 
We are looking for an experienced man to 
represent us in the Ohio-Western Penna. 
area, working out of Cleveland. For a 
man of poise and intelligence, able to talk 
to major sales and advertising executives, 
and not afraid of big league competition, 
this is a once-in-a- os opportunity. 
Apply by letter only to 
Angus Ray, PACKAGE ENGINEERING, 
1701 W. Howard St., Chicage 26, Illinois. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116. 
ADVERTISING MANAGER 
For large regional (Midwest) brewery. 
Fine opportunity for man with beer or 
grocery products advertising experience. 
Must be able to develop point-of-sale pro- 
motional ideas, work closely with sales 
dept. and advertising agency. Send resume 
of eaperene starting salary desired, for 
details of job. 
Boxy 9131, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
SALES OPPORTUNITY 
We are locking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
pany in the direct mail advertising field. 
The right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 9132, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Iinois 


ARTISTS 
2 DESIGN AND 2 BLACK AND WHITE 


A leading nationally known paper- 
board manufacturing com y has 
openings for black and white artists 
experienced in production ‘ettering 
and keyline drawing. Also need two 
artist designers with a strong feel- 
ing for creative modern design. Must 
be experienced in professional com- 
= letter and sketches. 

cellent opportunities to progress 
and develop within a growing or- 

ization. Please 
etails of education, ex 

rsonal history. Box . 

SING AGE, 200 E. fllinois St., 
Chicago 11, Il. 


HELP WANTED 
JOB — 


‘or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 38-44% 
Bankers Bidg. Chicago 3. 
TOP CREATIVE WRITER FOR 

PROMINENT INDUSTRIAL ACCOUNT 
There is a place in our Milwaukee office 
for a strong creative man. He will develop 
trade and business magazine campaigns 
for major industrial product lines—must 
have the ability and leadership to stimu- 
late and direct the creative work pf others. 

It's a job for a man whose stréngth and 
personal satisfaction lies in building in- 
dustrial advertising that will stand up with 
the best in any field. This job is for a do- 
er rather than an administrator. It leads to 
a key spot in the organization. Working 
and living conditions are good, and salary 
will match the ability to take over and 


produce. 
Please write first and qualify yourself 
for an interview 
Box 9135, “ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING POSTCARD SALESMAN |" 
Nation’s top quality, best known Natural 
Color Postcard Manufacturer needs a 
spark plug salesman to service its many 
existing accounts and bring in new ones 
in the New York area. Consistant adver- 
tising campaigns makes selling job easier. 
A New York al office is maintained for 
your benefit. Commissions are high—ex- 
clusive territorial rights. Write 

Box 9136, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
PUBLISHER-PRESIDENT NEEDED TO 
head up management of long established 
consumer and trade publications. Replies 
ae Staff know of this adve 
men 

Box 9134, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER AND ASSIiST- 
ANT MERCHANDISING DIRECTOR 

For expanding baker service organization, 
food background preferable, Media stu- 
dies, preparation of budgets, prepare 
newspaper copy, institute creative cam- 
paigns, supervise art and Advertising Pro- 
duction Departments. Handle production 
of radio, TV, newspaper and outdoor ad- 
vertising. Knowledge of point-of-sale, 
metal signs & decals. Some travel. Replies 
should contain complete resume & salary 


Box 9133, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

ADV. PERSONNEL ... NO FEE! 
Make your own selection of firms, loca- 
tions you'd prefer in any large city! Write, 
enclosing stamped, self-addressed envel- 
ope. Courtney Co., Dept. 10, 6669 Berthold, 
St. Louis 10, Me. 


‘@eeeseeoeaoeo2eaeeeeeee@ 

RSONNEL DIRECTOR . 
$7,500 - $10,000 

Ad agency seeks 

ground in recruitment, 

er te psychologi 

ng, inistration. li 

writing” fob descri alate Must be per- 

sonab.e a a ate wilkas -35. 


* 
7 
Executive, ¢ Advertising Consultant e 
* 
. 


w. ~t-y_% 
S. State st. Chicago 4, WAbash 2-5020 
@eeeeoeoeaoeae eee 


COPY—CONTACT 
$9,000 to $12,000 


Chicago agency needs a man 
who has written good industrial 
copy. Reply briefly listing ac- 
counts served and we will invite 
you for interview. 

Box 351, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


record 


MARKETING MEN 


One of the Country's leading manufacturers of con- 
sumer goods has several openings in its Marketing 
Department. These are training spots for top man- 
agement and combine unusually stimulating work 
with unlimited opportunities for advancement. Ap- 
plicants must have the following qualifications: 


1. College degree, with good overall 


2. Age—Under 30 
3. Proven leadership ability 
Ability to assume responsibility quickly 
If you feel that you qualify, please write, giving 
full information about yourself, to: 
Box 347 Advertising Age 
-200 E. Illinois St., Chicago 11, Illinois 


ee oe 5 eh ai 


POSITIONS WANTED 


ATTENTION CHICAGO AGENCIES 
Copywriter available December Ist. 3 
years solid background covers insurance, 
appliance and ethical work. Direct mail, 
brochures, letters, dealer aids, TV. Contact 
Work payouts. Write ° 

9139, ADVERTISING AGE 

200 rs Illinois St., Chicago 11, Illinois 

PROD. MGR. TURNED COPYWRITER 
8 yrs. solid agency and ad dept. exp. Seek 
agency, ad dept. or promotional copy po- 

sition. Creative, sensible, prolific. 3, 
family man, best references. 
x 9140, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 
VERSATILE AD MAN 
Energetic, responsible with ability to or- 
ganize and take charge. Over years 
~ ency experience, well grounded in all 
of advertising work. Looking for 
Sesttien with progressive industrial firm 
or agency. Willing to relocate. 
Box 9141, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 


litho, yoo publ. and —_ 
Worked in agcy. rav. print and publ 
Box 8974, AD’ RTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
IND. AD-SALES PROM MGR. Creative. 
Writes copy. Exp marketing. 15 yrs exp. 
As ad exec or copy-contact A.E. Relocate. 
Resume ready. Age 38. 

Box 9144, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Comm. Pilot Inst. Rate 6 yrs. Adv. Exp. 
—_ position as Company Pilot. Wii 
cept secondary duties. Write: 

mt 17 East Broadway, Glendale, Calif. 

ADVERTISING - FEED 
ee man in feed sales and/or ad- 

management. Thoroughly and 
penton —~ grounded in every phase o: 
eed sales and pomotion, and 
reco 1 


° P and r dations to 
prove it. Write 
Box 9143, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Fighting a disease that can be treated 
y by « prescription of responsibilities. 
Enjoy excellent health when creating 
trade and consumer space, direct mail, 
radio, TV, etc. Doctors recommend copy- 
contact and hard work for final cure. 
recuperative areas: Southwest or middle 


west. 
Box 9142, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
LAYOUT MAN-ART DIRECTOR 
Seeks free lance or perm. spot with small 
or med. Chicago agency. Heavy —. all 
phases ad art. Creative modern design. 
Box 9138, ADVERTISING sox 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE COPY 
Send For Price List 
PUBLICITY, advertising copy and rough 
L/O. All printed media and radio—indus- 
il, consumer and —_ a . Thor- 
oughly experienced wr 
Box 9137, ADVERTISING AGE 
200 E. Milineis St., Chicago 11, Miinols 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


¢ iuhselall 


To a Promotion Writer with 


IMAGINATION 


We are the leading ofewtites 
in Northwest Ohio, 
blue-chip accounts in many fields. 


We have a t for a really crea- 
tive a -38 with heavy ex- 
—_ in promotion writing. 

ous success in writing for 
automotive. pasting —_ air con- 
ditioning, or app pliance 
fields would ~y helpful, ut isn’t 
a “must”. Job scope includes di- 
= fen —s literature, ote 

ouse organs. We 

Petng to $7300.00 a year to start, 
plenty of room for expression of 


original, sound selling ideas, op- 
portunity for earnings in five- 
figures. You bring a ¥... 
imagination, mature j t 
and enth . Resume with re- 
cent photo to 


BOX 346, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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REPRESENTATIVES AVAILABLE 


A creative, energetic, young rep 
o——- for additional publications, Ohio 


territory 
Box 8482, 1 ye AGE 
200 E. Hlinois St. ll, 


SEFRESENTATIVES WANTED 
Space reps. to handle Indusrt. Publication. 
Your own territory. Send — if avail- 
able and resume of experien 

Box 9145, ADVERTISING ‘AGE 

200 BE. Elinois St., Chicage 11, 


BUSINESS OPPORTUNITIES 
Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
Three, Geneseo, N.Y. 

SIGN CO. N.E. Tex. Bidg, maint., paint- 
ing of signs. XInt Profits. Can buy or lease 
property. $15,000 Dept 8103 

OUTDOOR ADV. CO. So. Cen. Calif. Hi- 
way dsply. Adv. in 6 west. states. Natl, & 
loc. preferred accs. Est. since 1946. All 
nec. uip. A-1 Ideal loc. Priced low. 


Dept. 78 

DISPLAY EQUIPMENT MFGR., No. Cen. 
Calif. Nationally-known products. Out- 
standing reputation. Includes unique man- 
nequin. Unlimited we —— to 
sell. Liberal terms. Dept 

Box 9146, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED 
CAPITOL OR PUBLISHER 

Opportunity for investor or publisher to 
start new industrial trade magazine serv- 
ing a field not now being covered verti- 
cally. Over 2000 prospective advertisers. 
Circulation list and dummy available. 

Box 9147, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


PERSONAL NOTICE 

If your agency has a client that 
packs a free flowing, dry solid, 
contact me at once. We have are 
perfected an t 

ing device that all pre- 
determined quantities with each 
pour. It’s a simple gadget that 
costs a fraction of a cent. Adds 
up to a gal. pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account (or 
pr tive ac ts) if you pre- 
sent it first. Call, write or wire 
me at United States Metered Con- 
tainer Corp., 527 Madison Ave., 
New York 22, N.Y. Plaza — 

tan 


Cyril: 


Excellent opportunity for man ex- 
perienced in handli types of 
a ae pan He, an design,” Salary 
open — 

sured. chicago oss | 


BOX 354 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 NM. LaGALLE. CHICAGO 1LInolrs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


WANTED! 
MAIL-ORDER And FARM 
COPYWRITER! 


Must show us you know how to 
write inquiry pulling mail- 
order ads and direct mail; also 
handle farm implement and feed 
copy. Age not important; writ- 
ing ability and real idea produc- 
tion essential. Position is in 
large and growing Mid-West 
agency, not in Chicago. Want a 
man who can show he is worth 
$10,000 to start and can earn the 
raises we'd like to give. Address 
Box 350, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


Knows & understands 
broadcasting; currently with a top-eigh’ 


in Mid an agency 
better solution than a whale-sized budge? 


Competent TV Producer who can effect savings in live & filmed 
commerdals amounting to 3 to 5 times his salary, available. 
SD, S epee, & stan SY 08 


ey hate on Gut 


sm ADVERTISING AGE 
200 E. Ulineis St., Chicago 11, Hlinois 


vertising. Sixteen years in 
Eg Ke ay FS 
t considers ingenuity a 


LET'S MERGE 
TALENTS .. . CLIENTS .. . ABILITIES! 


Principally—if you’ve got the 
contacts—we’ve got the skills. 
Were Sees es © agmney evens 
mostly industrial accounts— 
print media only—and very 
strong on result getting direct 
mail. What we need most are 


within 50 miles Metropolitan 
New York. Write Box 349, Ad- 


vertising 480 Le 
Ave., New Tork 17, N. Y. 


r——DESIGNER WANTED—— 


POINT OF SALE 
PERMANENT DISPLAYS 


Wire — plastic — wood — metal; thor- 
ough knowledge quantity production 
and sources; full or part time. Salary 
open. New York City. 


Box 348, Advertising Age 
480 Lexington Ave., New York 17, N.Y. 


-|RCA‘s Yule Push 
for TV, Radio Sets 
Uses Seven Media 


(Continued from Page 3) 
Ebony and Scholastic Magazines. 
High fidelity Victrolas will be 
displayed in the Post and Life. 
Tape recorders will be shown in 
Time. 


® Two RCA institutional ads for 
color tv are scheduled. An ad 
based on most-asked questions 
about color tv will appear in 35 
markets in This Week Magazine 
and in 137 markets in Family 
Weekly. In other markets, it will 
run in independent Sunday sup- 
plements or as a 1,000-line r.o.p. 
color newspaper ad. 

The second institutional ad on 
color tv, showing that from tv 
camera to tv set, “It’s RCA all the 
way for big color,” will be car- 
ried in the December Reader’s Di- 
gest, Dec. 8 Saturday Evening 
Post, Nov. 23 Collier’s and the Nov. 
30 U. S. News & World Report. 

Kenyon & Eckhardt is the agen- 
cy. 


R&E Advances Hiestand 

Ed. A. Hiestand, a copywriter 
with Kenyon & Eckhardt since 
1954, has been appointed assistant 
copy supervisor in the agency’s 
Philadelphia office. 


Our 45th Year 
MKTG. DIR., Ind. Agcy. 500 
MKTG. DIR., Mfr., elec. Siz'o00 
COPY-CONTACT, mostly 
indust., some consumer to $10M 
ASST. DIR. Mkt. Research 
‘COPY-CONT. fertilizer to $10M 
COPY, indust., agcy. 


GLADER CORPORATION 
ona Sen og A + oe —— 


110 S. Dearborn CE Frye ~ ARR 


WANTED 
PUBLISHER'S REPRESENTATIVE 


Key areas for national paid circu- 
lation weekly magazine to auto- 
motive dealers. 

Box 290, Ad 
200 E. Illinois Se Chi Chicago 


copy tena 


Major drug, cosmetic ri- 
ence —, (excellent ‘New ork 
agencies. new 
business. Itt youn need cound creative 
copy LyX ability to work with and 
ire others, write: Box 353, AD- 
TISING AGE, 480 or 
Ave., New York 17, New York 


ADVERTISING 
SALES PROMOTION 


ADVERTISING SALES PROM. 
Automotive parts r. Exp. in 
es Training. Exc. 
MARKET RESEARCH $10,000 
Midwest Mfr., consumer jucts. 
Exc. benefits, rapid advancement. 


$12,000 


——— copy; 3-5 yrs; Midwest 
Agency. 
om COPYWRITER 


OPEN 
2-4 yrs. exp. Agricul 
Can advance to Asst. Account E 
EDITOR, PUBLIC RELATIONS 7.500 
Newspaper & Trade M ine releases. 
Community Public Relat: 
See R Ht 
aos EXECUTIVE ta 
‘op ° q . ti 
re Mr) nt Bene. 
ACCOUNT EXE $10-12,000 
Top Agency. Public Utility & Appli- 
ances. M good writer and 
have contact ’ 
ASST. ACCOUNT EXECUTIVE $8-9,000 
Industrial- . 


req. 
ADVERTISING-MARKET RESEARCH 
ho Company selling Automotive 
ACCOUNT EXECUTIVE $13-15,000 
Creati and contact exp. 
field i preferable. 
See D. A. Stevens 


ADV. SALES PROMOTION MGR. OPEN 
Tr 
RADIO. tv Dk siztisess 
Ethical Drugs 5 
ART DIRECTOR $15,000 
Mail Order ee. 
BRAND MANAG $12-15,000 
ART DI on —— 12,000 plus 
ACCOUNTING EXECUTIVE $12,000 
lance Experience. 
T $10,000 


toa oe i ee . ae ee OAS aie: Ks R ‘a as ae eS 7. bee yet: 3 4 7 es, “ “pas 
Fs ie a i ee Bee ee = — 
Beet tae Papeete MOREE 4085 See og ee alae ee | EE. ies aeiaetetentiantes:<.->:2- a 
Rin bg a = a. 
ae ai : 
‘ ae 
pene i ai M » : iia a wit. | ( 
THe Apvertising Marner Pract ff : 
1h 7 
Bia | . 
geet. 
oer: 
Se T 
pie: 
aie g 
ag 
Pte re ART OEE IBA BE ELAN ON AE TS ILI LT TET AL RM a 
ee n 
ee hates. ti 
i : 
ae , 
ae . 
a s 
The T 
pee ri 
ree 4 
See | 
an tc 
ee 
er ' 
es. 4 
~ . w 
<2 _ ty 
Rae st 
ee to 
23 ae 
are mig - 
x sBy oie th 
ie. ces. st 
_ iy 65 
i te es [SEE — 
eS ee] 
Re eo 1 cman ie he 
a. — e 
eae nc 
~ uy a A 3 - ga 
ea e 
ores sti 
a 
get wi 
ee s: ei . 
i ste 
Bee ite 
me pasaemeenneeeemrmcenntincinmemapiee pa 
heen 
a ae 
Oe ; _————_—_—_—_—_—_—_—_—_—_—_———_——. lor 
a | de 
SNe Layout Man ca! 
ie pri 
is ae : . 
Big he the 
ee by . 
eae wi! 
a wit 
1 ee 12" 
oS ott = —— not 
ae 
a BIRCH a 
‘| ee “ce mi 
eee f eC i 
ae , * | ae Ae the 
Bs . Place ing 
Me . ove 
sted a © eee um 
a \° the 
ee - | Pp pee 
oe a  :: pre 
ee 
aoe a 
at spit 
pre 
ae yea 
he don 
e See Betty Clem 
ba BE 
pie 
“oh 
ay Ss ACCOUNT EXECUTIVE , OPEN 
ae: . } Major Appliance account. Solid 
nt or Merchandising exp. Midwest location. 
ol 9008 
ies 
ae 
Sa 
ie 
fe 
a ? 
ss 
2 : 
f 
ae 
se 
Pet 
P General Exp.—Rapid Promotion 
ah ADVERTISING-PRODUCTION MGR. 
COPY CHrEr pilose 
“a : BRANCH MANAGER $10,000 plus 
: contacts. If you have those—let’s putiee Fees & Flour Mill. nes 
3 talk it over. Area of interest— Sumniion ide 
nal COPYWRITER $8,500 
ae Mail Order Experience. 
i gton 220 Se. State St., Chicage 4, til. 
= NArrison 7-8600 
sai 
ef 
me ep mers? VF Ras, COME : ; aa _: Maes: : Piet et ; Bs ee ba ie |} ete ee ‘ ee. 
. i. ede SU tate eta Oe, Pa es aN erie Bai ad Se ee os . gene ee. st 


Advertising Age, November 26, 1956 


Stamp Saving Led 24% of Housewives to 
Switch Stores, BBDO Panel Study Reveals 


(Continued from Page 2) 
The panel, comprising a selected 
group of housewives, is reportedly 
a typical cross section of the com- 
munity as to age, income, educa- 
tion and distribution of population. 

In releasing the study, the agen- 
cy stresses that it does not take 
sides on the trading stamp issue. 
The study, it says, is one of a se- 
ries of reports on what consumers 
do, or do not do. No attempt is 
made to draw conclusions or edi- 
torialize. 


® More than half of the house- 
wives save under more than one 
type of premium credit plan, the 
study says. Younger women tend 
to be more active in saving stamps 
and other premium credits; 85% of 
the women from 25-34 save 
stamps, 62% of the women over 
65 do so. 

The biggest reason given by 
housewives for not saving stamps, 
the report says, is that they are 
not offered in stores where she 
trades. Of the non-savers, 42% 
gave this reason; 14% referred to 
the nuisance characteristic of 
stamps; 13% said too many stamps 
had to be accumulated for a worth 
while prize; 12% objected to 
stamps on the ground of their be- 
lief that the cost of the stamps was 
passed on to the consumer. 

Housewives were asked, “How 
long has it been since you last re- 
deemed trading stamps, coupons or 
eash register tapes for a gift or 
premium?” 

Tabulation of answers showed 
that 45% had redeemed credits 
within the past six months; 5% 
within the past seven to 11 months; 
12% within the past year; 9% had 
not redeemed for over a year; 29% 
said they didn’t know. 

Income affects the use of pre- 
mium credit plans, the study shows. 
Generally, the lower the income, 
the higher the percentage of sav- 
ing. Among those with $5,000-and- 
over incomes, there is a consider- 
able drop in the saving of premi- 
um credits. About one-fourth of 
the highest income group (over 
$10,000) have discontinued saving 
premium credits. 


® The survey also notes that de- 
spite the tremendous growth of 
premium credit plans in the past 
year, 80% of those saving have 
done so for more than one year. Of 


these, 36% have saved from one to 
three years; 21% from three to five 
years; 23% have saved for more 
than five years. 

The survey shows that 75% of 
those who redeemed credits were 
satisfied with the gift received; 


23% had not yet redeemed and so| | 


could not answer; 2% said they 
were not satisfied. Reasons given: 
Poorly built merchandise; satis- 
fied but price changed several dol- 
lars while saving; not worth the 
effort. 

On methods of redemption: 86% 
redeem credits at store; 4% by 
mail; 2% by other methods; re- 
mainder not reported. 


® Most women represented in the 
study get their trading stamps at 
food stores and gasoline stations. 
Other sources mentioned include 
variety stores, hardware stores, dry 
cleaning establishments, laundries 
and drug stores. 

The study shows that trading 
stamps accounted for 75% of the 
total plans mentioned; coupons ac- 
counted for 21%; cash register 
tapes or sales slips 3%; 1% was 
not reported. 

Copies of the survey are avail- 
able on written request to the 
marketing department of BBDO, 
383 Madison Ave., New York 17. 


Kresge Distributes More Than 
7,000,000 ‘Gift Guides’ 

S. S. Kresge Co., Detroit, is 
distributing more than 7,000,000 
copies of its third annual “Kresge 
Christmas Gift Guide” on Nov. 25 
and Dec. 2. The “Gift Guide,” a 
32-page rotogravure tabloid de- 
scribing more than 500 gift ideas, 
will appear as a supplement to the 
Akron Beacon Journal, Baltimore 
Sun, Chicago Tribune, Cleveland 
Plain Dealer, Columbus Dispatch, 
Detroit Times, Indianapolis Star, 
Louisville Courier-Journal, Minne- 
apolis Tribune, St. Louis Post- 
Dispatch, Washington Star and 
Philadelphia Bulletin. In some 
cities the supplement will appear 
in two 16-page sections on consec- 
utive Sundays. Nearly 1,500,000 
additional copies will be distrib- 
uted through the 677 Kresge stores. 

In addition to the low-priced 
variety store assortments, this 
year’s “Gift Guide” includes many 
higher-priced items—radios, rec- 
ord players, electric appliances 
and apparel. 


com-muni-ca’tive* 
is the word for the Newsweek reader 


com-mwuni-ca‘tive, adj., Inclined to impart or 
communicate information, ideas, etc. 
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(Continued from Page 3) 
signs, of my name, portrait or 
picture, for advertising purposes 
or purposes of trade, and I waive 
the right to inspect or approve such 
completed portraits, pictures or 
advertising matter used in connec- 
tion therewith.” 

Queried about this form by 
Judge Levy, Miss Marx insisted 
that the release “doesn’t mean any- 
thing.” She asked that the release 
be declared “null and void” be- 
cause it does not conform to “cus- 
tom and usage” in fashion adver- 
tising. 

Miss Marx said the “custom and 
usage” in this field is for the model 
to pose for a specific picture and 
for a specific advertiser. She con- 
tended that this was, in fact, the 
oral understanding among Mrs. 
Russell, the photographer, Richard 
Avedon, and the client, Marboro. 
She cited an affidavit by Mr. Ave- 
don supporting this claim. 


@ Judge Levy, who took the mo- 
tion for dismissal under advise- 
ment, said that one of the points 
which might have to be clarified 
in this case is the status of the 
release form. Is it a contract? A 
receipt? A consent? 

Whatever the outcome of the 


KOTV Boosts Richdale 

KOTV Inc., Tulsa, has promoted 
James C. Richdale Jr. to vp and 
general manager of KOTV. Mr. 
Richdale has been commercial 
manager of the tv station since 
1954 and was named assistant gen- 
eral manager early this year. Si- 
multaneously, George Stevens, 
formerly southwestern manager of 
Avery-Knodel, has been named 
commercial manager of the station. 
C. Wrede Petersmeyer, president of 
KOTV Inc., also has been serving 
as general manager. He has re- 
linquished the latter duties to de- 
vote full time to duties concerned 
with all the stations owned by 
J. H. Whitney & Co., which owns 
KOTV. 


Floyd Smith Joins Firth 

J. Floyd Smith has joined Firth 
Industries Inc., New York, as as- 
sistant to the president. Before 
joining the Firth Carpet Co. sub- 
sidiary, Mr. Smith was director of 


sales of Burry Biscuit Corp. 
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tograph and the 
lease. 


case, Mrs. Russell is garnering im- 
pressive support from the photo- 
graphic and art associations in New 
York. Judge Levy today granted 
permission to two groups to file 


THE SPRINGS COTTON MILLS 


amicus curiae briefs in support of 


Caption This Picture 
WIN A LAFETIME SUPPLY OF PERCALE SHEETS 


Candopente Stewete ward Plbire s atom. 01 Vets show whe 


The costar chases ther. 5, WORK White pone f 
. Nehet we rmcagewr / 


Lam acter Senatih ( eretome 
hee deoehanarya il 


EMBARRASSING METAMORPHOSIS—These are the two ads publishers to “unauthorized” use of a model’s pho- 
involved in the lawsuit by Mary Jane Russell 
challenging the right of advertisers, agencies and 


Who Owns Ad Art? That's Issue as 
Judge Eyes ‘Flaws’ in Model's Suit 


validity of the standard model re- 


Mrs. Russell. One is the American 
Society of Magazine Phctographers, 
which maintains that photogra- 
phers are the rightful owners of 
work they do for advertisers (AA, 
Nov. 5). And the other is the joint 
ethics committee of the Art Direc- 
tors Club of New York, Artists 
Guild of New York and the Society 
of Illustrators. This committee says 
the artist must have ownership 
and control of work done for ad- 
vertisers. 


1323 S. Wabash 
CHICAGO, ILL. 


Filmack Studios 


do the job best ! 


You get eye-stopping ection... 
clever narration ... itrong product 


Write fer information on ANY kind 
of TV, theetre or industrial fiims! 


241 We @ 4th 
NEW YORK, WY. 


you have ever 
visited our plant, 


“THE PICTURE'S THE 


you know how much 
hand craftsmanship 
goes into making 
fine photoengravings 


for America’s 


most distinguished 


advertisements. 


or seen our color movie, 


THING,” 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAK 
CHICAGO 6, 


E STREET, AT WACKER DRIVE 
ILLINOIS 
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AMERICA'S FINEST PHOTOENGRAVING PLANT 
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Celler Exhibits 
Networks’ Share 
in Film Profits 


a wide variety of deals, sometimes 
covering reruns and merchandising 
rights as well as initial profits. 

A report from CBS showed the 
network has 24% ownership in 
Desilu Productions Inc., and was 
on option on another 10%. The re- 
port also includes a list of outside- 
produced programs for fall, 1956, 
in which CBS has profit participa- 

(Continued from Page 1) tion. From “December Bride” 
dividual stations. (Desilu) CBS gets 24.75% of net 

All four types of material have | profits on initial, subsequent and 
previously been in the category of | merchandising rights. For 
carefully guarded trade secrets.| Brother” (Dallad Production) CBS 
While the affiliation contracts are | gets 50% on all runs and merchan- 
in the files of the Federal Com- dising; for “Beat the Clock” 
munications Commission, networks | (Goodson-Todman), 100% of pro- 
have staunchly opposed all efforts gram and 50% of subsidiary rights; 
to make them public. |“Herb Shriner Show” (Astranaut 

Inc.), 50% on program and sub- 
® More than a year ago former sidiary rights; “What’s My Line?” 
FCC General Counsel Harry Plot- (Goodson-Todman), 40% on pro- 
kin recommended in a special re- gram and 50% on_ subsidiary 
port prepared at the request of the rights; “Captain Kangeroo” (Kee- 
Senate committee on interstate shin-Miller Enterprises), 100% of 
commerce that FCC be required to program, 50% of gross proceeds on 
open these files for public inspec- subsidiary rights. 
tion. Though Mr. Plotkin argued it! On “Garry Moore Show” (Red 
would enable all affiliates to know Wing Productions), “Stand Up and 
whether they were getting as good Be Counted” (Marjess Inc.) and 
a “deal” from the network as oth-, “Winky Dink and You” (Barry & 
ers, the affiliates themselves indi- Enright Productions), the deal is a 
cated little interest, and the FCC straight 50% on program and sub- 
refused to change its procedures. | sidiary rights. 

The House anti-monopoly sub-' CBS listed 27 live programs 
committee, under Rep. Emanuel wholly owned and produced by it- 
Celler (D., N.Y.), proceeded on its self. In addition, it reported it has 
own to release the contracts. Copies 55% up to a certain point and 
of an analysis have already been 100% thereafter of three Arthur 
prepared showing the many kinds Godfrey shows. 
of special arrangements which net- 
works grant or require. 


|@ NBC reported it owns 25% of 
Hope Enterprises Inc., and is ne- 


® The detailed list of time pur- 
chases and discounts submitted to 
the committee by each network 
shows a wide variation in earned 
discount. A report on this material 
which was prepared by ADVERTIs- 
1nG AGE and appeared Oct. 6 noted 
that networks explain the amount 
of discount is influenced by many 
factors other than amount of pur- 
chase. 


_gotiating for another 25%; 17%% 
of Max Liebman Productions Inc., 
and a working agreement with 
Talent Associates Ltd. which does 
not include ownership but does 
cover exclusive worldwide rights 
with equal division of profits for 
syndication and merchandising of 
all Talent Associates products ac- 


| cepted by NBC. 


Many NBC deals involve partici- 


Among these factors are such in-| pation in both syndication and 


tangibles as the desire of the net- 


merchandising. For “Frontier” 


work to build a particular time | (Outpost Production Inc.) NBC 
period. Under these conditions the | gets 40% of gross receipts plus 50% 
exhibit showed that small adver-/ of net profits from syndication and 
tisers often were able to earn big) merchandising; from “George Go- 


discounts through selective pur- bel Show” (Gomalco Productions) 
chasing. |}a third of net profits including 


In conjunction with this exhibit, | merchandising and subsidiary. 
NBC pointed out that failure to ob- 
tain a sponsor results in a double 
loss since, in addition to the loss 
of revenue from the program, net- 
works are compelled to absorb pro- 
duction and line charges for sus- 
tainers. 


@ The report con network partici- 
pation in earnings of programs 
shows all three networks negotiate 


The CBS and NBC reports in- 


' cluded a large number of other 


“deals,” in which the networks 
held shares of varying sizes in the 
proceeds from filmed versions of 
their top shows. 


s ABC told the subcommittee it 
gets 50% of net profits on first-run 
reruns and merchandising of “Wy- 
att Earp” (Wyatt Earp Enterpris- 
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INDOOR & OUTDOOR—At the recent Los Angeles convention of Outdoor Advertising 
Assn. of America officers re-elected are H. B. Markham, Markham Advertising Co., 
Pocatello, Ida., chairman of the board; Fred C. Beseler, B&B System, Shreveport, 
La., president; O. S. Hathaway, Midport Co., Middletown, N.Y., vp; Karl L. Ghaster 
Jr., general manager, and D. W. Vanderwater, secretary, OAAA, Chicago. In the 


WINNER—With a | 
background of 
promotional ma- 
terials, Jack 
Quinn, ad man- 
ager of American 
Brewery, Balti- | 
more, displays 
the Gold Medal 
Award presented @ 
his company by a 
the Brewers’ @ 
Assn. of America. j 
American won 
first place in the 
competition for 
coordinated ad- 
vertising pro- 
grams. VanSant, © 
Dugdale & Co. is | 
the agency. a 


Advertising Age, November 26, 1956 


es), “Jim Bowie” (616 Corp.) and 
“Wire Service” (Wire Service Pro- 
ductions); 40% of first-run and 
reruns of “Ozzie and Harriet” and 
a third of first-run and reruns of 
“Danny Thomas Show” and “Ray 
Bolger Show” (both with Materto 
Productions) . 

In releasing information about 
talent contracts the subcommittee 
has promised to eliminate informa- 
tion which identifies specific pro- 
visions of a contract with an 
identifiable performer. 


Harrison Atwood, a 
Founder of McCann, 
Is Dead at 70 


New York, Nov. 23—Harrison 
Atwood, 70, vice-chairman of the 
board of McCann-Erickson and 
one of the founders of the agency, 
died yesterday at his home here. 

Born in Auburn, Me., he was 
graduated from Bowdoin College 
in 1910. Two years later he was 
one of the founders of the H. K. 
McCann Co. predecessor of the 
present agency. In 1913, Mr. At- 
wood established the company’s 
office in San Francisco and lived 
in that city until he returned to 
New York in 1920. 

During the 1920s and ’30s, he 
was active in the development of 
the company’s business in Europe 
and Latin America. He was a mem- 
ber of the board of the National 
Outdoor Advertising Bureau for 
30 years and served as chairman 
of its executive committee for 
many years. 

He was a member of the board 
of overseers of Bowdoin College 
and also a member of the college’s 
finance and advisory committees. 


Clark & Boberiz 
Names Dowd to Head 


Sales Promotion Unit 


Derroit, Nov. 21—Clark & Bob- 
ertz, originally organized to han- 
dle advertising, marketing and 
publicity, has added to its expand- 
ing list of services a new sales pro- 
motion department, headed by 
Arthur B. Dowd, 
a former mer- 
chandising man- 
ager of the Ply- 
mouth division of 
Chrysler Corp. 

During the past 
two years the 
agency has ex- 
panded its serv- 
ices to include 
merchan- 
dising, public re- 
lations and a 


Arthur B. Dowd 


speakers bureau. 

Mr. Dowd, after many years 
with Chrysler, resigned in 1954 to 
join three other men in forming 
a company which supplies direct 
mail, point of sale display and 
sales promotion to the automotive 
industry. Upon his appointment by 
Clark & Bobertz he relinquished 
active management of the direct 
mail concern but remains a stock- 
holder and director. 


Milk Maid to Leonard Stein 

Milk Maid Ice Cream Stores 
Inc., New York, has appointed 
Leonard Stein Advertising, New 
York, to handle its advertising. A 
spring campaign using newspapers, 
radio and television is planned. 
Flint Advertising is the previous 
agency. 


me, jow te 


Donnelly 


Hathaway 


center photo Walter Schmid Jr., president of North Texas Advertising Co., Edward 
C. Donnelly Jr., president of John Donnelly & Sons, Boston, and Paul Middleton, 
president of Middleton Inc., Dallas, take time out for a little sunshine and exercise. 
At the right are Mr. Hathaway and Dan P. O’Grady, director of outdoor advertising, 
Batten, Barton, Durstine & Osborn, New York. 


‘Anticipated Sales’ 
Is New Base for Ad 
Budgets: Seligman 


New York, Nov. 21—Most ad- 
vertisers are getting away from 
the percentage of sales concept in 
figuring advertising budgets, are 
instead trying to work out a rela- 
tionship between appropriations 
and anticipated sales, according to 
Daniel Seligman. 

In the third article of a series 
“How Much for Advertising?” 
which appears in the December 
Fortune, Mr. Seligman also ob- 
serves that the anticipated sales 
approach has been blended with 
the “marketing program” ap- 
proach. In this context, the com- 
pany views advertising as “simply 
one element in a broad market- 
ing program that also includes 
corporate strategy on direct selling, 
sales promotion, packaging, pric- 
ing” and so on. 

In this connection, the magazine 
says, “Campbell Soup figures its 
total marketing costs at 7% of 
sales; advertising costs by them- 
selves run around 4%.” 


s Investment spending, “princi- 
pally relevant to new products,” is 
ticklish because nobody knows the 
“optimum appropriation” a prod- 
uct should get. A specific problem 
in this area was presented to Lever 
Bros. early this year by Wisk, a 
liquid detergent, the article recalls. 

“The best trade guess,” says 
Fortune, “is that Wisk advertising 
costs, not counting special intro- 
ductory offers, ran about $5,500,- 
000 in the first nine months of 
this year; and Lever got distribu- 
tion in 40% of the U.S... .” 

According to Fortune, some com- 
panies have “mechanical budget- 
ing,” like Shell Oil Co. 

“Shell has a formula that is 
applied separately in each of the 
company’s 125 major market 
areas,” says Fortune. “There are 
four main variables in the for- 
mula: (1) Present volume of sales, 
(2) expected growth—or decline 
—in sales, (3) competitive adver- 
tising spending and (4) local media 
costs. The weightings assigned to 
each variable, and the formula it- 
self, are secret.” 


s “One remarkable feature of this 
formula,” the magazine adds, “is 
that the 125 separate appropria- 
tions which it determines have 
always added up to a figure in the 
neighborhood of 1% of Shell’s na- 
tional sales—a figure that top 
management has thought to be 
just about right. (It is average for 
the gasoline industry.)” 


O'Grady 
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Grove, AMA Declare 
Citroid ‘Cold’ War 


(Continued from Page 1) 
said today.” 

The Bates release refers specif- 
ically to Grove copy for Citroid, 
without naming the product, and 
includes a four-page summary of 
the AMA article. 


® One of the two studies reported 
in the Journal was made by Drs. 
Harry E. Tebrock, medical director 
of Sylvania Electric Products; Jo- 
seph J. Arminio, Ossining, N. Y., 
and John H. Johnston, medical di- 
rector, Pratt-Whitney & Co. The 
second was conducted by Drs. 
Warren L. Franz, G. Winthrop 
Sands and Henry L. Heyl, of Dart- 
mouth Medical College. 

The New Hampshire doctors 
tested the effects of a grapefruit 
peel bioflavonoid—naringin— and 
ascorbic acid on 89 medical stu- 
dents and nurses for three months. 
They concluded that naringin did 
not affect the number of colds nor 
the course of the colds once start- 
ed, and that those taking ascorbic 
acid, while they developed as 
many colds as those not receiving 
the Vitamin C, showed a more 
rapid improvement in their colds 
than those not taking it. 


s James H. Grove, president of 
Grove Laboratories, St. Louis, re- 
leased the following comment to- 
day: 

“To date there have been ten 
published reports on the effective- 
“ness of citrus bioflavonoid therapy 
on the common cold, prior to the 
Tebrock and Franz articles. Each 
one of these papers, reporting 
studies conducted in seven differ- 
ent geographical areas, report uni- 
; formly favorable results. They in- 
volved clinical trials on approxi- 
mately 2,800 persons. 

“Just this month, a _ clinical 
study published in The Journal of 
Industrial Medicine & Surgery 
reported on a year-long series of 
studies with bioflavonoid combi- 
nations against the common cold, 
involving over 1,800 persons. The 
report concludes that bioflavo- 
noid-ascorbic acid combinations 
exert a ‘mitigating and probably 
curative action’ on colds, that they 
bring ‘definite, objective relief’ 
and that they ‘may also exert a 
preventive influence on those sub- 
ject to frequent colds.’ 

“The report states further that 
the  bioflavonoid-ascorbic acid 
combination appears to involve a 
‘basic physiological mechanism 
against colds. The studies found 
them almost 50% better than the 
previously best analgesic medicine 
administered as a control medica- 
tion.. The report found that bio- 
flavonoid combinations brought 
‘complete or substantial relief’ in 
one to two days to 74% of cold 
sufferers. 


“ . .The Franz and Heyl paper 

admits that the study was sup- 
ported by grants from the Nepera 
Chemical Co., parent organization 
of Anahist Co., a competitor of 
ours.” 
[Ed. Note: A footnote in the 
Tebrock report states, “This study 
was supported by grants from the 
Nepera Chemical Co. Inc., Yonk- 
ers, N. Y., and the Harriet M. 
Spaulding Charitable Trust.” An- 
other footnote says, “All drug 
preparations were provided by the 
Nepera Chemical Co. Inc.’’] 


s “Anahist has told us,” the Grove 
statement continues, “it expects 
our citroid bioflavonoid compound 
may adversely affect the sale of 
its product. Dr. Tebrock, almost 
seven years ago, published a paper 
called ‘Management of the Com- 
mon Cold with Neohetramine (An- 
ahist)—a Preliminary Report.’ 
This was highly favorable to Ana- 


hist. In the interim, while we | lyzed 


awaited Dr. Tebrock’s yet unpub- 
lished ‘final’ conclusion, there 


Last Minute News Flashes 


Kudner Gets Two More National Distillers Brands 
New York, Nov. 23—National Distillers Products Corp. has moved 

its Bellows Partners Choice and Bellows Club bourbon whiskies from 

Benton & Bowles to the Kudner Agency effective Jan. 1. Kudner has 


handled National’s Old Grand-Dad, Old Taylor, Mount Vernon, Old |@% 


Overholt and Crab Orchard whiskies since 1933. 
Revlon to Test Five Products in ‘57 


New York, Nov. 23—Revlon Inc. will test market five new prod-|~ 


ucts early in 1957, including its first three products for men: dandruff 
shampoo and a hair preparation (both handled by Emil Mogul Co.) 
and a skin conditioner (C. J. LaRoche & Co.). A baby powder (Dowd, 


Redfield & Johnstone) will be tested as a selling partner for Baby| _ 
Silicare, introduced nationally in October, which Revlon now reports | * 


is the No. 1 baby lotion. The fifth new product will be eye drops, 
advertised with a cosmetic approach (BBDO). 


Burdick, Becker Gets Three National Drug Products 

New York, Nov. 23—Burdick, Becker & Fitzsimmons, New York, 
has been selected to handle advertising for three ion-exchange prep- 
arations of the National Drug Co., Philadelphia, effective Jan. 1. They 
are Resion, Resion P.N.S. (anti-diarrheal and anti-bacterial) and 
Resinat (for peptic ulcers). Medical publications and direct mail will 
be used. The agency was formed Nov. 1 by Dean L. Burdick, formerly 
exec vp at William Douglas McAdams, New York. The three national 
drug products had been handled by the former Pringle-Gotthelb As- 
sociates, New York. 


Martin Fliesler Joins BBDO’s Revlon Group 

New York, Nov. 23—Martin S. Fliesler, formerly promotion super- 
visor of McCall’s, has joined Batten, Barton, Durstine & Osborn as a 
Revlon account executive. He will work on nail enamel. 


Maloney Joins FC&B; Other Late News 

e James K. Maloney, formerly art director and supervisor with 
Donahue & Coe, has joined Foote, Cone & Belding, New York, in the 
same capacity. R. H. Millholland and G. H. Kirkpatrick, art directors 
in FC&B’s Los Angeles office, have joined the agency’s New York 
staff. 


e After six years of partnership, Herbert E. Hill and James W. 
Christopher have dissolved Hill & Christopher Advertising Agency, 
Los Angeles. Each will form his own company, with Mr. Hill retain- 
ing present quarters in the Halliburton Bldg. and Mr. Christopher 
opening offices in the Petroleum Bldg. Of the agency’s two major 
accounts, Halliburton Oil Well Cementing Co. will remain with Mr. 
Hill, while TelAutograph Corp. will go with Mr. Christopher. The 
agency’s other accounts have not been assigned. 


e Nestle Co. has named Bryan Houston Inc., New York, to handle its 
Nescafe Espresso instant coffee, a new product in the U:S. 


e New England Carnation Growers Assn. has named Holland & 
McKenzie, Boston, to handle its advertising. The association is a new 
advertiser. 


e Cruttenden & Eger Associates, Chicago, will become Cruttenden Ad- 
vertising Dec. 1. Edmond I. Eger, co-founder of the agency, left C&E 
more than three years ago to join Russel M. Seeds Co. and since has 
moved to Admiral Corp. as vp in charge of advertising. Cruttenden, 
which has about 30 clients, will bill between $500,000 and $1,000,000 
this year. 


have been many medical papers 
controverting the value of antihis- 
tamines with common cold thera- 
py. 

“The positive results obtained 
with bioflavonoids in the great 
majority of past and continuing 
clinical studies, together with in- 
dependent studies of consumer ac- 
ceptance, reinforce our convic- 
tion, perhaps best explained in one 
of these studies, that citrus bio- 
flavonoid formulations are ‘pref- 
erable to other forms of medica- 
tion’ for the relief of symptoms of 
common cold,” Mr. Grove con- 
cluded. 


® Back on the ad front, 
when Dowd, Redfield & Johnstone 
learned of the Ted Bates press re- 
lease, a telegram went out over 
the signature of Gene McMasters, 
vp and account supervisor on 
Grove. It read: 

“Ted Bates advertising agency 
has issued a news release regard- 
ing inefficiency of citrus bioflavo- 


noids in connection with the com-| @ 
mon cold. Our client Grove Labor-/| # 
atories, maker of Citroid, contain-|j 


ing citrus bioflavonoids, disagrees 
completely with the Bates release. 

“I sent you copy of report pub- 
lished in Journal of Industrial 
Medicine & Surgery supporting 
the efficacy of the citrus bioflavo- 
noids. Will supply additional data 
on request. Under these circum- 
stances and in the interest of fair 
play we urgently request the with- 
holding of any publicity until all 
factors on both sides can be ana- 


Another missive—four pages— 


in St. Louis to the AMA protest- 
ing the “premature” release by Ted 
Bates of “photostatic copies of cor- 
rected galley proofs” of the AMA 
article. The protest, by Mr. Grove, 
was especially strong in view of 
his contention that the same privi- 
lege was denied a Grove public 
relations representative. 

Last week the maker of the tiny 
bioflavonoid pills had received a 
jolt at the hands of Dr. Albert H. 
Holland, of the Food & Drug Ad- 
ministration (See earlier story on 
Page 48). 


Bonsib Agency Elects Father 
Chairman, Son President 

Louis W. Bonsib, founder of 
Bonsib Inc., Fort Wayne, Ind., has 
been elected chairman of the board 
after 33 years as president of the 
agency. Elected as president to 


Lovis Bonsib John Bonsib 


succeed his father is John F. Bon- 
sib, formerly vp and treasurer. 

Louis Bonsib, who will remain 
active in the agency and its man- 
agement, plans to devote a greater 
part of his time to community and 
philanthropic projects as well as to 
his avocation of landscape paint- 


went out from Grove headquarters | ing. 


CHARLES J. ALLEN, currently vp and pa 


director of merchandising of Gard- 

ner Advertising, St. Louis, has 

been named to the top marketing 

post at McCann-Erickson, Chicago. 

His exact title at McCann has not 
been determined. 


Tight Money Killed 
Consolidated TV Buy. 
Says Crowell-Collier 


New York, Nov. 21—The tight 
money market was blamed today 
by Paul Smith for the failure of 
the Crowell-Collier Publishing Co. 
to complete its deal to buy the tv 
and radio stations of Consolidated 
Television & Radio Broadcasters. 

Financial arrangements in the 
$16,000,000 deal, announced by Mr. 
Smith as completed early in Sep- 
tember, foundered today because 
“the cost of the money we planned 
to borrow made it a bad business 
deal.” 

As a result, Crowell-Collier will 
pay $100,000 to the Consolidated 
stockholders who had accepted the 
publishing company’s purchase of- 
fer. 

“Our belief in the merit of the 
Consolidated properties remains 
unchanged,” said Mr. Smith in 
announcing Crowell-Collier’s in- 
tent to withdraw its application 
for a Federal Communications 
Commission okay of its acquisition 
of Consolidated, which includes 
WTCN and WTCN-TV, Grand 
Rapids, and WFDF, Flint, Mich. 


s The publishing company cited 
unfavorable “interest rates, condi- 
tions of sale and dilution of assets’’ 
as combining to make the purchase 
of Consolidated impractical. 

The move to acquire Consolidat- 
ed was the latest in a series of 
Crowell-Collier diversification ac- 
tivities. Earlier this year, the com- 
pany acquired KWFB, Los An- 
geles, and four record clubs. 


Hening Leaves Own 
Agency to Join 


Bauer & Tripp 


PHILaDe.puia, Nov. 21—E. Brad- 
ford Hening, president and found- 
er of Hening & Co., has resigned 
as president and stockholder in the 
agency to join the Bauer & Tripp 
agency. 

An announcement from Hening 
& Co. said that the executive staff 
of the agency had been realigned, 
with Foster A. Babcock, formerly 
a vp, elected president, and M. 
John Romer, formerly vp, named 
secretary-treasurer. Vincent A. 
Carberry, public relations director, 
and Leo P. Murray, manager of 
the agency’s New York office, were 
elected vps. 

The name of Hening & Co. will 
be retained by .the new officers 
for the time being. 

Mr. Hening is understood to be 
taking about $250,000 worth of 
billing with him over to his new 
agency. He established his own 
agency in 1947; Mr. Babcock joined 
him in 1950. ‘ 

Hening & Co. billing is reported- 
ly somewhat less than $1,000,000 
annually. 
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‘Victim of Rating,’ 
Says Winchell as 
Toni, Old Gold Drop 


New York, Nov. 23—Walter 
Winchell became one of the first 
casualties of the new tv season this 
week. 

Mr. Winchell, whose 30-minute 
$40,000 variety show has been go- 
ing only seven weeks (NBC-TV), 
announced that Old Gold and Toni 
had notified him they are not pick- 
ing up his option when his con- 
tract ends in six weeks. He said 
he would get $75,000 in severance 


y. 
Mr. Winchell told the news- 
papers he is relieved, because he is 
working for less than half the sal- 
ary he received for a 124%-minute 
newscast and is knocking himself 
out every day rehearsing, revising 
the script and editing the show. 
He said William Morris Agency, 
talent representative, has had sev- 
eral other offers for the program. 

One newspaper quoted the tv 
star as having described himseif 
as a victim of ratings. Last Friday 
WW was shaded by “Zane Grey 
Theater” (CBS) in the Trendex 
ratings. The score: 15.9 for WW, 
16.5 for the western show. 

Old Gold also 'wants to give up 
the Friday 8.30 p.m., EST, spot on 
NBC, as of Dec, 28, though it had 
contracted for alternate weeks for 
52 weeks. Talks with the network 
are now going on, and Old Geld 
will probably be given time “re- 
lief” of some sort, which may in- 
volve a shift to another NBC-TV 
time and show. 


® In Chicago, Toni said it proba- 
bly will give up the time slot when 
WW’s contract expires, but no de- 
cision has been reached. Toni add- 
ed that it had no plans for any new 
shows. The company declined to 
say why it was not picking up Mr. 
Winchell’s option. 


P. O. Reports 
16-Week Deficit 
of $186,200,000 


WasHINGTON, Nov. 23—As a new 
“yardstick” to measure business 
trends, Acting Postmaster General! 
Maurice Stans today released the 
first of a continuing series of re- 
ports on current mail volume. 

Based on data incorporated in 
the new management control re- 
ports introduced by Postmaster 
General Summerfield, the initial 
compilation shows postal receipts 
for 16 weeks—from June 30 to 
Oct. 19—were $712,800,000, up 
$38,800,000 from the same period 
last year. 

For 300 leading post offices, 
handling 70% of all mail, the num- 
ber of pieces handled toialed 12.7 
billion, up 5.4%. 

Mr. Stans said increased yolume 
reflects a high level of business 
activity, since business mail gen- 
erally accounts for 75% of the de- 
partment’s volume. He’ promised 
similar reports at 16-week inter- 
vals in the future. 

The department noted the def- 
icit for the 16 weeks was $186,200,- 
000, and Mr. Stans used the occa- 
sion to call for equitable rate 
increases “to correct this unreal- 
istic condition.” 


Nestle Lid. Names Hayhurst 
Nestle (Canada) Ltd., Toronto, 
has appointed F. H. Hayhurst Co. 
Ltd., Toronto and Montreal, to 
handle advertising for nine of its 
food and meiical products. On 
March 1, 1957, the agency wii! take 
over the Nescafe account. Effec- 
tive Jan. 1, Hayhurst will handle 
advertising for Nestea, EverReady 
cocoa, Semi-sweet chocolate mor- 
sels and the medical products, 
Lactogen, Arobon, Pelargon, ‘Nes- 
targel. Cockfield, Brown & Co. 


currently is handling the products. 
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Broadcast Promotion Men Form New Association 


PRE-DINNER—Members and guests of the newly formed 
Broadcasters’ Promotion Assn. met at a cocktail party 
during the association’s first annual meeting in Chicago 
on Nov. 16-17. Pictured here are: 

1. Bruce Wallace, WTMJ and WTMJ-TV, Milwaukee; 
Montez Tjaden (elected 2nd vp of the association), 
KWTV, Oklahoma City, and Dr. Leonard Kent, vp and 
director of research, Needham, Louis & Brorby, Chicago. 

2. Sam B. Schneider, KVOO-TV, Tulsa; Robert Free- 
land, KOTV, Tulsa; W. J. Teich, KOEL, Oelwein, Ia.; 
Donald D. Davis, KMBC-KFRM and KMBC-TV, Kansas 
City, Mo., and James E. Allen, WBZ-TV, Boston, 

3. Edwin R. Peterson Jr., Keystone Broadcasting Sys- 
tem, Chicago; Charles E. Gay, WHIO and WHIO-TV, 
Dayton; Walter Scanlon, CBS Television Film Sales, 
New York, and Leon A. Dolnick, WITI-TV, Milwaukee. 

4. Members of the panel covering “Sales-Front Views 
of Station Representatives” were Dudley Brewer, Bran- 
ham Co., Chicago; Wells Barnett, Blair-TV and John 
Blair & Co., New York; Arthur W. Bagge, Peters, Griffin, 
Woodward, Chicago; Dwight S. Reed, H-R Representa- 


tives, Chicago; and Lawrence Webb, Station Representa- 
tives Assn., New York. 

5. Martin A. Olson, WDSM-TV, Duluth; Sidney R. 
Bernstein, editor, Advertising Age; Barbara Haddoz, 
WBNS-TV, Columbus, O.; Sol Taishoff, editor and pub- 
lisher of Broadcasting-Telecasting (Mr. Bernstein and 
Mr. Taishoff were co-hosts at the BPA cocktail party); 
and Edwin R. Peterson, Keystone Broadcasting System. 

6. Joe G. Hudgens, KRNT and KRNT-TV, Des Moines; 
Edward Wallis, KYW, Cleveland; Bruce Wallace, WTMJ 
and WTMJ-TV, Milwaukee; Gene Godt, WCCO-TV, Min- 
neapolis, and Foster H. Brown, KMOX, St. Louis, all 
members of the panel on audience promotion. 

7. Gorden Lewis, Advertising Age, and members of the 
association’s temporary committee: Robert Peel, WIND, 
Chicago; Ell Henry, ABC central division, Chicago; John 
M. Keys, WMAQ and WNBQ, Chicago; Tom Dawson, 
WBBM-TV, Chicago, and Charles A. Wilson, WGN and 
WGN-TV (elected 1st vp of the association). 

8. Robert F. Stolfi, WNDU-TV, South Bend; Mrs. Fos- 
ter H. Brown; Dorothy Sanders, WLW-D, Dayton; Lou 


Riepenhoff, WISN and WISN-TV, Milwaukee; and Carl 
Zimmerman, WISN, Milwaukee. 

9. Members of the panel on evaluation of audience 
rating systems are James W. Seiler, American Research 
Bureau, Washington; William Wyatt, A. C. Nielsen Co., 
Chicago; Frank Stisser, C. E. Hooper Inc., New York; Dr. 
Sydney Roslow, Pulse Inc., New York, and Dr..Seymour 
Banks, Leo Burnett Co., Chicago. 

10. Leaders of the Saturday morning round table dis- 
cussions were R. H. Van Roo, WXIX, Milwaukee; Roy 
Pedersen, WDAY and WDAY-TV, Fargo; Samuel Elber, 
WERE, Cleveland; J. M. Baisch, WREX-TV, Rockford, Ill. 

11. Roy C. Pedersen, WDAY Inc., Fargo, N. D.; George 
Mirras, WOW, Omaha; Robert E. Seitzer, WOW-TV, 
Omaha; Tom Barnes, WDAY, and Paul I. Woodland, 
Steinman Stations, Lancaster, Pa. 

12. R. S. Macdonald, Quaker Oats Co., Chicago; R. 
David Kimble, Grey Advertising Agency, New York; Max 
E. Buck, WRCA-TV, New York, and Don P. Nathanson, 
North Advertising, Chicago, were members of the panel 
on merchandising cooperation pros and cons. 
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MAN OF LEISURE 


EXECUTIVE 


STOCKHOLDER 


SPELLBINDER 


TIME offers the biggest concentrated audi- 
ence of best customers and influential peo- 
ple in the United States today. Nevertheless, 


Whitney Darrow, Jr. exaggerates some- 
what. Not all TIME readersare stockholders. 
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She picked it out because (1) it would do something for the living room; (2) the fabric 
can take plenty of rough-and-tumble treatment from the kids; and (3) dad can really 


relax in it! Once again, Togetherness inspired the buying decision. ‘ 


The magazine of Togetherness reaching more than 4,750,000 families... & 
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